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Genuine Onyx Rings... 
the way you want them... 
with white gold plate... 
You set your own diamond. 
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BISHOP’S JEWELED CROSS AND RING 


_ unusual pieces demonstrate the very 
highest order of craftsmanship, both in 
originality of design and in quality of execution. They were 
recently produced on special order in our custom shop. 


Craftsmanship such as this is indeed rare today, and is 
to be found only in establishments thoroughly grounded in the 
finer traditions of the jeweler’s art. 


4 


Ours is such an establishment. We take pride in special 
assignments that put our creative ability to the test. We will 
welcome your inquiries. 


A. SAU E.R 6 COMPANY 
Manufacturing Jewelers 


439 RACE STREET, CINCINNATI 2, OHIO 
1 
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SPEAKING OF 


HE “Don’t Be a Cheapjohn” 

editorial in the December issue 
of JC-K, castigating the practice of 
giving away turkeys as a promotion 
stunt, inspired C. W. Howard, Belle- 
fontaine, Ohio, ring wholesaler, to 
write us about a possible variation of 
the technique. Perhaps the post- 
Christmas fare had something to do 
with his writing, too. 





Says Mr. Howard: “I have been 
through hot turkey, cold turkey, 
stewed turkey, and fried giblets, to 
say nothing of the inevitable turkey 
soup. Everything in the house reeks 
of turkey and I doubt if! any jeweler 
with the poultry-house complex 
could coax me to buy a diamond ring 
on the strength of giving me a bird. 
However, if this enterprising gentle- 
man will alter his terms and give me 
a nice big beefsteak, I might con- 
sider his offer.” 

JC-K sticks to its policy. Not even 
fish on Thursday afternoons. 


© © 


HILE serving with the Sea- 

bees in the Pacific last 
March, L. E. Berkbeigler, Murphys- 
boro, Ill., watchmaker, found acute 
need for an alarm-clock since the 
sun provided the only method of 
time measurement on Admiralty Is- 
land. Accordingly, he salvaged parts 
from a shipwreck, fashioned an 
alarm-clock, used it until he was re- 
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qealled to the States and then 
passed it along to a remaining 
buddy, Judd Wilson. 

Several weeks ago Wilson, also 
returned from the Pacific, strode 
into Berkbeigler’s shop, slapped 
down a package and said “Here’s 
your clock, Berk. I won’t need it 
any more. I know what time it is 
— it’s peace-time.” 

Berkbeigler intends keeping the 
clock as a _ souvenir of sorrier 
“times.” 


© © 


HE cities’ sewage systems have 

been the recipient of many a 
valuable item, most of them being 
accidently deposited there by their 
owners. However, there was recent- 
ly the case of a woman who consigned 
a $625 diamond ring to the perdition 
of the sewer following a series of 
spats with her husband, who, inci- 
dentally, she was divorcing at the 
moment the story came out. 


Seems hubby gave her the ring as 
a gift, but took it back the next day 
to give it to the “other woman.” 
About six weeks later hubby returned 
the ring to her saying that she was 
the one who really deserved to wear 
it. She evidently didn’t believe him 
and during the course of the ensuing 
argument, she flushed it down the 
“you know where,” lest hubby change 
his mind again. 

The Court, believing she suffered 
enough, awarded her $17.50 a week 
temporary allowance. At that rate 
it'll take her a little more than 35 
weeks to make up the value of the 
ring she so neatly disposed of. 


JEWELRY 
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TRADE 


E’VE always known that the 
ranks of those who fool with 
fuzees contained some pretty emi- 
nent persons, but until an alert cor- 
respondent tipped us off we hadn’t 
realized that there were any watch- 
maker rulers. There’s one, though— 
he’s the chief of the Bechuana tribe 
of Bathlaros (the People of the Wild 
Olives). And since we’ve had to go 
to no end of trouble to find out (a) 
where the deuce Bathlaros is, and 
(b) why the Wild Olive people chose 
a watchmaker to lead them through 
these stormy times, we might as 
well pass the story along: 
(a) Bathlaros is in South Africa. 
(b) Forty-eight years ago the 
Bechuana tribe revolted, as a protest 
against the annexation of their land 
by the whites, and their chief was 
killed in the ensuing battle. The 





Wild Olives boys took to the hills, 
apparently, and remained scattered 
until recently. Then they heard 
about the Atom Bomb and all that, 
and decided that perhaps it might 
be the lesser of two evils to make up 
with the white man. Overtures were 
made and the British Secretary for 
National Affairs was so delighted 
that he promised to dig up a ruler 
for them. He scouted around, seek- 


- ing descendants of the chieftan 


killed in the big battle, and finally 
located our hero, Robanyane Tote, 
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"“$O THAT'S WHERE YOU KEEP THOSE WONDERFUL 
PARKER ‘'Si'S” WHEN YOU HAVE THEM!” 





THE PARKER PEN COMPANY 


JANESVILLE, WISCONSIN 
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andson of the chief, working as 
a watchmaker in Vryburg. Robany- 
ane, by no means loath to toss in a 
bit of ruling between watch-repair 
jobs, was installed at a colorful cere- 
mony on the edge of the Kalahari 
desert, near Kuruman. 


® 
CCORDING to a recent report 
from the British National 


Jewelers Association, women’s fin- 
gers have become smaller during the 
past six years, probably due to the 
large numbers of women employed 
in war jobs where the feminine finger 
dexterity was needed in fine assem- 
bling work. This work has evidently 
streamlined the female digits so that 
as a result, jewelers are planning to 
concentrate on a reduced size of 
standard wedding rings. 


© © 


HE glamor capital has had a 

disillusioning effect on at least 
one Hollywood jeweler. Proof came 
recently when an actress, about to be 
married for the second time, stopped 
in at a local store to look at wedding 
bands. One was a particularly thin 
band and the actress remarked that 
it looked too fragile to last very long. 
You can see how far the jeweler in 
question had gone on the road to 
cynicism by his reply. “Lady,” said 
he, “for the sort of marriages out 
here, a lot of people should simply 
use a smoke ring.” 


VERYONE has heard of the 

“Three Men on a Horse” and 
“One Hundred Men and a Girl” 
flickers which were popular a few 
years back. So Oscar Levitch, Spo- 
kane, Wash., jeweler, decided to take 
the titles, fool around with them, and 
see what he could do in the way of 
promotion for his watch repair de- 
partment. He came, up with “Three 
Men and a Girl—On a Watch.” 

There are three men in Levitch’s 
repair department and, _ strictly 
speaking, they do all the “dirty 
work’’—cleaning, adjusting, repair- 
ing and whatnot. The girl, definitely 
in the Hollywood tradition, provides 
“glamor value” and sticks to such 
chores as cleaning crystals, putting 
on new wristbands and, presumably, 
mopping the hair out of the watch- 
makers’ eyes on hot days. 

The public, never allergic to 
glamor, seems to approve of the 
mixed watch-repairing quartette. So 
maybe the watch repair job isn’t any 
better than if a mere three men did 
the work. Please the public and the 
job’s half done! 


© © 


66 INIS” has been written to the 
mystery of the diamond ring 
found in the bottom of a case of 
Pepsi-Cola bottles, and Emilia 
Roussel of Toronto, Canada, has the 
item back where it belongs—on the 
third finger of her left hand. 


When the ring was discovered by 





"| lost him when he found she had a chest of sterling" 
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Therese Brosseau, a Pepsi-Cola em- 
ployee, the newspapers picked up 
the story and 1000 claimants im- 
mediately appeared. One lady in 
Amhurst, Nova Scotia, admitted she 
was at a loss to explain how her 
ring could have travelled so far, but 
felt that her “woman’s intuition” 
was right and that it was her ring. 
It wasn’t—the inscription inside the 
band tripped up 999 claimants and 
established Miss Roussel as the le- 
gitimate owner. 

At a ceremony at Canada’s Pepsi- 
Cola, Ltd., Miss Roussel had the 
ring replaced on her finger by her 
fiance, Leonard Lecouteur. When 
asked how she managed to lose the 
ring in such a curious fashion, she 
explained that she usually kept her 
watch and ring in her purse when 
working, and that it must have fallen 
into an empty case when she checked 
on the time. 

Canadian Coca-Cola will have to 
find a diamond necklace, at least, to 
top this tale. 


© © 


gentleman whose son had re- 
cently been awarded the Dis- 
tinguished Flying Cross, decided 
that it would be nice to have all 
pertinent data engraved on the back 
of the decoration. And, of course, 
nothing would do but to have the 
work done at one of New York’s 
ritziest jewel-oriums. 
He had a bit of trouble, though. 
When he met the frock-coated, 
ascot-wearing functionary who pre- 
sided at the engraving department, 
he was immediately asked a stopper: 
“Tell me, sir,” said the awesome 
clerk, “Was the article purchased 
here?” 
Last reports had the poor man 
seeking a barber-shop engraver. 


© © 
EMININE psychology is a 


wonderful thing, and a jeweler in 
Toronto, Canada, knew just how to 
use it in dispatching his pre-Christ- 
mas advertising folders. 

The folders, sent to major busi- 
ness offices in downtown Toronto, 
were addressed “To the Prettiest 
Girl in the Office.” 

Yep—they received a_ terrific 
amount of attention from the gals. 
Why not? Since when has any 
woman conceded that she’s out of 
the running? 
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With today’s pent-up demand breaking 
all silver sales records, it’s easy to say, 
“T’ll feature just any silverplate.’’ But 
let’s look ahead. See what the oneand only 
1847 Rogers Bros. can do in years to come. 


Look at promotion. In advertising vol- 
ume, 1847 Rogers Bros. tops the field! 
And there’ll be even bigger schedules. 
New merchandising ideas, too, to tell 
your town you’re headquarters for 
‘‘America’s finest.” ‘ 











Look at patterns. For nearly a century, 
1847 Rogers Bros. has been a leader in 
BEAUTY and QUALITY! No other silver- 
plate offers such skillful artistry, such 
height and depth of ornament. And this 
leadership will go on! 


Look at sales. Before the war, 1847 Rogers 
Bros. was the largest and fastest selling 
line of quality silverplate in the country 
...arecord we intend shall go just one way 
...UP! So when you feature beautiful 
1847 Rogers Bros. now, we believe you’re 
laying the foundation for a SOLID, DE- 
PENDABLE PROFIT FUTURE. And isn’t 
that what you want? 


ELL ROL AP LILY LOL NB OE 





Bees SPR a ee: 


1847 ROGERS BROS. 
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International Silver Co., Meriden, Conn. 
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Fred Dreifus, chairman of the board of NACJ, 
advocates cooperation between all branches 
of the jewelry industry to solve the complex 
problems to be faced by trade in years ahead. 


EARLY everyone in the jewelry trade no doubt 

will agree that in the months and years immedi- 
ately ahead, the industry will have to face unusual situa- 
tions, solve complex problems and make far-reaching de- 
cisions. To get desirable results, there must be team- 
work. 

Whenever teamwork is proposed, it should be kept 
in mind that it must be had without depriving anyone 
or any element of the jewelry trade of rights and free- 
dom of action. In other words, real teamwork can be had 
only when every person and every element of the jewelry 
industry are ready and willing to respect the rights 
and independence of others. 

Mutual respect for and strict observance of the rights 
of others comprise the very foundation of cooperation. 
That thought predominated when more than two years 
ago I proposed what became known as the “Dreifus 
Plan” to bring about teamwork, first among retailers, 
and, second, among all branches of the jewelry industry. 

Since no other practical proposal has been made for 
establishment of retailers’ unity and tradewide under- 
standing, this plan continues to be the only ready plat- 
form that can serve as a beginning for genuine coopera- 
tion. Teamwork among individual retailers and be- 
tween the two national associations of retail jewelers 
would be followed logically by coordination of the whole 
industry’s efforts aimed at the same objectives. 

The so-called “Dreifus Plan’ is not complicated. It 
involves no entangling alliances and leaves individual 
retailers with their rights and independence unimpaired. 
It provides that— 

—the American National Retail Jewelers Associa- 

tions and the National Association of Credit Jewel- 

ers shall form a Council of Retail Jewelers, each 
association naming five members of the council and 

_ these ten members to select an independent chair- 
man; that the council shall be a permanent policy- 
making group, ready at all times to deal with mat- 
ters of national scope, such as excise taxes, national 
legislation, trade shows, trade-practice rules, etc.; 
that the two national associations shall continue as 
they are—the ANRJA serving the trade in its way 
and the NACJ continuing to look after the interests 
of the instalment jewelry business. 
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FRED DREIFUS 


Recent developments within the trade, as well as 
views and opinions expressed by the recognized leaders 
of the industry, especially by leaders of thought in re- 
tailing, have indicated willingness on the part of at least 
some to subscribe to the broad principles upon which 
trade unity must be based. These tendencies, however 
slight, in the direction of mutual trust and sincere coop- 
eration should be encouraged and nursed into better un- 
derstanding, the key to bigger and better jewelry busi- 
ness. 

When I became a president of the National Associa- 
tion of Credit Jewelers a year ago, I pledged my indi- 
vidual and the NACJ’s efforts to furthering every con- 
structive movement designed to help the jewelry indus- 
try. It is a real satisfaction to be able to say that the 
pledge has been fulfilled. 

The industry’s best interests can be safeguarded and 
promoted only when there is unquestioned loyalty to 
the causes which the whole trade espouses. Undivided 
loyalty to a movement cannot be had when there is dis- 
unity, either among retailers or among the various 
branches of the trade. That is why there must be team- 
work in coping with whatever may be in store for the 
jewelry business. 

The future attitude of the NACJ toward tradewide 
issues may be determined from the positions the NACJ 
has taken heretofore on questions that have concerned 
the whole jewelry industry. For example, when the Gov- 
ernment and also the exhibitors at jewelry trade shows 
went on record for “no trade shows for the duration,” 
the NACJ accepted the arrangement without protest 
and subsequently lived up to the agreement to the letter. 

With the “Dreifus Plan” as its platform for unity 
among retailers and with its past record of cooperation 
when circumstances made cooperation possible, there is 
good reason for saying that whenever and wherever the 
good of the whole jewelry industry calls for conscien- 
tious teamwork, even though sacrifices have to be made, 
the NACJ and its members can be depended upon. 

The NACJ is willing to accept as an industry-wide 
slogan, “There must be teamwork,” and renews its pledge 
to do its full share to bring better understanding to the 
jewelry industry. 
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Large turnout pays close attention to details of the Jewelry Industry 
Publicity Board's post-war sales and promotion campaign. Unanimous 
support and a host of pledges resulted from first outline of plan, 


Industry Promotion Program 
Wins Enthusiastic Approval 


Mass meeting at Waldorf Astoria on January 19th unanimously 
indorses proposed plan of Publicity Board. Eleven hundred 
pledges totalling over $200,000 have already been made. 


LANS for the proposed intensive promotional drive 
which is being developed by the Jewelry Industry 
Publicity Board to stimulate and maintain sales of jewel- PROJECTION OF JEWELRY Siles 
ers’ merchandise in the post-war era, are rapidly taking (PERSONAL ¢ WOUSEHOLD 
shape, and progressing with equal rapidity to the stage 
of being put into actual execution. 

At a mass meeting of leaders of the industry held at 2 
the Waldorf-Astoria Hotel in New York City, on Janu- oo 
ary 19, in two sessions—one in the morning and one in —— 
afternoon—the program was placed before the trade in 
detail and met with enthusiastic approval. 

That the approval is not merely a matter of polite 
nothings but is sincere and means business, is attested 
by the fact that at the close of the meeting, Chairman 
W. Waters Schwab of the Publicity Board, was able to 





Sal tential for jewelers will be high according 1 
announce that as a result of the pledges turned in to- nile of yee W. Darr, Institute of Public Relations 


gether with those received from a single mailing of one chief. But the industry will have to act to benefit 
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announcement to the trade, more than 1100 subscriptions 
had been received, each pledging the signer’s firm to con- 
tribute to the work of the board one-tenth of one per 
cent of that firm’s annual gross sales. 

The monetary total represented by these 1100 pledges 
is considerably above $200,000 or practically half way 
to the minimum quota that has been set by the Board 
as essential to enable it to embark upon the contemplated 
program. The subscription list includes representative 
retailers, manufacturers, wholesalers and importers; and 
jewelers from every state of the Union are represented 
in the subscription list. 


NO PLEDGES BINDING UNTIL MINIMUM REACHED 


The drive for funds is just beginning and it has been 
emphasized by the executives of the Board that no 
pledges will become binding nor will any subscribers be 
called upon for other cheeks until a minimum of $500,- 
000 has been pledged to underwrite the first year’s pro- 
gram. The true goal, however, is $1,000,000 per year 
for a minimum of three years and all subscriptions are 
on an annual basis for a three-year period. 

The presentation of the program to the industry was 
participated in not only by Mr. Schwab but by officers 
of the Institute of Public Relations, under whose guid- 
ance was conducted the survey upon which the recom- 
mendations were based, and who have been engaged 
as the industry’s public relations counsel. 

At the morning session, John W. Darr, president of 
the Institute, after a brief introduction by Chairman 
Schwab, quickly explained the background of the indus- 
try’s program and the thinking and research that had 
entered into it. He was followed by his executive assis- 
tant, William P. Reed, who, with the aid of colored slides, 
graphically explained in rapid-fire arder the research 
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findings of the Institute of Public Relations with par- 
ticular reference to the attitude of the public toward 
jewelers and jewelers’ merchandise. (Details of this 
study were presented in JC-K for November 1945 on 
pages 214A, B, C and D.) 

In the afternoon, Mr. Darr returned to the speaker’s 
stand and with the aid of a dramatic and colorful easel 
presentation showed the meeting specific examples of the 
types of advertising, merchandising, sales promotion, 
public relations and research that the industry will need 
m order to maintain retail sales volume at high levels. 

After stressing the fact that these illustrations were 
offered only as “types of help” and not as the final and 
conclusive program, Mr. Darr stated that all of the In- 
stitute’s recommendations could definitely be regarded 
as fitting the following statement of objectives: 

“To interpret the public to the industry, and the 
industry to the public, so that each may understand and 
appreciate the other. 

“To assist existing industry organizations in activities 

(Please turn to page 218) 





Above — Facts obtained in sur- 
veys of public and trade attitudes 
toward jewelry merchandising, 
are presented by William P. 
Reed, public relations expert. 


Left—G. H. Niemeyer, Vigilance 
Committee chairman, urges all 
branches of industry to send in 
pledges. In background, W. 
Waters Schwab, chairman of 
Jewelry Industry Publicity Board. 
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Right: Stairway leading to 
gift mezzanine is thickly 
carpeted and steps are wide 
for easy ascent. White en- 
ameled railing is simple yet 
effective, curves upward to 
form front for the balcony. 


by PAULINE CORLEY 


The “bride's corner" shown 
here, displays china and 
glassware in a variety of 
patterns in sectionalized 
wall cases. The table in 
the center is used to show 
various suggested settings. 
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This “Bride Conscious’? Store 
Attracts the Grooms As Well 


Maynard-Page’s newly-altered Miami store combines tasteful 
display with careful record-keeping which insures future 


anniversary gifts being in harmony with wedding presents. 


RIDES, their pre-nuptial showers, their wedding 

gifts and the embellishment of their newly-estab- 
lished homes may not exactly provide the foundation 
upon which a successful jewelry firm is based—but they 
certainly do help. 

Eugene Mumpower, president of Maynard-Page, Inc., 
Miami, Florida, had this truth clearly in mind in plan- 
ning the alterations to the firm’s handsome Flagler Street 
store, and the recently completed Mezzanine Gift Shop 
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makes ample provision for the “Bride’s Corner.” All 
during the war years Maynard-Page has operated a 
gift shop under a considerable handicap. They occupy 
a corner store in an arcade building, and the gift shop 
was located in a second store immediately back of the 
main store, but without a connecting doorway, opening 
instead directly into the arcade. 

Mr. Mumpower has long envisaged how the store 
would look when conditions permitted the tearing down 
of partitions and rearrangement of existing space. He 
did not rest content with a vision of the future, how- 
ever, but kept a close watch in the markets for neces- 
sary material which could be purchased and stored 
against the day. The recently installed steel vault, for 


' instance, has been in storage for more than two years. 


A paramount objective in the entire alteration plan 
was the consolidation of all service departments, which 
were temporarily located in odd corners all over the 
place. Now that the remodeling is complete, ample space 
in the back of the store behind a neat grilled partition 
is occupied by the repair department, stock room, cash- 
ier, shipping department, general offices and the afore- 
said vault, an adjunct which the store lacked before. 
The mezzanine, which is reached by a graceful curved 
stairway, was built to accomodate the gift shop. 

This baleony extends across the full width of the 
store, which is 21 feet, and 43 feet deep, giving 903 
square feet of floor space added to the resources of 
the store. Of this amount, an ample share has been 
apportioned to the “Bride’s Center.” Mr. Mumpower 
and Mrs. Estelle Vanderslice. buyer for the gift shop, 
feel that a mezzanine is the ideal location for this fea- 
ture, providing, as it does, privacy for those who may 
be self-conscious. It provides, as well, comfortable sur- 

(Please turn to page 220) 


Main section of the Maynard-Page store looking to- 
ward entrance from balcony. Wall cases containing 
giftwares, will display hollowware when available. 
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Look to Your Store 
Through the Customers’ Eyes 








HERE seems little reason to hope that the foibles 


of the feminine mind will ever become fully com-. 


prehensible to the average man. As father, husband, 
brother or boy friend, he may fret and fume over “her” 
strange desires and decisions . . . occasionally to some 
purpose . . . but the jeweler has another woman in his 
life—his customer—whose wishes he must satisfy with- 
out a murmur of protest. On her reaction to his merchan- 
dise, his advertising, his display windows, his store it- 
self, depends a very large proportion of his business. 
He must not, only accept her whims and fancies without 
question, but he must, when humanly possible, anticipate 
them ! 
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These heart-shaped placques, padded and covered with 
fabric, make a simple window display on the romance 
theme. Easy to construct, it is equally effective 
for birthday and engagement or wedding suggestions. 


Just how does a woman look at the jewelry store and 
jewelry merchandise? And more important, how does 
her attitude differ from that of the jeweler himself? 
Just how must he adjust his thinking about his store 
and his merchandise in order to approximate hers? 

In the first place, her attitude is apt to be consider- 
ably mere romantic than his! Lockets and bracelets 
may be stock to dispose of to the jeweler, but as gifts 
from husband or sweetheart, they spell Romance with 
a capital “R” to his feminine customers! For this 
reason, every romantic occasion in the calendar should 
be played to the hilt in advertising and display. As 4 
token of affection, jewelry has an edge on everything 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















Fashion is a necessary consideration when thinking 
of your feminine customers. One way of associating 
jewelry with fashion is by mounting gay little cut- 
out figures on hinged glass panels. Jewelry pieces 
can be attached to the glass with cellophane jape. 


else in the world! There’s no hard and fast rule that 
you've got to stick to the calendar either, in promoting 
jewelry as a token of affection. Romance does not 
depend on the seasons and as a year-’round proposi- 
tion, offers a prevailing source of good display ideas. 

Such merchandising should not only be directed toward 
the men who make the purchases, for don’t forget the 
power of a tactfully dropped hint from the little woman 
about what she would like in the way of remembrance! 

A simple display on the “romance” idea suggested 
here is comprised of heart-shaped placques which are 
padded and covered with fabric. An effective and easy- 
to-construct window setting for birthday suggestions 
for loved ones or equally effective for a showing of 
engagement rings and wedding bands. 

Three hearts are suspended at a slight angle from the 
window ceiling by fine thread or wire. The other hearts 
have easel backs. Heavy white crochet thread is laced 
back and forth through tiny, regularly spaced, slots in 
a curved floor pad and a corresponding curved panel 
at the top of the window. Another floor pad covered 
in white fabric is placed in front of the slotted one and 
gives space for additional jewelry. Various color schemes 
can be employed to fit the occasion. 

Second to its romantic implications when a gift, and 





first if she is buying jewelry for herself, is the fact that 
jewelry is something to wear—and therefore must be 
in fashion. It is on this angle, it seems to me, that 
more jewelers miss the boat than on any other selling 
feature of their merchandise. True, fashion changes 
cannot be as frequent when the article is made of plati- 
num or gold and precious stones, but the fashion ele- 
ment is there and it should be in evidence in every 
(Please turn to page 225) 


To the average jeweler, the merchandise he sells is just 


his stock in trade, but to his customers, especially the 


women, jewelry as a gift or remembrance, spells romance 


by VIRGINIA DIXON 


A simple but effective display 
unit which can be used to show 
@ variety of jewelry pieces is 
constructed of Masonite cut to 
shape and covered with fabric. 


FOR FEBRUARY, 1946 





oa 
- — 

g ws ned 
tated aiden “ 


173 


i i RE cn) a Ltda Ac anand ible 





Applianee Selling 


This is the way Raskin's store 
looked before interior remodel. 
ing. Fixtures, lighting, floor 
and walls were revamped to 
get attractive results shown, 


Needs Separate Department 


Two more incongruous lines than diamonds and toasters would be 
hard to find; and each is a full-time job in itself. To make a 


suceess of either one calls for merchandising each separately 


N the well-founded theory that electric appliances 
in a jewelry store need a separate department 
for best results, Raskin’s Credit Jewelers, at the cor- 
ner of Robinson and Grand, Oklahoma City, will open 


their new appliance department in a new downstairs. 


store that has been especially laid out and decorated 
for the purpose. 

Four thousand square feet will be devoted to appli- 
ances such as sweepers, toasters, urns, percolators, 
irons, clocks and roasters. The new department is 
reached by a wide stairway from the main floor. 

The new downstairs store will also be the selling head- 
quarters and display section for china, crystal, silver, 
radios and other merchandise suitable for use in fine 
homes. 

Fixtures will match the blonde wood trim of Philip- 
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pine mahogany and mirrors will be used to add life 
and sparkle as they have been used upstairs. 

“Store policy will prohibit the display of merchandise 
side-by-side that presents an incongruous situation,” 
H. A. Raskin, owner, said. “Display of a fine toaster, 
for example, in conjunction with diamonds and watch- 
es, distracts the customer’s mind from the diamonds. We 
will try to avoid such clashes by departmentalizing as 
much as possible. . 

“Customers that go downstairs to shop will find that 
the merchandise blends well together and generates 
thoughts of associated goods. A new radio suggests an 
ornament to go on top of it. A fine electric percolator 
is not too far away from thinking of silver dinner ware, 
chinaware, serving trays, etc. That’s the general idea,” 
Mr. Raskin said. 
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At the same time the exterior of Raskin’s is to have 


a complete face lifting operation. Their store, now 
yisible from four corners, will be even more conspicuous. 
Windows were recently modernized and a glass front 
installed but now, a 6-foot marquee will be completely 
removed. 

A new sixty-foot by five-foot neon sign will be in- 








stalled flush against the building on the Grand Street 
side. A similar sign thirty feet long will be placed on 
the Robinson Street side and a small one fifteen feet 
long will adorn the back of the store. 

Interior remodeling of the first floor has been com- 
pleted -for some time and has proved its worth in a 
substantial increase in volume. 

Six salesmen and one saleswoman in! addition to the 
store manager, H. M. Robinson, preside over the sales 
floor. Here there is as much departmentalization as 
possible. 

“By following the department idea and _ allotting 
merchandise to its own cases and sections, makes it 
possible to use a larger number of clerks and to handle 
a larger number of customers in a smaller space,” Mr. 
Robinson said. 

“We have tried to lay it out so that salesmen can 
be serving their customers in various parts of the store 
without interfering with others,” he continued. 
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“As each department has grown we have given it 
more space,” he stated. “We started out with one small 
selection of costume. jewelry and we now have three 
display cases showing a high-priced and high-grade line 
which is the result of specialization in the selling of 
this kind of merchandise. Costume jewelry volume has 

(Please turn to page 226) 





Here is the enlarged and remod- 
eled Raskin store. Fixtures are 
Philippine mahogany. Filtered 
fluorescent lighting bathes the 
store ina warm, friendly glow; lib- 
eral use of mirrors in the sidewall 
display niches and around center 
column add to the spacious feeling 


by L. H. HOUCK 


H. A. Raskin, behind the counter, and H. M. 
Robinson, left, discuss a watch purchase with 
a pair of smiling, prospective customers. 
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Gustave Van Erp, director 
of the Kansas City school 
which specializes in the 
training of veterans and 


incapacitated _ civilians. 


A section of the school’s watchmaking 
class devoted exclusively to training 
both able-bodied and handicapped vets. 


From Disabled Veteran 
To Skilled Craftsman 





During the war the Kansas City School of Watehmaking trained 
over one hundred disabled persons under State rehabilitation 


plans; now the accent switches to training GI’s for a career. 





HE national obligation to aid discharged veterans 
in fitting themselves for a niche in the civilian 
economy (particularly in the case of physically handi- 
capped veterans) is a real problem confronting the na- 
tion. Another problem is the need for trained and skilled 
craftsmen in various technical industries. A progres- 
sive school which combines these problems to their 
mutual solution is more than a school—it is an institu- 
tion in the national interest. 

Just such an institution, successfully combining these 
two problems, is the Kansas City School of Watchmak- 
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ing, in Kansas City, Mo. Since 1943 the school has been 
training ex-servicemen, as well as others, in the fields 
of watch and clock repairing, engraving, and general 
jewelry repair. During the last years of the war enroll- 
ment was at a peak, indicating that more and more 
persons were anxious to enter the exacting but profit- 
able craft. Now,-with the war over, applications for 
entrance have reached an even higher mark and larger 
quarters will soon be erected to house the additional 
students. 

Working in cooperation with the Veterans Adminis- 
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Both men and women, of all ages, 
study watchmaking, engraving and 
jewelry repair in distinct courses. 
A watchmaking class, shown here, 
works with engraving exercises 
remaining on the class blackboard. 


tration, the school has 40 ex-servicemen enrolled at the 
present time. Although many of these men are physi- 
cally handicapped, they are able to pursue their studies 
with the same ease as their more fortunate colleagues. 
Essentially sedentary professions, watchmaking, engrav- 
ing and jewelry repair offer golden opportunities to 
men who were, before the war, interested in careers 
which required mobility and physical prowess. The 
field opened up by the school is an answer to their pray- 
ers. 

In September, 1943, the Kansas City school enrolled 
the first World War II veteran, and since that time 
three men have received diplomas and three more have 
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applied for the final, comprehensive examinations. While 
this may appear to be a small number of graduates for 
so extensive a period, it must be borne in mind that the 
courses run in sequence and require a considerable 
amount of time to complete satisfactorily, since nothing 
less than perfection will be considered for graduation. 
Standards of workmanship in the watch and jewelry 
repair industry are extraordinarily high and the school 
has placed its standards even higher. 

Veterans, who enroll through the Veterans Adminis- 
tration or as a result of advertising and circularization, 


normally take all three of the courses offered, thereby 
(Please turn to page 228) 


A total of 1400 hours of 
training in watchmaking, 
in surroundings such as 
these, turns out capable, 
highly-skilled craftsmen. 
School standards are high 
and instructors will accept 
only perfect workmanship. 
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Network Programs 
For Local Sponsors 









Raymond Swing, well-known commentator, is 
heard on ABC on a co-operative basis, Mon- 
day through Friday, 7:15 to 7:30 p.m., EST. 





Lt. Gen. Doolittle was interviewed 
recently by Taylor Grant on Ameri- 
can Broadcasting Company's co-op- 
erative program "Headline Edition." 







A humorous scene from "Pri- 
vate Lives of Ethel and Albert,” 
a comedy series of married life. 








HE retail jeweler who long ago discovered that the Swing and Constance Bennett are made available to 
radio spot announcement is a good selling medium the local advertiser on a co-operative basis. 
for his wares is just beginning to realize the possibilities The co-operative program set-up works in this way: 
of a comparatively new development in the radio pic- a national network broadcasts a program on the entire 
ture—the network co-operative program. network, with each program planned so that stations 
It is only in recent years that the retailer has begun with local sponsors can “drop the network” on cue for 
to take advantage of a device which enables him to their local commercials, and then “pick up the network,” 
sponsor a live program of network calibre on his local again on cue, for the program. For example, the Ameri- 
station and pay only a pro-rated share of the talent can Broadcasting Company offers on this basis 11 pro- 
cost. Such distinguished personalities as Raymond grams, one of which is “John B. Kennedy.” The pro- 
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Humor and homespun philosophy are 
offered in an ABC co-op program 
featuring the well known Cal Tinney. 


gram begins with an announcement on the entire net- 
work of the name of the program, after which the sta- 
tions with sponsors “drop the network” for their local 
commercials. A commercial for a jewelry store may 
be heard on one station, for a department store on 
another, etc. At the end of a specified period of time, 
all stations “pick up the network” for the program. 
Time is allowed again at the middle and at the end of 
the program for local. commercials. 

For the retail jeweler who has used newspaper ad- 
vertising and radio spot announcements but has never 
sponsored a program there are many advantages to con- 
sider in the co-operative program. To begin with, he 
identifies himself with a show that has national pres- 
tige. The live program featuring big-time talent, ordi- 
narily beyond his reach because of the high cost and 
because most such talent is in New York or Hollywood, 
becomes “his show” in his local marketing area when 
he sponsors it on a co-operative basis. 

Again, comparing the sponsoring of a program with 
the use of spot announcements, the commercials on a 
co-operative show are a part of the show, offered in 
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From the movie lot to the microphone is 
Constance Bennett, in costume from her 
latest picture, shown broadcasting from 
her dressing room on 20th-Century lot. 


Co-operative programs offer jewelers the opportanity 
to tie in their local radio advertising with many 
outstanding personalities featured on national networks. 


by JUDITH CORTADA 
American Broadcasting Co. 


conjunction with a program of proven entertainment 
value. But the retail jeweler can use the local spot 
announcement to supplement his advertising on the 
network co-operative program, just as the radio pro- 
gram is used to supplement the newspaper advertise- 
ment. 

Another aspect of the co-operative program that 
should be of particular interest to jewelers is the fact 
that the total of two-and-one-half to three minutes al- 
lotted to the three commercials on each 15-minute “co- 
op” allows the delivery of from 400 to 500 words. Many 
of the jeweler’s wares have qualities which the commer- 
cial artist cannot portray in his sketch for a newspaper 
advertisement. Very frequently there is little difference 
in appearance between a $50 and a $150 watch. And 
the factors that account for the difference in price— 
workmanship, materials, etce.—require more words to 

(Please turn to page 229) 
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Don’t Fear the Cigar Store, 


Jewelers Hold Their Own 


Survey of watch owners and would-be purchasers discloses 
that a high percentage of the public prefers to purchase 
its timepieces from established, reputable jewelry retailers 


HERE’S no place like a jewelry store when it 
comes to buying watches. People have felt that way 
in the past, and there is no indication that they are 
changing their habits now. On the contrary, according to 
a survey of readers of the American Magazine, a monthly 
publication aimed at average persons, 79 per cent of 
the people in this country intend to buy their watches 
from independent or chain jewelry stores, and only 21 
per cent anticipate purchasing through other channels. 
Obviously, any survey of American buying trends 
and habits leaves itself wide-open to the charge of in- 
completeness, since only a selected portion of the public 
is questioned. However, the watch survey conducted by 
the American was directed at 2,000 average readers and 
1330 responded. The questionnaire itself, a four-page 
document, leaned over in an attempt to be fair, and 
avoided prompting answers and otherwise “stacked” re- 
sults. The conclusions are, in many cases, of great in- 
terest to the retail jeweler. 


WHERE PEOPLE BOUGHT THEIR WATCHES 


Of the watches now in the hands of the public, the 
survey discloses that 77 per cent were bought in inde- 
pendent jewelry stores, four per cent in chain jewelry 
stores, six per cent in department stores and five per cent 
from private individuals. Five per cent of those answer- 
ing couldn’t remember where they got their atches. Thus, 
81 per cent of the watches owned had been bought 
through retail jewelry channels, and only 19 per cent 
from other sources. 

Quizzed on the subject of future watch purchases, the 
readers disclosed that 75 per cent would purchase from 
independent jewelry retailers, four per cent would pa- 
tronize chain jewelry stores, three per cent would buy 
from department stores and two per cent from other 
sources. Sixteen per cent of those questioned hadn’t 
really thought much about where they’d buy. 

Thus, 79 per cent of the people responding indicated 
a preference for jewelers, merely a two per cent drop 
from the original source of the majority of currently- 
owned timepieces. Significantly, the number of those 
intending to purchase watches from department stores 
dropped to half the number originally buying there. In 
each case, of course, the “don’t knows” were numerous, 
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but never sufficiently so to affect jewelers’ sales ad- 
versely. 


PREFERENCES OF WATCH FEATURES 


Perhaps the most valuable aspect of the survey, 
apart from the heartening fact that jewelers will con- 
tinue to get the major portion of watch sales, is the 
preferences in new watches voiced by American readers, 
Features desired, in the order of importance, and makes, 
types and prices, were all considered by those respond- 
ing to the questionnaire, Such facts may well aid jewel- 
ers in selecting future stocks. 

Accuracy, dependability and reliability were the three 
related factors which readers demanded first in a watch, 
accounting for 43 per cent of all preferences. Other ad- 
vantages sought were style, beauty and design (19 per 
cent of those questioned listing these as of first impor- 
tance), and legibility of dial and waterproof features 
(12-per cent of the readers specified these attributes as 
first choice). All other requisites for a new watch were 
of negligible importance, being considered by no more 
than 10 per cent of the persons answering. They in- 
cluded size (10 per cent); shockproof and luminous 
dial (nine per cent each); sweep-second hand and un- 
breakable crystal (five per cent each) ; self-winding and 
dust-proof (four per cent each); good band, second 
hand and lightweight (three per cent each); curved 
and non-magnetic (two per cent each), and stainless 
steel case (one per cent). Other assorted features 
amounted to five per cent of the total. 


DIFFERENCE BETWEEN GIFT AND SELF-PURCHASE 


The survey revealed that there is a marked difference 
in watch buying plans of readers, depending upon 
whether watches are for personal use or as a gift. A 
greater percentage of people was undecided in the case 
of gift purchases, naturally, and American makes ap- 
peared to be more popular in either case. 

The American-vs.-Swiss watch angle was not clearly 
defined by the survey results since those answering the 
questionnaire were permitted to name more than one 
make and frequently the same person would name one 

(Please turn to page 284) 
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ongines presents 


The VWorld’s Most Honored FLIGHTS 


a series of 13 half-hour radio dramas with 


CAPT. EDDIE RICKENBACKER 


Des. 3, 1946, will bring to 150 
radio stations in the United States 
and Canada the first in a series of 13 
half-hour radio dramas entitled “The 
World’s Most Honored Flights” with 
Captain Eddie Rickenbacker as host 
and narrator. 


Built to a large extent around Cap- 
tain Rickenbacker’s own vivid and 
intimate background with pilots and 
planes since the early days of human 
flight, this series dramatizes the suc- 
cess and failure, the comedy and 
tragedy, that forms the human pat- 
tern of Man’s conquest of Time and 
Space. 


The programs were written by 
Colonel Hans C. Adamson, life-long 
friend of Captain Eddie and one of 
his companions on the near-fatal Pa- 
cific Mission that came to a mid- 
ocean ending on rafts. The Presenta- 
tions are directed by Lester Vail, Pro- 
ducer of the “March of Time.” 


“I accepted Longines invitation to 
take part in these broadcasts,” said 
Captain Rickenbacker, “because I 
believe that they have a definite and 
essential value as educational enter- 
tainment of great interest to all air- 
minded Americans.” 


The series does not supersede “The 
World’s Most Honored Music” pro- 
grams featuring The Longines Sym- 
phonette conducted by Mishel Pias- 
tro. This series represents another 
addition to Longines-Wittnauer’s 
comprehensive advertising program 
which includes all media. 


LONGINES-WITTNAUER WATCH CoO., INC. 
580 Fifth Avenue 
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New York 19, N.Y. 


as Host and Narrator 





Capt. Eddie Rickenbacker 


This program series is the first in which the 
famous World War I Ace of Aces, and now 
President of Eastern Air Lines, has ever par- 
ticipated. Longines takes pleasure in announc- 
ing that the fees that Captain Rickenbacker 
would ordinarily receive for taking part in 
these 13 radio plays are being contributed by 
Longines, at the request of Captain Ricken- 
backer, to the Army Air Forces Aid Society to 
help AAF widows and orphans as well as dis- 
abled Air Force Personnel. 


OPERATION 1 
DOWN TO THE SEA IN RAFTS 


Part One of Captain Rickenbacker’s 
own Pacific Mission depicting how 
men, flying high above a vast and 
empty sea, react to the knowledge 
that they’ve flown “off the map.” 


OPERATION 2 


Reveals how Captain Eddie and his 
companions served as guinea pigs in 
a gruelling test of man’s ability to 
survive through faith. It is part two 
of Pacific Mission. 


OPERATION 3 


The cradle days of aviation when 
there was so little faith in human 
flight that Professor Langley and the 
Wright Brothers floundered against 
the headwinds of public disbelief in 
aviation. 

The subject mattet for the first three programs 


sketches the drama and achievement revealed in 
this series of true-to-life stories of Aviation, 





Colonel Hans C. Adamson (right), Author of this series, and Lester Vail, Producer, 
photographed in the control room during the production of one of ““The World’s 
Most Honored Flights” radio dramas. Months of preparation and infinite pains 
assure the utmost authenticity in every detail of writing, direction and production. 
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Seeing is Biggest Thing in Selling 


Your customers will all be *“*‘from Missouri’? from now on 


and will have te be shown; only super-salesmanship will 


solve the problem of the “Little Things That Aren’t Here—Yet’’ 


by ERNEST W. FAIR 


S6QNOUNDS great .. . let’s see it!” 

That is going to be the most frequently repeated 
answer to a sales talk the average jeweler will hear 
during the year ahead . . . stocks are not going to come 
flying back to his shelves with any more speed than 
they left them, but they are going to be dribbling in 
slowly and he is going to have an opportunity to sell a 
lot of merchandise from sales literature and advertising. 

Right now as reconversion gets into high gear we 
are experiencing some of the buying hunger of the re- 
turning veteran and the home-front worker. Daily our 
oldest friends come into our stores with some query as 
to when such-and-such an item will be arriving. Yester- 
day they would buy anything sight unseen. Tomorrow 
it is going to be a different story. 

The merchandising job of the next year is going to 
be based on that axiom . . . Seeing is the Biggest Thing 
in Selling! 

Store and window displays, posters and cards, news- 
paper and radio advertising, all of these are going to 
have to be framed with this thought uppermost in mind. 

So will every jeweler and every retail jewelry store 
clerk have to frame his whole sales conversation on any 
item around the visual picture of the merchandise itself. 


BARE SHELVES BELONG TO THE PAST 


Our period of bare shelves and absolute lack of any 
need of sales energy during the months past has been 
of such an extended period that many of us may have 
become so immersed in a business of scarcity that we 
can easily have forgotten that selling can be very diffi- 
cult in a period of plenty. 

One of the basic principles of modern day selling 
which was only becoming apparent to jewelers outside 
of the big-town stores was the importance of display 
and its kindred method of creating the desire to 
purchase. 

Most of us are going to have to go back and learn all 
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over again. Some of us are going to wait too long ..,, 
a few may even scoff at a rating of such importance 
being given to the visual factors in selling so early in 
our reconversion days. 

Time, of course, will always answer who was the 
wiser . . . the man who waited until it was absolutely 
necessary before he began to repair his roof or the man 
who went about the reconversion job long before the 
actual “rains” came. 


CUSTOMERS FORGET "THE OLD DAYS" 


Consider for a moment those factors which have al- 
ready become apparent to the larger stores in metro- 
politan cities. 

Selling upon the basis of past remembrances is today 
becoming more and more difficult. The prospective buyer, 
whether he be a returning serviceman or an ex-wat 
worker out to purchase hitherto unavailable items, is 
not going to be satisfied with his memories of a favorite 
watch. He is going to want to know what today’s models 
look like, and what improvements have been made dur- 
ing these years, for he is almost certain that whether 
the item he has in mind be a watch or a fountain pen 
or what have you ... that this item is going to be 4 
new and different watch or fountain pen from the one 
he knew before the war began. 

Manufacturers’ magazine, radio and newspaper ad- 
vertising throughout the war has constantly told him 
that all of these products will be different . . . that the 
“clothes” they wore in pre-Pearl Harbor days will have 
been replaced by finer and more respendent garments. 

At first, while retailers are hungrily re-stocking theit 
shelves, we are going to see some of them placing orders 
for all kinds of goods on blind faith and hope. No 
jeweler of any long experience needs to be told what is 
about to happen. Fly-by-night manufacturers are going 


to rush forth haphazardly-made merchandise of every 
(Please turn to page 284) 
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Ronson Redskin Lighter Accessories... Ronsonol Fuel, ‘Flints’ and Wicks 






To meet ithe ever-growing dessk 
extensive production facilities are 









More of your favorite models are returning, inches Q 
the ever-popular lighter, cigarette case combinations and 
variety of exquisite table lighters. Advertising. and 

merchandising will reach a new peak in power and quantity! — 


Under Ronson’s policies of maintenance of traditional steruicile 
of quality and firm adherence to fair trade practices and pricing, 
you, as a Ronson dealer, stand to enjoy the most profitable 
Ronson Lighter volume in history. 


ONSON’ 


WORLD'S GREATEST LIGHTER 


Ronson Art Metal Works, Inc. 
Newark 2, N. J. 





For day in, day out “repeat sales” 


For ALL Lighters 
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Small Space No 


Modern innovations in store equipment and design enables 





Bar to Business 


James and Mitchell Baumstein 
are shown here behind their 
small but efficient counter, 
James, at left, handles the 
sales end while his brother, 
at right, does the watch re. 
pair work. Miss Virginia 
Beardsley, also shown here, 
is the clerk and bookkeeper, 


by EVERETT M. SMITH 








two brothers who recently opened little store in Boston, 


HE old saying that “good things come in little 
packages,” was perhaps never more aptly illus- 
trated than in the new jewelry store just opened in 
Room 801, Province Building, 333 Washington Street, 
Boston, Mass., by the Baumstein brothers—James and 
Mitchell. 

In fact, that’s the firm name, James & Mitchell, with 
James Baumstein handling the sales end, and his brother 
Mitchell doing the repair work. 

Decision to open the store came after Mitchell’s dis- 
charge from the Army Ordnance Division following three 
years’ service in the Pacific Theater, including Guadal- 
canal, Caledonia, and Russell Island. 

Formerly working on jewelry repair work before the 
war, Mitchell had made an intensive study of watch 
repairing, and sought a place in this line of work fol- 
lowing his discharge. 

James, who during the war was engaged in precision 
work in a defense plant, had been associated with the 
Kay Jewelry Stores, both in Boston and in Pawtucket 
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to have many of the advantages of larger jewelry firms. 











prior to the war, and also was looking for something 
in the jewelry line following VJ-Day. 

The brothers got their heads together, and decided to 
join in partnership. 

They found a vacant office in the Province Building, 
which during the past few months has been rapidly 
filling with jewelers and kindred trades. It was 4 
small room, but offered possibilities. 

They worked out plans, dividing the store into three 
sections—the front area being for the salesroom, and 
the smaller space behind being partitioned into a con- 
sulting office and a repair shop. 

Silver oak veneer was‘ used for the partitions and 
trim. Decorative niches were set in the three-sided 
walls which separate the salesroom from the back office 
and repair room, 

A horse-shoe shaped showcase encircles the center of 
the sales room, and wall cases have been placed on two 
sides. Fluorescent lights have been ordered and vill 
(Please turn to page 237) 
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177,104,400 messages 


where your customers will 


see them 


This advertising appears in: 
LIFE 

THE SATURDAY EVENING POST 

THE NEW YORKER 

TIME 

NEWSWEEK 

BRIDE’S MAGAZINE 

MADEMOISELLE 

CHARM 

AMERICAN MAGAZINE 

NEW YORK TIMES MAGAZINE SECTION 


CHRISTIAN SCIENCE MONITOR 
MAGAZINE SECTION 


AMERICAN WEEKLY 


FOR FEBRUARY, 1946 


The country’s leading magazines listed at left are carrying 
the moving story of the part the diamond engagement 
ring is playing in America today. Dramatic four-color 
advertising pages depicting and honoring the actual 
wedding services of returning service men and their brides 
are deepening and spreading an understanding for the 
diamond engagement ring tradition. This advertising is 
working for jewelers everywhere ...going into homes in 
your community ... building good-will for you and the 
diamonds you have to sell. De Beers Consolidated Mines, 


Ltd., and Associated Companies. 
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ITH THE increasing demand for high grade, individually-styled costume jewelry, the 

style accent on these type pieces has made large strides in the past few years. The en- 
semble shown here, including bracelet, brooch, clip and ring, were designed by Sol Kaufman, 562 
Fifth Avenue, N.Y., well known creative designer, and feature an unusual treatment of amethyst 
“berries,” with a pearl or stone inset. 

The settings are of either platinum or palladium with the swirl design blending nicely 
with the floral theme of the pieces. Diamonds are used profusely throughout as a contrast and 
also to highlight the light colored amethysts. 
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Freeing of Platinum Booms Demand 


Lifting of war-time restrictions on use of platinum in jewelry 


with revocation of M-162 in August jumps sales to industry. 


Swing to platinum reflected by big drop in sale of palladium. 


HE most significant fact arising from the lifting 

of restrictions on the use of platinum in jewelry 
with the revocation of Order M-162 by the War Produc- 
tion Board on August 20, last, was the immediate and 
decided swing away from palladium and back to plati- 
num in fine jewelry. 

This boom in the demand for platinum by the jewelry 
and decorative trades which started in August, con- 
tinued unabated in September, according to the latest 
figures released by the United States Department of the 
Interior, Bureau of Mines, in their monthly Mineral 
Industry Surveys. Consequently, palladium which had 
served as a substitute for the war-restricted platinum 
in the jewelry trade suffered a drop in sales down to 
1,487 ounces from an average of 5,348 ounces sold dur- 
ing the first eight months of 1945. 

Sales of platinum to the jewelry and decorative indus- 
try jumped to 22,201 ounces in September from an ave- 


rage of 1,756 ounces during the previous eight months 
of 1945, and showed a gain in September over August 


’ of approximately 61 per cent. 


Refining of platinum also showed a large increase 
in September with an increase of 40 per cent over the 
preceding month, August. It was also again short of 
demand, which was 13 per cent less than in August. 
This deficit in refining of platinum in September, how- 
ever, was met entirely by withdrawals from refiners’ 
and dealers’ inventories, as there were no releases from 
Government stocks and no imports of refined metal. 

Refining of palladium was at a somewhat higher rate 
than in August but was substantially less than sales of 
the metal to all industries which declined 21 per cent. 
The supply-demand position of the other platinun- 
group metals continued satisfactory with sales of iridium 
being 25 per cent greater than in August. 





Platinum metals sold to consuming industries in the United States in 1945, in troy ounces? 





Industry 


September 


January-September 





Platinum 


Palladium 


Iridium, 
Osmium, 
Rhodium, and 
Ruthenium 


Platinum 


Palladium 


Iridium, 
Osmium, 
Rhodium, and 
Ruthenium 





Electrical...... 


Miscellaneous.......... 


Chemical................. ; 
Dental and medical. 
Jewelry and decorative........ 


5,317 
2,578 
1,776 
22,201 
120 


68 
3,772 
1,994 
1,487 

631 


536 
143 


2 
2,121 
621 


9,001 
45,748 
27,095 
44,273 

5,465 


5,146 
4,752 

125 
5,484 
3,876 








31,992 





7,952 





3,423 





275,861 


131 ,582 








19,383 








_1 Figures cover refiners and dealers which in 1944 sold 98.3 per cent of the total platinum, 91.3 per cent of the Pal- 
ladium, 99.8 per cent of the iridium, 100 per cent each of the osmium and rhodium, and 98.6 per cent of the ruthenium. 
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102 FACET 
DIAMOND 


EXCEPTIONAL BEAUTY AND BRILLIANCE 
e Acclaimed by Experts 
e Prized by Merchants 
¢ Coveted by the Public 



















FIFTY-FIVE YEARS of craftsmanship and tradition are superbly 
expressed in this newly designed diamond. Increased quan- 
tities being made available as rapidly as expanding produc- 


tion facilities permit. 


MAX FINE & SONS, Ine. 
Established 1890 
20 West 47th Street, New York 17, N. Y. ° 29 East Madison Street, Chicago, III. 


FOR FEBRUARY, 1946 189 





Mr. Buchanan, shown here at work in 
his shop, formerly used the original 
water power of his mill but had to 
convert to electricity when news of 
his work brought increasing orders. 


Located in the heart of the state's 
mining country, Mr. Buchanan 
finds many stones on his field 
trips. These are supplemented by 
others brought to him by miners. 





Hobby of collecting native stones in hills 


of North Carolina leads former grist mill 


Operator to profitable gem-cutting trade 


ROM grinding corn to polishing stones—that’s the 

story of Roby Buchanan of Hawk, N.C., ex-farm- 

er-miller turned lapidary. But it wasn’t just a case of 

grinding his way up the scale from kernels of corn to 

a a ey ee ee eer gems. Roby has always had a weakness for pretty 
which occurs abundantly in the state. stones. 

For years and years Roby, an ordinary gristmill op- 
erator, delighted in collecting varicolored stones at the 
mica mines near his farm. But at first he just collected 
them, being satisfied with keeping them on display in 
his home. Then one day he decided to polish a particu- 
larly fine specimen, merely as a hobby. Eventually he 
found himself polishing stones which his friends brought 
around, and after that he received orders from total 
strangers. Finally he was polishing stones for jewelers 
and providing them with finished stones mounted in 
complete articles of jewelry. He wasn’t a miller any 
more at all. 

Roby started to finish stones by rigging up a contrap- 
tion which would, at the shift of a lever, transfer water- 


Roby Buchanan's former grist mill now power from his mill-wheel to a diamond saw. For nearly 
the site of his gem-cutting business. (Please turn to page 281) 


THE JEWELERS’ CIRCULAR-KEYSTONB 














A Sas Jafphire King 


. 3 

LYS ... bhe ever penfect oy for men — 

po WN for successful men of loday —for 
GY ‘ 

i young men, leaders of tomorrow. 








Havild Cohen 
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Diamonds Lead 


A Double Life 


OUBLE-LIFE diamonds are the fashion news 

this year. That’s the good word from Van Cleef 

& Arpels and it is being carried to every hamlet in the 
country via the ladies of the fashion press. At a recent 
showing of the Fifth Avenue jeweler’s latest styles held 
at the St. Regis hotel, representatives of eighty news- 
papers from Syracuse to Sacramento gazed in admira- 
tion and sent home glowing reports of the newest in 
high-style glitter. 
Almost every jewel on view at the show was a little 


masterpiece of ingenuity, capable of being worn with | 


formal or informal clothes, in the daytime or in the 
evening. With ‘a flick of the finger a brooch becomes 
two earrings; a double bracelet becomes a necklace; 
another bracelet breaks into two magnificent hair orna- 
ments; long pendant earrings shed their tassels of gold 
and become simple ear clips. 

All this two-way dexterity means a lot to the jeweler 
for it just about doubles the potential value of the piece 
of jewelry in the eyes of the woman for whom it is 


192 


DAY ... For less formal occasions the 
clip becomes three smaller pieces—a 
brooch and two wing-shaped earrings. 


NIGHT . . A single accent of 
dazzling brilliance for the evening coif- 
fure is this fan-shaped diamond clip. 


by RENEE FORBES 


By day a bracelet, by night a dazzling 


necklace ... just one of the new two-way | 


gem jewelry ideas by Van Cleef & Arpels. 


bought. An expensive clip that can double as a haif 


ornament, a set of earrings and an ornamental addition — 


to a snake-chain- necklace can’t avoid looking like 4 
bargain to the gem-shopper. One of the secrets of the 
whole thing lies in a mechanical gadget. 
of the earring, for example, a spring releases tiny prongs 


On the back ~ 


to make it a safe dress clip. This sort of safety insut ~ 
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DAY ... Simple serpent chains 
of gold at the throat, gold and 
diamond flowers pinned to the 
blouse are effective for day. 


ance is incorporated in most of the dual-personality de- 
signs. 

Illustrated on these pages are a few of the dramatic 
night-and-day variations seen at the showing. Others 
included diamond-and-ruby snowflakes worn as clips on 
a Peter-Pan blouse and again as earrings with an eve- 
ning up-swept hair-do. 

Next to versatility, the big news is diamonds on gold 





NIGHT .. . The necklace and 
earrings are the same jewels 
as those on the right, adapted 
here for formal evening wear. 
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NIGHT . . . Add the diamond 
flowers to the snake chains and 
you have a formal evening neck- 
lace. Earclips are now hair sparkle. 


—gleaming yellow gold, contrasting warmly with the 
icy sparkle of the gems. Diamonds peeping through 
solid balls of gold, sparkling on a lacy leaf of gold, tip- 
ping little rods of gold on a walnut-size ring. Although 
most of the styles shown were built on a generous scale, 
there was a feeling of airy lightness'in all the jewelry. 
This was achieved by a sculpted look in most of the 
(Please turn to page 239) 


DAY . . . A diamond-studded 
double gold bracelet and serpent 
necklace are in keeping with 

tailored suit and casual blouse. 
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You Can’t Say That? 
--- Or Maybe You Can 


Fourth in a series of articles based on the National Association of 


Better Business Bureau’s “Guide For Retail Advertising and 


Selling.”’ to help jewelers develop straightforward selling copy 


*°@N TERLING Silver’ should contain 925/1000 parts 
pure silver. The terms “Solid Silver,” “Sterling” 
and “Silver” are synonymous terms. 

Various sterling silver articles are made in various 
weights such as “Heavy,” “Medium,” or “Light.” 

There are federal and state laws regulating the brand- 
ing of articles as “Sterling’’ or “Coin Silver.” 

The word “Sterling” is no guarantee of the gage or 
thickness of the article on which the word “Sterling”’ is 
stamped; it merely asserts that the article is 0.925 fine 
silver. 

Most manufacturers produce sterling silver flatware 
in different weights; these are known as trade, medium, 
heavy, and extra heavy. No generally accepted stand- 
ards are recognized for these weight classifications or 
grades, but in the case of sterling silver spoons, the 
difference in weight between grades is commonly 
accepted to be 2 ounces per dozen spoons. 

It is an unfair trade practice to pass off any sterling 
silverware of a certain grade, quality, thickness, or 
weight as and for sterling silverware of superior grade, 
quality, thickness, or weight. (F. T. C.) 


“STERLING PLATE" 


The National Stamping Act makes any use of the 
term “sterling plate” illegal because the word “Sterling” 
cannot be applied to any article in any manner unless 
such article is composed of 925/1000 parts pure silver. 


INDIAN SILVER JEWELRY 


Representations or implications that jewelry is made 
by the American Indians, by such descriptions as “In- 
dian,” “Indian-Made,” etc., should not be made, when in 
substantial part, machinery (other than hand tools, or 
non-mechanical equipment, or buffing wheels for polish- 
ing) shall be substituted for hand-hammering, shaping 
or ornamenting the same, unless the label, stamp, catalog 
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or advertising shall clearly, expressly and legibly state 
the method of such manufacture in immediate context 
with the descriptive terms. Silver jewelry not made by 
the Indians, but made in styles similar to those employed 
by Indianas, may be designated as “Indian Design,” 
(F. T. C.) “Navajo Silver” means articles of sterling 
silver made by Navajo Indians. (See also F. T. C. 
1648.) 


COMBINATION SILVER AND GOLD ARTICLES 


(From National Bureau of Standards Commercial 
Standard CS 51-35, effective July 1, 1936.) This isa 
voluntary standard accepted by the trade. 

An article in which the parts made of sterling silver 
and gold are so combined as not to be visually separable 
and easily distinguishable one from the other, e. g,, 
where the gold covers the entire article, or where the 
gold is combined with silver, may have applied thereto 
a quality-mark consisting of “Sterling and” or “Sterling 
-+-” followed by a fraction representing the proportion 
of the weight of the alloyed gold to the entire metal in 
such article, and a karat mark representing the actual 
karat fineness of the gold covering; for example, “Ster- 
ling and 1/5 10K” or “Sterling +- 1/5 10K.” (To war- 
rant karat mark, alloyed gold content must be at least 
1/20 of total metal weight.) Articles wherein the com- 
bination of gold and silver is easily visible may be 
marked “Sterling and 10K” or “Sterling + 10K.” (No 
quality mark indicating the presence of gold shall be 
applied to articles (made of sterling silver in combina- 
tion with gold) composed in part of gold of less than 
10 karat fineness.) Betrer Business Bureaus recom- 
mend that advertising should be consistent with the prin- 
ciples of this standard and with the marking on such 
articles. 


SILVER MOUNTED 
If part of an article is made of a metal other than 
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Magic C incle DIAMONDS 


PAVE THE WAY TO GREATER DIAMOND PROFITS... 


HERE’S WHAT THEY’LL DO FOR You! 


Magic Criele diamendé give you semelhing tesvded yous tefrulation 
le tath ateut BD MATS created by culilanding artists cerld heb fp 
soll’ your sleie and Wee AMbagie Crcée DISPLAYS ft tothe 
countes and windews Chal will altiacl teal allention la your sete. 


SALESMEN afifrreceate Che quately and teauly of the “meagre 
ovsnle atound lhe giidle' and always sing ela feratsed Ce a cuslomes. 


EXCLUSIVE DISTRIBUTORSHIPS STILL AVAILABLE IN MANY CITIES 


THE RUDOLPH DEUTSCH COMPANY - - + CLEVELAND 10, OHIO 


FOR FEBRUARY, 1946 197 














silver, the entire article should not be described as silver, 
but only that part to which such description can proper- 
ly apply, e.g., “Silver Mounted,” etc. 


STERLING SILVER (LOADED) 

A number of sterling silver articles are filled with 
cement, pitch, brick dust, or other materials or are rein- 
forced with a rod through the center for steadiness and 
strength. Articles made in this way, such as candle- 
sticks should be advertised to indicate that they have 
been weighted, e.g., “Cement Filled,” “Cement Loaded,” 
“Loaded,” ‘Weighted,’ or “Reinforced with Rod.” 
These terms should appear in conjunction with the 
description “Sterling Silver.” 


COIN SILVER ' 

“Coin Silver” must be 900/1000 parts pure silver, 
according to federal law. ‘The fineness of silver 
coinage varies in different countries from ap- 
proximately 0.900 to 0.500. Silver coins in the U. S. 
and Canada are 0.900 fine, and in the United Kingdom 
0.500 fine. In some countries the alloy employed in 
the manufacture of solid silverware is similar in fineness 
to the coinage metal. 


ITALIAN AND OTHER FOREIGN SILVER 

There are three grades of silver in Italy, e.g., 
950/1000; 900/1000; 800/1000. In describing such 
articles in this country, if the term “Silver” is used it 
should be accompanied by the fraction indicating the 
silver content, if less than 925/1000. The description 
“Sterling” should be in accordance with the American 
standards. Similarly, if the standards for silver in any 
foreign country are lower than the American standards, 
such articles advertised here should be described, if the 
term “Silver” is used, so as to indicate they are below 
the American standard, e.g., “Italian Silver 800/1000 
silver.” (See Sterling Silver.) 


DUTCH SILVER 


The term “Dutch Silver” means an article made in 
Holland and which generally contains 800/1000 pure 
silver. Silver content should be indicated when less 
than 925/1000. The term should not be used to describe 
imitations containing no silver or not manufactured in 
Holland. Such articles might be described as “Dutch 
Design.” 


SILVER DEPOSIT—SILVER FINISH 


Descriptions, such as “Silver Deposit,” “Silver Fin- 
ish,” etc., as applied to metal articles should not be 
used. An article is either “silver,” i.e., sterling, or silyer- 
plated. 


“GERMAN SILVER"—"LIBERTY SILVER" — 
“SILVERENE"—"SILVERITE" 

These are misleading trade names that have been 
used to describe products consisting of nickel, copper 
and zinc, or other metals, but containing no silver. Such 
terms are misleading and should not be used. (See also 
F. T. C. 1648.) So-called “Nickel Silver” is an alloy of 
zinc, copper, and nickel; it is commonly used as the base 
for silver-plated ware. The term is recognized and 
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understood in the trade, but it may have the capacity ty 
mislead the public. 

White or britannia metal. A silvery-white meta] wit, 
a bluish tinge; an alloy composed principally of tin; 
also contains aritimony and copper. The precise composi. 
tioniyaties with the manufacturer. 


OXIDIZED. SILVER 


The expression “Oxidized Silver” is a misnomer tha 
has been ‘used to designate a product containing no gj). 
ver. “Oxidized Finish” would more correctly describe 
such merchandise. Similarly with “Oxidized Gold.” }, 
means the application of an oxide which darkens the 
metal. 







PLATINUM AND RELATED METALS 


Platinum, in its natural state, is always found with 
one or more of its allied metals, Iridium, Palladium, 
Ruthenium, Rhodium, and Osmium. Distinction should 
be drawn between platinum and the related metals, 
iridium, palladium, ruthenium, rhodium and osmium, All 
but osmium have been used in jewelry. 

Palladium, next to platinum the most-extensively used 
for jewelry, is lighter in weight. It is generally alloyed 
with other platinum group metals. 

Iridium is generally alloyed with platinum in ratios 
of 5 per cent iridium and 95 per cent platinum, and 10 
per cent iridium and 90 per cent platinum. 

Rhodium is used for plating purposes of either plati- 
num, gold or base metal. 

There is no national stamping act relating to platinum, 
and related metals, but New York, Illinois and New 
Jersey have statutes establishing standards for platinum, 
Commercial Standard CS66—38 National Bureau of 
Standards, effective for manufacturers June 20, 1938, 
and retailers June 20, 1939, which is a voluntary stand- 
ard, accepted by the trade, may be summarized as fol 
lows: 

‘Articles wherein no solder is used, at least 985/- 
1000ths parts of platinum group metals, or articles 
wherein solder is used, at least 950/1000ths parts of 
platinum group metals, but, in either case, no more than 
50/1000ths parts of metal other than pure platinum 
may be marked and described as Platinum. 

Articles at least 985/1000ths parts of platinum grou 
metals where solder is not used, or at least 950/1000ths 
of platinum group metals where solder is used, contait- 
ing at least 750/1000ths pure platinum, may be marked 
platinum preceded by the name of the other platinum 
group metal predominating to or more than 50/1000ths 
parts, e.g., “Iridium-Platinum” or “Irid-Plat.” 

Articles at least 985/1000ths parts of platinum group 
metals, where solder is not used, or at least 950/1000ths 
of platinum group metals where solder is used, contait- 
ing more than 500/1000ths parts pure platinum, may be 
marked platinum preceded by a decimal fraction in ont 
thousandths showing the platinum content in propor 
tion to content of entire article and followed by the 
designation of the other platinum group metal in quar 
tity of more than 50/1000ths parts, e.g., 600 Plat. 350 
Pall. 

Articles 950/1000ths parts of platinum group metals 

(Please turn to page 289) 
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Svery diamond set in our jewelry is cut in our own 


modern Cutting Fualany 


Specialists in the cutting of Square and Emerald Cut Diamonds 


Established in New York City since 1914 | 


H. & J. BLITS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N.Y. 
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in the 


DESERT 


ISITORS to the desert resort of Palm Springs, 

Calif., view the Park Avenue-like splendor of Vahan 
H. Alchian’s jewelry store as something of a mirage. 
The dazzling beauty of this tiny jewel box is almost 
incongruous in the desert and vacationers from all over 
the world flock to it as the Mohammedans flock to 
Mecca. 

“Jewels by Alchian,” as Mr. Alchian calls his store, 
was opened last October, and since that time it has not 
only been a big success financially but also has inspired 
a score of vacationing jewelers to redecorate their stores 
ala Alchian. A sojourning Navy lieutenant from Can- 
ada spent half a day sketching the entire store so that 
he could make the jewelry store he hoped to own in 
Canada as like “Jewels by Alchian” as possible. Less 
artistic members of the profession have sat in the store 
for hours jotting down notes on the Alchian establish- 
ment. ° 

Even a cursory glimpse of the store suggests that its 
storybook beauty is the work of a gifted artist with a 
good sense of proportion and a strong feeling for color. 
That this artist knew how to merchandise jewelry is also 

(Please turn to page 243) 
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This view of V. H. Alchian's 
store in Palm Springs, Calif., 
shows exterior of pink corru. 
gated glass. The small novel 
extruding windows also serve 
as showcases inside the store, 


by JUANITA CASSIDY 


View of store taken from side looking toward 
the entrance. Shadow boxes flank the window. 


Closeup of showcase which fronts display 
window. All the furniture which was de- 
signed by Mr. Alchian, is light satinwood. 
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== Don't be afraid of a shadow 





The old familiar National Ground-Hog 
Day has come and gone once more and 
all faithful watchers of the festive chip- — 
munk, hedgehog, or, in the Scandina- 
vian, AARD-VAARK,—report that he 
did see his shadow and in fright scam- 
pered back into his hole, taking the hole 
in after him, for forty days more wintry 
weather. 


Silly, isn’t it? 


Just such an old superstition worries 
jewelers into the belief that there are 
seasons when the Diamond Ring busi- 
ness simply must be poor. 


That’s only another shadow. 


Our business is to boost up the dull sea- 
sons by constantly creating new styles in 
diamond rings which keep your custom- 
ers peering in your store windows; caus- 
ing them to make excited comments, and 
ringing up enthusiastic sales for you. 


Now is a good time to check over your 
stock and bring it up to the minute from 
the line of diamond rings we’re showing 
for the Spring business. Even if we say 
so ourselves, it’s the most saleable mer- 
chandise on the market. Not only that, 
it’s priced to sell easily. 


2 Mow sean! 
Neh 
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Gem of the Month... 


A Merchandising Primer 


. 
~ 
a af 


Essential facts about the birthstone of the month in simple 


style and language for jewelers to pass on to their customers, 
prepared by and published through the co-operation of Wm. V. 
Sehmidt & Co., New York, prominent dealers in gem stones. 


IRTHSTONES have been handed down to us 
from the ages, many with a rich lore of legend 


and tradition that is for the most part forgotten by © 


retail jewelers in promoting a particular stone. This 
material offers many opportunities for clever and profit- 
able promotion in both window displays and advertising. 

The February birthstone—the especial gem of Saint 
Valentine—figures mest beautifully in ancient myth- 
ology. Bacchus, god-of wine, says the legend—offended 
by some neglect of the goddess Diana—vowed that the 
first person met by his caravan should be devoured by 
his tigers. And this luckless mortal turned out to be 
a beautiful virgin named Amethyst, who was on her way 
to worship at the shrine of Diana. As the ferocious 
beasts sprang on her, she sought the protection of the 
goddess,- and, was turned into pure white stone, to save 
her from a worse fate. Recognizing the miracle and 
repenting of his cruelty, Bacchits’ poured the juice of 
grapes as a libation over the petrified body of the maiden, 
thus giving the stone its lovely, purplish violet hue. 
Out of respect for the transformed nymph, whoever 
wears an amethyst, legend has it, is protected from the 
evils of intoxicating drink. For men, the amethyst de- 
notes sober judgement and industry—while for. women, 
lofty thoughts and religious love. Or in the lines of an 
old couplet: 

“Let her an Amethyst but cherish well, 

And strife and care can never with her dwell.” 

The following information in question and answer 
form gives an easy-to-read resume of the facts pertain- 
ing to this popular gemstone. 


What is amethyst? 
The February *birthstone—a purplish violet variety 
of clear quartz. 
Is it a mined, natural stone? 
Yes. Principal source today is Brazil; formerly also 
Uruguay and Russia. 


Is much Siberian (Russian) amethyst avail- 
able P 
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No. Mines have long been abandoned. Antique. jews) 
elry, old stocks, etc., are today the only source of fine’ 
reddish purple specimens. ; 


How does amethyst look when found? 


Six-sided crystals, usually ‘imbedded in a matrix 
(mother-rock); often in shapes of geodes (hollow 
. spheres). 


What is the derivation of the word “amethyst”? 
From Greek, meaning “without drunkenness.” 


How long has amethyst been known as a gem? 
Many were found in tombs of the Pharoahs of Egypt. 


What is its religious background P 
In Moses’ breastplate it represents the tribe of Dan. 
Also in the wedding ring of the Virgin Mary. Today 
it is worn by Reman Catholic bishops. 


What is its royal background P 


Denoted royal dignity. It was especially favored 
by Catherine the Great. Appears in the Coronation 
Regalia of England—in the king’s sceptre and also in 
the coronet of the Prince of Wales. 


What does amethyst signify P 


It stands for judgement and sobriety—attracts the 
love of a noble woman to a man—prevents intoxication. 


What causes the color of amethyst? 
This is not yet definitely known to scientists. 


Is the color due to manganese P 
No. This poular idea has been proven untrue. 


How doés amethyst behave when highly” 
heated P . 

It loses color—turns yellow to brown. (quartz-topas 
or citrine) 


(Please turn to page 244) 
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Women In the Jewelry Industry 


THREE years ago, bored by the unaccustomed life of metropolitan 
idleness, Adele McAllister decided to get a job. Undeterred by the 
fact that her only previous selling experience had been with cakes 
at church bazaars, she applied for a job with S. Kind & Sons, Phila- 


delphia—and got it. 


Before long, her skill at arrangement and display had transformed 
the store, and she was relieved of selling duties to concentrate on 


display. 


Mrs. McAllister's thesis: “Jewelry is so precious and enduring it 
should be presented in a manner becoming its worth." Heer success 


has proven the soundness of such reasoning. 


Bp three years ago, Adele McAllister had had 
no more contact with the world of commerce 
than an occasional shopping jaunt or volunteer par- 
ticipation in a church bazaar. Today she is one of 
the mainstays of the S. Kind & Sons organization in 
Philadelphia and one of the most highly esteemed win- 
dow decorators in the business. Her emergence from 
the comparatively cloistered life of homemaker and 
hostess to the vigorous atmosphere of a thriving jewelry 
store came about in an unexpected and characteristic 
fashion. 

Back in 1943 when Mrs. McAllister’s son entered 
the Army, she and her husband, a prominent Philadel- 
phia businessman, gave up their home in the suburbs 
and moved to a small hotel apartment in the city. Adele 
McAllister, whose whole life had been centered about 
her lovely home and the bringing up of her son, found 
a life of metropolitan idleness very unattractive. “We 
were walking along Broad Street one Sunday afternoon,” 
she recalled recently, “When I ‘suddenly turned to 
Frank and said, ‘I’m going to. go to work.’ He thought 
I was joking and pointed out that I’d never held a 


job in my life. That was true, but I knew that I simply - 


had to find something to occupy myself, something in- 
teresting and different into which I could really throw 
all my energies. Kind’s window caught my eye as 


‘we were talking and I decided then and there that I’d 


like to try my hand at selling jewelry.” 

Early the next morning she presented herself to Philip 
Kind and announced that she would like a job. Mr. 
Kind reacted in much the same way as had her husband 
and it took a good deal of the considerable McAll'ster 
pursuasive ability to convince him that she wasn’t merely 
planning to while away her time until something more 
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ADELE McALLISTER 


interesting came along. Mr. Kind’s final decision to 
hire this in elligent, energetic woman whose only quali- 
fications were her willingness to work and her avowed 
love for beautiful things, was one he never regretted. 
“All right,” he said. ‘You start tomorrow—in the sil- 
verware department, but don’t be surprised if you find 
it a lot harder work than you thought.” His words 
were prophetic. 

“I felt as exhausted at the end of the first day as 
though I’d been washing dishes for a week, but I had 
the feeling, too, that I was doing something interesting 
and worthwhile,’ Mrs. McAllister told us. Her co 
workers were amazed at the speed with which she 
picked up the methods and the vocabulary of the trade. 
What had happened was simple. Her intuitive decision 
to try the jewelry store first led her to exactly the field 
in which many of her native talents lay. The daughter 
of a well-known manufacturer of fine textiles, Mrs. Me- 
Allister early developed an interest in the beautiful 
fabrics produced in her father’s factory. Curtains, _ 
drapes and tapestries woven in special designs for the 
individual buyer were the specialty of the firm and 
Adele soon learned to appreciate good texture and de- 
sign. 

When the time came to decide on studies after high 
school! the young Jady naturally decided on art. She 
took courses at the Drexel Institute, attended private 
classes and finally even had an exhibit of her own. 
After her marriage art work became a hobby but the 
training she had gained never deserted her. In addi- 
tion to painting, she was especially skilled at what might 
be called the gentle arts—embroidery, textile painting, 


fine needlework. All these talents came to the fore, 
(Please turn to page 246) 
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Space Liabilities 


Turned to Store Assets 


Left—An unsightly pillar was  trans- 
formed into a decorative asset by the 
use of mirrors and plywood finishing. 


Below—No room for tables and chairs? 
These built-in fixtures occupy but litle 
space and provide a handy spot for 
customer to examine rings and watches, 





» *dillew illusion and materials were combined 


to’ giake #4iny jewelry store seem larger. 


NTIL a few weeks ago the only noticeable advan- 

tage I. Blau’s New York jewelry store had over 
a telephone booth was its window facing Broadway. It 
was narrow, its ceiling was unbelievably high, it was 
too short, too gloomy, too old-fashioned. 

Today, all that has changed and its liabilities have 
actually turned into assets. Leo Blau, co-owner with 
his father, says that sometimes he doesn’t even recog- 
nize the old place. The transformation came when Mr. 
Blau joined forces with an architect right after V-J 
day to plan the improvements he’d been thinking about 
throughout, the war years. He and his father, both ex- 
pert watchmakers, haghyae' oe back in 1939 with 
the intention of makihg the existing fixttires do until 
the business was fir fe established and then going all 
out on improvements. They were about to begin making 
the changes they felt were needed when the war started 
and everything had to be filed for the future. 

During the interim Mr. Blau had plenty of time to 
think about those improvements. He looked about the 
little cubicle and tried to picture it as an attractive, 
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of light and air due to its small window. 


up-to-date store. “It required real imagination to vist 
alize anything but a small, dark, crowded place whose 
only good-looking feature was its merchandise,’ Mt 
Blau told us recently. And it didn’t take any imagina- 
tion at all to see what the faults-were. It was at this 
point that Mr. Blau met Julius Rindler, an architect 
and interior decorator who knew a thing or two about 
optical illusion, among other things. The store’s mail 
problem, he pointed out, was its size, second, its lack 
This latter 
problem could easily be solved through the use of light 
woods, mirrors, cleverly-placed electric fixtures. The 
size of the store-was something else again. To expand 
more deeply into the building seemed a virtual impos 
sibility because a pillar of enormous size and solidity 
stood at the dead center of the back wall. Mr. Blau 
learned to his dismay that the building would buckle 
under and collapse into nothingness if the pillar were 
torn down. 

The architect decided to go ahead with the expansion 

(Please turn to page 248) 
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by EDWARD R. SWOBODA 


Rio de Janeiro 





SHORT time after the cessation of imported 
black onyx into the United States from Germany, 
a number of lapidaries in Brazil began experimenting 
with dyeing agate to make onyx. Many of the lapida- 
ries are Germans who were born in Brazil, or who have 
been in the country for a good many years and have 
had some sort of connection with the German stone cut- 
ting industry of Idar-Oberstein. From the State of 
Rio Grande do Sul, the southernmost state of Brazil, 
some German families had been furnishing dyed agate 
to Germany for many many years. 

Because of its growing scarcity, wholesale prices on 
onyx stones in the United States arose from the old 
price of around a dollar a dozen to prices as high as 
a dollar apiece for Brazilian onyx. These prices ap- 
parently offered exciting possibilities to the Brazilian 
lapidaries, and more and more of them began converting 
their semi-precious stone lapidaries into onyx factories. 
Since the dyeing of agate was a highly difficult business 
and cqmpetition was keen, the whole industry was wrap- 
ped in secrecy. One lapidary might have discovered a 
certain way to saw the agate to advantage, but would 
then have trouble with the dyeing of the stones. Another 
might have perfected a way to dye the stones, but had 
trouble with the sizing or the polishing of the stones, and 
so on. As a result all the lapidaries engaged in this 
work were having some kind of trouble or other. Most 
of them gradually began to realize that it was not such 
an easy way to profit after all. 


PRICE RISE, CLOSE DEMANDS CAUSE SQUEEZE 


The general inflation which occurred at that time began 
to have a definite effect on this work by raising prices 
on rough agate, on lapidary equipment, and on wages. 
From the other end, the American wholesalers began to 
make more exacting demands on closely calibrated stones, 
and stones free from color streaks and light spots, and 
they even reachéd the point of suspending orders on 
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The Onyx Industry in Brazil 


Adopting the German method of dyeing agate to form onyx seemed 
like the solution to a wartime problem for Brazilian lapidaries, 


but the process turned out more headaches than it did onyx. 











certain smaller sizes and shapes. Discontinuing orders 
on small stones was due to the fact that in the beginning 
heavy percentages of the exports were in the small 
sizes, for two main reasons. One was that the lapidaries 
were trying to make as much profit as possible, so they 
preferred dividing the agate slabs into many small stones 
rather than into a few large ones. The other reason was 
that the lapidaries, in order to save a large defective 
stone, would grind down the defect to make an accept- 
able smaller stone. In the early stages of the onyx 
business some lapidaries realized a certain profit which 
was due to the higher prices they received on the cut 
stones and lower operating costs, accompanied by more 
lenient requirements. Rough dyeing agate in Rio de 
Janeiro, which was priced before this onyx boom at 
approximate U. S. dollar values of forty cents to fifty 
cents per kilo, went to prices of one dollar and fifty 
cents to three dollars per kilo, and in some cases, when 
dealers managed to get a temporary control on the agate 
supply, brought as much as six dollars per kilo for good 
dyeing agate. 


EXPERIMENT WITH VARIOUS "BREWS" 


In their experimenting, the lapidaries tried all sorts 
of possibilities of “brew mixing” to find the best meth- 
ods to treat the agates. Every step had dozens of possi- 
bilities and any one of which might give the secret to 
success. The more the lapidaries thought and figured 
on these different steps, the more they came to realise 
how complicated the work was becoming. The general 
accepted method of dyeing agate in Brazil is by soaking 
the stones in a fairly strong sugar solution until they 
have absorbed enough sugar to react with hot sulfuric 
acid leaving an opaque black char throughout the stone. 
To the inexperienced even this had its complications. 
They tried practically every possible combination of 

(Please turn to page 288) 
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Facing on the lobby of the Hotel Utica, 
The Jewel Shop, owned by Mr. and Mrs. 


Gleason, presents this attractive front. 


The Gleasons, shown below, were both in 
accord on the idea of opening their new 
shop with music, an idea perhaps fostered 
by Mr. Gleason's musical background 
that included 30 years of playing profes. 
sionally with Sousa's band among others, 


-“Musie Hath Charms—” 


The Gleasons said it with musie when they opened 


their jewelry shop in the Hotel Utiea, Utiea, N. Y.. ‘iss 


‘ 
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Gifts 


and the idea was so successful that they decided 


to make it a regular feature for special events. 


HE lilting strains of a waltz will attract as many 
customers as a full page advertisement. 

That’s the contention of Luida F. Gleason and her 

husband Matt Gleason. who recently opened The Jewel 


Shop in the lobby of the Hotel Utica, Utica, New York. ° 


When the shop was opened some months ago their 
friends said it with flowers, the Gleasons said it with 
music, and the customers, hearing romantic music played 
by a violin and piano and sung by the city’s top flight 
soprano, flocked in to buy. ° 

The musical opening was so successful that the couple 
decided at Christmas time that instead of trying to 
crowd items into an advertisement they would use a 
prestige ad in both local papers and announce more 
music. Their advertisement announced Christmas car- 
ols and Christmas music. They engaged Leo Hahn, 
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by E. K. BALDWIN 


Instead of devoting 
their Christmas ad 
to a sales presen- 
tation, they invited 
customers to hear a 
musical program by ° 
well-known musicians 
in the hotel lobby. 


violinist, formerly with the Rochester Symphony, Roose- 

velt Jones, pianist, and Carmell Elefante Mosca, Utica’s 

attractive and talented soprano, to present programs 
(Please turn to page 290) 
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Good News For Bare Shelves— 








Production’s Moving Into High 


Although spending for jewelry may decline because of resumed 
production of other civilian goods, Domestic Commerce Weekly 
gives heartening news of watches, clocks, pens and pencils 


DECLINE in consumer spending for jewelry and 

shortages in raw materials for gold-filled items 

are the only dark spots in the otherwise cheerful pic- 

ture of the future of the industry painted by the De- 

partment of Commerce in its annual report on the na- 
‘ tion’s business. 

Deliveries of raw materials for jewelry, such as gold- 
filled stock, says the Commerce Department in the Janu- 
ary issue of Domestic Commerce, are running behind 
schedule and will continue slow during the first half 
of 1946, thereby retarding the production of all gold- 
filled items. Also working to the disadvantage of the 
jewelry industry is the return of many articles to the 
market—articles such as radios, appliances and auto- 
mobiles—which were unobtainable during the war years. 
These will inevitably cut into the consumer demand for 
jewelry. 


PRODUCTION OF CLOCKS INCREASES 


With the coming of V-J Day the American clock in- 
dustry was relieved of its duty of making timing de- 
vices for combat. During the war years, only limited 
quantities of alarm clocks were produced by two of the 
companies which were able to continue with a minimum 
production of “War Alarms” along with their war 
effort. This production was shared with other clock 
manufacturers for distribution until the early fall of 
1944, 

This industry was able to increase its production of 
alarm clocks during the third and fourth quarters of 
1945 to approximately four and one-half million, making 
a total of seven million for the year compared with but 
five million in 1944. It is estimated that the production 
of electric and spring-driven alarm clocks will total 15 
million in 1946. 

There is a tremendous pent-up domestic and foreign 
demand for alarms of durable construction. With the 
proposed expansion in production, the industry should 
go far toward relieving the serious domestic shortage. 
Less effective will be the efforts to relieve the foreign 
shortage, since Germany, the principal prewar world 
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supplier, will not be in a position to supply its old 
markets. 

No wall or kitchen clocks were produced after June 
1942. With reconversion well on the way, it is estimated © 
that the production of these models will meet the de- 
mand for 1946. Small. quantities of commercial clocks 
were produced and released on priority to essential war 
plants. The need for commercial clocks will reach a high — 
figure in 1946, but with the expansion anticipated within 


the industry, most customers should be served. c 


JEWELED WATCHES AGAIN IN PRODUCTION 


During the war, the American jeweled watch move- 
ment industry was engaged in the production of mili-~ 
tary instruments, and did not produce civilian watches.” 
Our demand for civilian watches was met entirely by 
imports of watches from Switzerland and watches as-— 
sembled in this country from Swiss watch movements ~ 
and American cases. % 

Six to eight months are required from the time mate- 
rial is received in a plant producing movements until 7 
a completed jeweled watch is ready to be delivered to” 
a dealer. This means it will be spring before substan-” 
tial quantities of jeweled watches reach jewelers’ shelves.” 

Some of the techniques developed in war production” 
can be used in making civilian watches. These develop= 
ments, plus plant expansion, should enable the Ameri-~ 
can jeweled watch movement industry to produce more” 
watches in 1946 than in any previous year. It is esti-” 
mated that total production of jeweled watch move ~ 
ments by the clock and watch industries may reach ® 
three million units. 

On the basis of the historical pattern of United States 
consumer expenditures for watches, we may expect re 
tail sales of jeweled watches—imported or domestic— 
to reach 310 million dollars in 1946. Two factors which 
might possibly reduce the consumer demand for jeweled 9) 
watches are the large number of Swiss watches being” 
brought back by servicemen and a newly developed port- 7 
able electronic device for the reception of time signals. 4 
(Please turn to page 290) 
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The Technique of Salesmanship 


The fifth and last of a series of articles devoted to the art 


of retail jewelry selling is concerned primarily with sales 


methods accepted as stock in trade of the successful salesman. 


by KARL S. BOWMAN 


Chapter VI: Proper Conduct 


LTHOUGH on first sight the term “proper con- 
duct” might seem synonymous with “being a gen- 
tleman” (a subject treated in a previous chapter), the 
two expressions are far from interchangeable. While it 
is true that a well-conducted salesman is always a gen- 
tleman, not every gentleman is a salesman. And specific- 
ally, not every gentleman is a jewelry salesman. It is 
the distinction of being a well-conducted gentleman sell- 
ing jewelry which will concern us here. 


HANDLING GOODS AN ART IN ITSELF 


The way you handle your goods is an extremely im- 
portant aspect of sales conduct. Diamonds and watches 
are the loveliest pieces of merchandise on the market 
and should be handled as such. The salesman whose 
attitude toward a diamond ring is the same as it would 
be toward a lump of coal will certainly not inspire a 
customer’s confidence. And the same rule applies for 
every item in the store, be it ever so inexpensive. 

A small polishing-cloth should be standard equipment 


with every jewelry salesman, not only for the practical. 


purpose of removing fingermarks from jewelry but, also, 
for the psychological effect it will have on customers. 
When a would-be purchaser notes that great care is 
being taken of the stock in your store, a favorable im- 
pression will result. 

Always wipe an article off before showing it to a 
customer and do not put your fingers all over it in 
handling. Articles should be daintily (but not effemi- 
nately) held between the thumb and forefinger and then 
only long enough to be placed on the top of the dis- 
play case. After it has been laid down by the customer, 
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the item should again be casually but carefully wiped 
off and returned to its proper place in the cabinet. 

It should be your practice to keep stock clean at all 
times and, if that is the case, the pre-display wiping 
will be little more than a ceremony. Each morning all 
display cases should be inspected for neatness and the 
items checked for finger marks, and offending articles 
wiped immediately. At least once each week diamond 
rings and watches should be gone over thoroughly and 
boxes and trays carefully brushed. 

If, for some reason, it is impossible to wipe finger 
marks from each item immediately after waiting on a 
customer, have someone else follow up and do the job. 
A policy of “You clean up after me and I'll clean up 
after you” will result in glittering stock at all times and 
hardship for no one. 

Clean, unmarked stock will be an effective advertise- 
ment for your store. So will order and completeness. 
Check display cases for items which have just been sold, 
and replace them immediately. See that tags are not 
showing and that watches and other items are straight 
in their trays and boxes. The state of display cases 
and shelves reflects the efficiency of the store’s personnel. 


SHOW ONLY FEW ITEMS AT A TIME 


Another important point to observe in connection with 
keeping*stock clean and free from finger-marks, is to 
limit the quantity of items actually shown to a customer. 
There is no point in scattering rings or watches all over 
the show case, really; a good salesman determines by 
careful questioning just what the customer has in mind. 
With only a few items actually being handled by the 
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customer, only a few need be wiped off afterwards. 

Also, in this connection, it would be well to observe 
that a limited number of items removed from the case 
reduces the temptation for a “snatch and run” artist 
in case you should turn your back. Few thieves reach 
into cases for the items they run off with: generally 
they depend on confusion atop the display case. The 
same is true for those who specialize in “palming” 
jewelry—they won't risk it if only one or two items 
are out. 


BE PROMPT WITH ATTENTION 


Aside from the obvious temptation to thieves and 
“snatchers,” there is no greater sign of inefficiency in a 
jewelry store than unattended premises. Customers who 
have to wait for attention become legitimately irritated, 
particularly when there is no sign of a salesman any- 
where. Even in the smallest of stores one salesman 
should always be posted near the front door to greet 
incoming customers, and in large establishments the 
“greeter” can conveniently lead the customer to the 
proper department and let a regular salesman take 
over. 

Never, under any circumstances, abandon the post 
at the door, even for a moment. For all you know, the 
most important customer of the day or of the year may 
come in during your absence and, finding no one im- 
mediately available, may turn around and leave. If it 
is necessary to absent yourself temporarily have an 
understudy trained, ready to take over. Then the in- 
coming customer can have the attention he expects— 
and deserves. 

A salesman’s greatest foe is his ego: the great “I am.” 
More than one salesman has been heard to remark “Be- 
lieve me, when I get through with a customer he is 


either sold or else no one else could have sold hig* 
This attitude is fatal and it is wise to employ ego. 
shattering devices to prevent yourself from coming jy 
believe that you are the world’s greatest salesman, 


EGOTISM HAS NO PLACE IN SELLING 4 

While it is very flattering to be told: “You're the only 
salesman in the store I want to buy from,” it’s also very 
bad business. Customers and friends should be made 
to realize that it is not necessary for you to wait on 
them personally. If someone seems to be getting the 
notion that you are the only person in the store who 
can help them, the next time they come in use some 
plausible pretext to turn them over to another salesman, 
In this way they can be made to realize that they will 
get the same considerate and personal attention from 
everyone in the store. Also, if you happen to be absent 
on some occasion, some one else will be able to make 
the sale. 

Another ego-shattering device is to have some other 
salesman hover nearby, ostensibly engaged in other ac 
tivities but actually observing the progress of the sale, 
Afterwards, by comparing notes, he can tell you facts 
about the customer you may not have had chance to 
observe, what opportunities you may have “muffed,” and 
so on. Also, having another salesman nearby may make 
the sale progress more smoothly since you can say “We 
have a watch I’d like you to see in our window” and, 
at your nod, the article can be brought without your 
leaving the customer or the merchandise. And, of 
course, if it is a difficult sale and you have exhausted 
all of your talents, the second salesman may be able 
to enter the picture unobtrusively and advance several 
points which he had noticed you overlook. 


Chapter VII: Making Additional Sales 


LTHOUGH it is axiomatic that the customer must 

be satisfied after every sale, a truly enterprising 
jewelry salesman is never satisfied. He is always anxi- 
ous to sell just one more additional item, be it ever so 
tiny, and a good salesman never overlooks the oppor- 
tunity to suggest a related article of merchandise or 
one prompted by the customer’s original purchase. 

This is not a matter of “high pressuring” a customer 
into something which is not wanted, either. Frequently 
emotion, embarrassment or just plain short-sightedness 
will cause a jewelry customer to overlook items which 
will eventually be required. Tactful questioning and 
suggestions on the part of the salesman will remind the 
customer of other needs and, frequently, result in further 
on-the-spot sales. If the matter is not brought to the 
attention of the customer when he is in a buying mood 
he may. go elsewhere when the need occurs to him. 

Assume, for instance, that an embarrassed-looking 
youth enters your store seeking an engagement ring. He 
had preconceived notions of the amount he is going to 
pay for the article—after all he is the best judge of 
the state of his pocketbook. A bored, listless salesman 


216 


might take this for granted, sell a ring in the price range . 
desired, and let the matter drop. Not so the salesman 
who is really “‘on the ball.” 

An enterprising jewelry salesman will suggest a some 
what better ring and, when the objection to the im 
creased cost is mentioned, tactfully mention the store's 
credit department. In all probability the youth had not 
even considered the matter of credit at all. And, once 
the subject of opening an account has been broached, 
other items connected with the forthcoming nuptials cam 
also be considered. A matching wedding ring, for im 
stance—the lad inwardly realized that a wedding band 
would be necessary but, probably, had not considered 
that it would be best to match it with the engagement 
ring. Also, the subject of gifts for the bridesmaids and 
best man could be considered at this time. And if not 
actually purchased at the same time as the engagement 
ring, the articles might be laid away and picked up 4 
a later date, being gradually paid for in the interim. 

Of course the matter of suggestions and hints cal 


be carried beyond the bounds of good taste. In the case 
(Please turn to page 291) 
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INDUSTRY PROGRAM WINS APPROVAL 
(From page 169) 


designed to maintain high public regard for tlie indus- 
try, its products and its representatives. 

“To encourage retail jewelry outlets in the adoption 
of sound business and merchandising practices with a 
view to maintaining high sales levels.” 


ASSOCIATIONS ENDORSE PROGRAM 


Prior to the meeting, Chairman Schwab announced 
that the program had been endorsed by the American 
National Retail Jewelers Association, through its presi- 
dent, Mr. Clifford I. Josephson, Jr.; by the National 
Association of Credit Jewelers, through its retiring 
president, Mr. Fred B. Dreifus; and by the National 
Wholesale Jewelers’ Association through its president, 
Mr. Silas B. Reagan, and through the chairman of its 
publicity committee, Mr. Harold Alberts. 

At the close of the afternoon session, after a call for 
discussion from the floor by Mr. Schwab, other leaders 
of the industry heartily endorsed the advertising-mer- 
chandising-promotion-research recommendations that are 
to be carried out by a contemplated new industry-wide 
organization as successor to the Jewelry Industry Pub- 
licity Board. 

Mr. G. H. Niemeyer, chairman of the Jewelers Vig- 
ilance Committee and president of Handy & Harman, 
Inc., praised the program not only for its objective— 
that of keeping retail jewelry sales at high levels—but 
also because of his belief that it held possibilities of 
really unifying the jewelry industry for the first time 
in its history. 

Mr. Benjamin S. Katz, president of The Gruen Watch 
Company, pledged support for the program and stated 
he would put his company’s sales force on the job of 
explaining the program to retailers in all parts of the 
country. 

By a show of hands the entire meeting unanimously 
approved the program and endorsed the action of the 
Steering Committee taken at its meeting on October 25, 
1945, when it unanimously approved the plan of activ- 
ities presented at that time by the Institute of Public 
Relations and voted to raise a fund of $1,000,000 for 
three years to execute the program. 


ADDITIONAL MEETINGS PLANNED 


To aid in raising the fund, additional meetings at 
which the program will be explained are to be held in 
the east, in the middlewest and on the Pacific Coast as 
soon as dates for them can be arranged. “Present plans,’ 
Mr. Schwab stated, “also call for the publication and 
distribution of an ‘Honor List’ of the industry arranged 
by states and cities in which will be given the names 
of all firms in all branches of the industry—retail, whole- 
sale, manufacturing and importing—who have subscribed 
to the effort.” . 

Because of the magnitude of the operation, the Steer- 
ing Committee at-a meeting held the day before the 
general assembly, decided that it would be necessary to 
engage the services of a full-time executive director and 

(Please turn to page 308) 
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(From page 171) 


roundings for leisurely consideration of what is, after 
all, an extremely important matter, the selection of 
intimate details which are to be a permanent part of 
daily living. A girl should be completely unhurried in 
this delightful task, and the decoration and arrangement 
of this centre have been carried out in a manner to pro- 
vide a sympathetic atmosphere. 


COLOR SCHEME IS RESTFUL, GAY 


The color scheme of a silvery green combined with 
white is restful, yet gay. The floor is carpeted in green 
broadfelt, and the walls are enameled halfway up in a 
slightly paler tone of the same shade with white above. 
The wall cases are green with mahogany framework. 
Cabinets have sliding doogs, the shelves are stepped 
back and divided into sections to display china and 
glassware patterns. A few carefully chosen prints and 
a flight of porcelain birds ornament the walls. : 

The stairway is pitched for comfortable ascent and 
the balustrade of ironwork enameled white with a ma- 
hogany rail is striking in its simplicity. The balcony 
juts out in a gentle curve which is followed by the 
balustrade. The entire effect of the gift department 
is one of delicacy, which forms a pleasing contrast to 
the more substantial decorative scheme of the main store. 
The inexperienced bride-to-be is often glad of advice 
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in making her choice of dinnerware, stemware and sil- 
ver, and Mrs. Vanderslice is prepared to give authori- ° 
tative counsel, when it is desired. The space is centered 
by a handsome walnut dining table, and a complete 
setting is arranged, in any desired combination, thys 
doing away with guesswork altogether. This device has 
been found most helpful in bringing about a final de- 
cision, and in assuring permanent satisfaction. 

The situation of Maynard-Page during the war years 
has been no different from that of other jewelers with 
respect to advance knowledge of weddings. Very often 
the first hint is when the recently married couple come 
in to spend their wedding present checks. Whereupon 
the card index system kept up by Mrs. Vanderslice and 
her assistant comes into play at that point, instead of 
at the time the engagement is announced, as they would 
have preferred. 


BRIDES-TO-BE ARE CONTACTED 


The normal procedure is to watch the society sections 
of the daily papers, keep in touch with photographers, 
ete. Learning that a girl plans to be married soon, a 
telephone call is made to her or to her mother, offering 
the services of the store in all sincerity, and explaining 
just how a conference with a qualified counselor can 
be helpful. When either or both of the ladies call, every 
effort is made, not to persuade them to choose the most 
expensive patterns available, but to find out the exact 
circumstances under which the new home is to be estab- 
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lished, so that every item purchased from Maynard- 
Page will be in keeping and will furnish a lasting source 
of pleasure with never a regret. 

From that time on, every gift purchased in the store 
is entered on the card set up for that couple, together 
with any other detail which may be of interest at a 
later date, such as the bride’s preference in colors, or 
any collecting hobby she may have. This becomes a 
permanent record. The matter of wedding gifts will he 
cleared up in a few weeks, but it is entirely possible that 
Friend Husband will stroll in to purchase an anniversary 
gift. He thinks the Little Woman would like a piece 
of silver in that pattern—he doesn’t know what you call 
it, but it is kind of carved and yet shiny too. You know? 
And Maynard-Page does know. It is all there in the 
record, not only the name of the pattern, but ‘the items 
which are missing from the collection. And then you 
have gratitude! 


BRIDAL-GIFT PACKAGING IMPORTANT 


Maynard-Page uses all white in bridal gift wrappings. 
There have been times during the past years when the 
white satin ribbon which is preferred has been com- 
pletely unobtainable, and a substitute has been used, 
but the care and skill required to make a handsome and 
distinctive package have never been relaxed. 

The privilege of shopping at leisure and in comfort 
is of course not confined to the “Bride’s Corner,” but is 
offered throughout the mezzanine gift shop. Mrs. Van- 











derslice and her assistant spend their entire time jp 
this department, and the customer in search of a bridge 
prize or a gift for a child’s birthday party may be it 
of assistance, if she wants it, or freedom to browse 
through the entire department, if she prefers that. The 
store makes a special effort to offer merchandise not to 
be found elsewhere in the area, and this includes the 
most exquisite and costly objets d’art. Mr. Mumpower 
feels, however, that exclusiveness does not necessarily 
mean expensiveness, and exactly the same courteous 
attentiveness is given by his sales personnel to the 
merchandising of some charming trifle in the moderate 
price range, and to a transaction involving a valuable 
piece of jewelry. This may seem an obvious principle 
of salesmanship, but one has only to recall instances of 
superciliousness observed in stores of this type to real- 
ize that it is a principle often disregarded. 


SEPARATE SALES FORCES USED 


The opening of the mezzanine gift shop has made 
it necessary to increase the sales personnel of the store 
by two additional employees. The sales force on the 
main floor does not serve in the gift shop and vice versa. 

The show windows of this store are noteworthy for 
their quality of artistic restraint, a description which 
refers to the permanent construction, as well as to the 
arrangements. The front faces on Flagler, which is 
the principal shopping street of the city, and is faced 
from pavement level to the framing of the windows 
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with highly polished black marble. This handsome dec- 
oration extends around the corner into the arcade and 
along the entire length of the store. All windows are 
built up to convenient eye level and the front ones, 
two in number, are floored and paneled in walnut. A 
comparatively small window to the right of the door has 
a curved glass front and usually contains a display of 
sterling hollowware. Beyond the door is a large bay 
window, divided into two equal sections by a double 
faced mirror partition, which adds an illusion of space. 
A few swatches of velvet may drape this window as a 
background for jewelry, which often appears in the 
front section. The other section curves around into the 
entrance of the arcade, and may hold a few figurines 
or vases. 

Leading the observer along the side of the store, the 
marble frames two large circles 36 inches in diameter, 
and the bay is completed by a pie-shaped segment curv- 
ing gently into the side wall. Beyond this, the length 
of the store carries a series of seven windows, arranged 
in groups of three, with a single window between the 
groups. This spacing adds symmetry to the design. 
The two circular windows, the wedge-shaped one in 
the corner and the seven straight ones are all lined with 
a satin-finished blonde wood. By way of variety, the 
wood in the seven straight windows is carried up only 
three feet, the space above being filled in with white 
Venetian blinds, giving an effect of lightness and charm. 

In decoration, every one of these windows, thirteen in 
all, is kept singularly uncluttered, only a few lovely 
objects being displayed in each. This principle, it may 





be added, is another which receives more lip Service 
than actual observance, but Mavnard-Page window 
dressers adhere to it without deviation. 





WHAT DO CUSTOMERS MEAN TO YOU? 


Here’s an advertisement that happened to be pub- 
lished by a bank but that any jeweler could well use 
either as an ad or a display card, since it expresses , 
code of business sentiment that cannot fail but build 
good-will and closer relations between ourselves and 
those who do business with us. Here is the copy: 

“WHAT IS A CUSTOMER? 

“A Customer is the most important person ever in 
this institution—in person or by mail. 

“A Customer is not dependent on us—we are depend- 
ent on him. 

“A Customer is not an interruption of our work—he 
is the purpose of it. We are not doing him a favor by 
serving him—he is doing us a favor by giving us the 
opportunity to do so. 

“A Customer is not an outsider to our business—he 
is part of it. 

“A Customer is not cold statistics—he is a flesh and 
blood human being with feelings and emotions like our 
own. 

“A Customer is a person who brings us his wants, 
It is our job to handle them profitably both to him, or 
her, and to ourselves. 

“Here the customer—that’s YOU—is more import- 
ant than money. .WE WELCOME YOU. COME IN.” 
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LOOK AT STORE THROUGH CUSTOMERS’ EYES 
(From page 178) 


window display, every counter and case display and 
every advertisement, because that is the way women 
think about jewelry and everything else they put on. 
No matter how perfect the craftsmanship or how 
precious the gems, no woman will be seen wearing a 
piece of jewelry that is not in style. Grandmother’s 
chatelaine languished in the attic for many a year 
until Dame Fashion decided that its quaintness was 
smart and now the originals and their myriad copies 
are sported on every smart suit! 


FEATURE JEWELRY SMARTNESS 


Not only should the smartness of the jewelry. itself 
be emphasized in every possible way, but also the smart- 
ness of wearing jewelry! Featuring magazine pages 
and photos of fashionable women wearing jewelry will 
do much to create the desire for it. 

Another way of associating jewelry with fashion 
figures is shown in the second illustration. Here gay 
little figures are created by mounting flat paper cut-outs 
on glass panels. Jewelry pieces are also attached to 
the glass with transparent cellophane tape. A whole 
series of such figures could be used with appropriate 
pieces of jewelry shown with each one—tailored suit, 
evening gown, dressy afternoon frock, young girl’s party 
gown and so forth. If you have anyone at all clever 
with paste pot and colored paper, a variety of charm- 
ing little figures can be worked out. By hingeing two 
pieces of glass together with passe partout tape, a self- 
standing unit can be made. In the display shown, the 
hinged unit was placed in a shadow box and lighted so 
that the figures cast interesting shadows on the light 
background. A low curved elevation, fabric covered, 
held additional jewelry. 


DISPLAYS MUST BE "SMART" TOO 


In order to create the impression of a smart store 
with fashion right merchandise, the displays must be 
in that character in every detail. The fixtures should be 
chosen for their good design and smart appearance. 
Bulky fabric covered blocks and cylinders are giving 
way to lighter looking units — sometimes of plastic, 
sometimes platforms supported on dowels or brackets. 
Backgrounds should be simple and plain rather than 
fussy and fancy, but they can be colorful. Nicely tex- 
tured fabrics, softly- colored wall papers, woodweave 
screen, glass or plastic rods are some of the things which 
may be used. 

The third illustration shows a simple fixture on which 
a variety Of jewelry pieces may be displayed.. Two half 
circles about two inches wide cut from masonite or 
beaver board form the ribbon shape. They are covered 
in fabric and supported on feet made from one and 
one-half-inch doweling. A small circular pad is laid 
on the floor and another is supported on a dowel. Both 
are fabric covered in contrasting colors. 
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(From page 175) 


more than tripled in the last two years and the cash 
value of the volume has been increased almost one 
hundred per cent by selling a higher priced merchan- 
dise.” 


This was figured out when it was noticed that most 
of Raskin’s costume jewelry buyers were men instead 
of women. They found out that women buy costume 
jewelry any place, but mostly in ten-cent stores and 
department stores, and the average woman, they dis- 
covered, leans decidedly toward the cheaper pieces. Men 
buy costume jewelry to give to women and consequently 
buy better merchandise. 

The thing that was holding back the volume was the 
fact that men customers for-costume jewelry did not 
know how to select and what would most likely be 
appropriate. Raskin’s put a woman in charge of this 
department and saw their volume skyrocket and stay 
there. 


EMPLOY VETERANS AS FLOOR SALESMEN 


The matter of floor salesmen is being satisfactorily 
solved. Mr. Robinson, the store manager, spent a year 
in the army. When he came back to the store he hired 
four veterans who were experienced in jewelry selling 
and two who were inexperienced. He and the four 


APPLIANCE SALES NEED SEPARATE DEPARTMENT * 






experienced salesmen put the novices through an jp. 
tensive selling course and the two inexperienced men 
are now selling the same volume as the others, 

Raskin’s repair shop on the second floor is now staffeg 
with ex-servicemen and new men to be hired for the 
downstairs appliance department will also be veterans 
of this war. 


REPAIR SHOP "OFF LIMITS" TO PUBLIC 


The repair shop on the second floor is closed to the 
public. All repair work is taken in on the main floor 
and sent upstairs to the shop. Customers who come in 
are not detracted by the repairing equipment but are 
continuously exposed to the display of fine merchandise 
in an atmosphere of soft, adequate lighting that shows 
goods to their best advantage. 

Customers will be able to roam at will on two floors 
when the downstairs store has been completed and they 
will be encouraged to browse and to study the merchan- 
dise for there will be a studied effort on the part of 
the management to avoid rushing or harassing a custom- 
er by over-attention. Downstairs, the almost endless 
mirrors around the store will permit a clerk to wait on 
another customer and at the same time keep an eye on 
a customer who is browsing so that service can be ren- 
dered when wanted. 

The new interior has given the store a cheerful, clean 
and light atmosphere that has had a beneficial effect 
on volume. Ends of counters have been rounded. Wher- 
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ever possible, square corners have ‘been curved and | 
curved lines have replaced the cold austerity of square 
corners and straight lines. 

Newspaper, radio and direct mail advertising were 
used to keep the people coming to this location. In 
the last two years since newspaper space has been short, 
radio has been used more heavily with excellent results. 
Direct mail advertising was also used much less. 

They found that radio spot advertising in which 
specific articles were featured brought in most new cus- 
tomers and produced the best results. Another advan- 
tage of playing up specific items on the radio was to 
give the store a chance to check the results. 

Window displays and window panel cards with store 
and selling information were successful in producing a 
large number of customers. Panels told them that na- 
tionally advertised merchandise was sold on terms and 
that there “was never a carrying charge” at Raskin’s. 

Credit is suggested. Actually a few years ago the 
business of the store was 93 per cent credit. Today 
75 per cent of the volume is sold for cash. 

A city bus stop on one side of the store keeps the 
sidewalk filled with people. At the side of each door, 
(the store has a door on each street), is a small display 
case. 

A careful check has indicated that persons looking 
at the windows always check the merchandise in these 
small glass-covered recess cases. 

Now along with the other improvements, Mr. Raskin 
said that they would install full glass doors on both 
street doors. This will make the interior of the store 
visible at night after it is closed. 


H. A. Raskin owns two other stores in addition to | 
the Oklahoma City store: Raskin’s, Inc., in Lawton, | 
Okla., and Woods, Inc., Wichita, Kansas. 


The Kansas store is being completely remodeled and | 
Mr. Raskin said that when it is completed it would | 
be one of the most outstanding jewelry stores in Amer- | 
ica. More than $27,000 is being spent on the front | 
alone. 





SECONDARY WINDOW DISPLAYS CHARMS 





Although the main display windows of the Sallan Jewelry Co., 


Detroit, Mich., were devoted to promotion of “the first diamonds 
from liberated Holland", that didn't stop Gus Klich from putting 
considerable thought into a secondary, side-street window. He came 
up with the above display, featuring charms, combining a large as- 
sortment of merchandise with the single descriptive word. 
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FROM DISABLED VET TO SKILLED CRAFTSMAN 
(From page 177) 


obtaining a well-ypunded knowledge of the profession. 
The school has no difficulty in placing veterans after 
they have completed the course. On the contrary, there 
is a waiting-list of employers seeking veterans newly- 
trained in this field. 

Most ex-G.I.s enrolled at the school are working under 
the provisions of the “G.I. Bill of Rights.” However, 
as students advance there is additional revenue in the 
form of fees resulting from repair of watches and clocks 
as part of the classwork. This added revenue also helps 
pay tuition expenses. 

Non-veterans, particularly those who are physically 
handicapped, are also enrolled in large numbers at the 
Kansas City school. Several nearby states including Kan- 
sas, Oklahoma, Arkansas and Iowa have selected the 
school for training disabled or handicapped civilians 
under the Rehabilitation Service, and a surprising num- 
ber of these students have been highly successful in open- 
ing their own shops. In many instances the husband 
is the watchmaker and the wife does engraving. Over 
100 disabled persons have been trained by the school’s 
staff since the Rehabilitation Service selected the insti- 
tution, and post-graduation placement has been 100 per 
cent. 

The school’s location in Kansas City, Mo., is fortunate 
in more than one respect. Geographically, of course, 
it is in a position to serve a large area because of its 


central location. Also, the present scarcity of skilled 
watchmakers, engravers and jewelry repair workers j, 
particularly acute in a wide area surrounding Kanga, 
City. Many who would hesitate to travel a great distance 
to either the East or West coasts for instruction, leap gt 
the chance to acquire technical skill only a few hundred 
miles from home. 

Conducted under the direction of Gustave Van Erp, 
the school bases its rapid growth and recognition by 
public agencies on three factors: 

1. A thoroughgoing, individualized training program; 

2. A comprehensive curriculum including every tech- 
nical instruction for complete preparation in the pro- 
fessions of watchmaking, engraving and jewelry repair, 
and 

3. A staff comprised only of highly-skilled and ev- 
perienced instructors. 

The individualized training program offered by the 
school starts the moment an applicant is interviewed, 
Questions are asked to determine the future student’s 
goals and aptitudes, and the answers to these questions 
provide the basis for the course of training. 

Each new student is assigned his own bench and 
tools and starts working under an instructor’s individual 
attention. When it is apparent that the student is 
grasping the technique he is eased into a self-progress 
method of working and the instructor participates less 
and less in the work. However, instructors are always 
—even in the final stages of the training—available for 
consultation and “pointers.” The student may advance 
as rapidly as he can possibly master the training; there 
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are no rigid schedules. However, only perfect work is 
acceptable to the teaching staff, in view of the precision 
demanded by the profession. 

The comprehensive curriculum offered in clock and 
watchmaking consists of 400 hours training in clocks 
and 1400 hours training in watches. Modern, up-to-date 
equipment used in the classes, lectures by the instructors 
in all phases of the work and comprehensive reading 
assignments in standard texts provide the student with 
a solid foundation in the subject. ° 

Courses of instruction in the school are given by the 
director, Mr. Van Erp, Roy G. Thompson and Charles 
C. Makepeace. 

Mr. Van Erp was born in Amsterdam, Holland, and 
served an apprenticeship there at a time when one either 
became a master of the craft or was not permitted to 
continue with it. In 1912 he came to the United States, 
and after serving as a watchmaker in several large jew- 
elry stores, opened his own school of watchmaking in 
Peoria, Ill. 

Mr. Thompson, a native Kansan, received his tech- 
nical training at the Omaha School of Watchmaking. 
Before joining the staff of the Kansas City school he 
followed the watchmaking trade for 32 years. 

Mr. Makepeace received his technical training in 
Kansas City, having attended the Missman and Stuhl 
School of Watchmaking there, graduating in 1905. He 
afterwards taught in this school and served as a watch- 
maker in Lawrence, Kan. 

A competent and well-organized Personnel and Place- 
ment Department of the school provides students with 


understanding assistance during the time courses are 
being taken and, afterwards, seeks to place them in a 
well-paying job. Every graduate of the school in the 
past three years is either in a well-paying position or 
else in business for himself. 

Enrollments in both the day and evening courses 
at the Kansas City school are now at full capacity. One 
entire section of the watchmaking division is devoted 
exclusively to the training of G.I.’s and veterans, and 
it is anticipated that future enrollments will see an 
increase of servicemen. 


NETWORK PROGRAMS FOR LOCAL SPONSORS 
(From page 179) 


describe than the newspaper reader can swallow at a 
glance. The radio listener, however, will “take them 
in” because he is interested in the program which fol- 
lows. 

The spoken word, in quantity, is again more power- 
ful when the jeweler puts the weight of his advertising 
behind his diamonds. A poor diamond and a fine dia- 
mond will look pretty much the same in a sketch, and 
it requires numerous well-chosen words to point out the 
difference in value. The human voice, too, is much more 
convincing than cold type when it dwells on the other 
factors that influence the prospective purchaser of a 
precious jewel—allure, glamour, the “pride of owner- 
ship.” 

Pugh Brothers Company, who are the sponsors in 
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Youngstown, Ohio, (a typical medium-size market) of 
one of these co-operative programs, say that they find 
it an excellent method of advertising. In a letter to 
the stars of “The Private Lives of Ethel and Albert,” 
which is the show that Pugh Brothers sponsor, they say: 
“Thanks for your letter. Our customers seem to be 
enjoying the program. At least many of them have 
either written or called us and thanked us for maintain- 
ing the program on the station. It will be a great 
pleasure for us to meet with you personally on our next 
trip to New York.” 

Letters from other jewelers sponsoring co-operative 
programs are in the same vein. From Toledo, a larger 


market, the Broer-Freeman Company, wrote to Ray- . 


mond Gram Swing: “I am sure you will be glad to know 
that we count ourselves fortunate in having had the 
opportunity of sponsoring your broadcast on Station 
WTOL. We are not only satisfied, but highly pleased 
with the results obtained so far. It is my impression 
and has been for some time that you rank as the top 
of radio commentators, and to be tied in with such a 
program is indeed a satisfaction to us.” 

From Lynchburg, Va., the Bowen Jewelry Co., 813 
Main Street, wrote the following to Announcer Phillip 
Allen, of Station WLVA, Lynchburg: “We have been 
sponsoring ‘Headline Edition’ for 28 weeks now and 
we want you to know that it is getting results in a big 


way. 

“Several weeks ago one of our local ministers, Dr. 
Carlton Barnwell, wrote a skit which was based on 
‘Headline Edition.’ The skit was presented to a group 


of about 200 people and went over with a ‘bang.’ Some 
comedy was mixed in the play and the sponsor’s name 
was used effectively without our having anything tp 
do with it. The whole thing was spontaneously handled 
and for that reason, the advertising was worth man 
times its monthly cost. We are highly pleased with 
the program.” 

The Kortz-Lee Jewelry Company of Denver, Color. 
ado, a still larger city, wrote to commentator Martin 
Agronsky: “Thank you for your letter and autographed 
picture. I appreciate your personal interest. I enjoy 
your broadcasts very much, and can assure you that 
you have a very big audience, as any item we feature 
brings a nice response.” ; 

An aggressive merchandising campaign conducted by 
ABC helps the jeweler to convert the co-operative pro- 
gram into an active sales tool. Sponsors of dramatic 
programs receive advance notice of “story lines” so that 
their commercials can be tied in with the program. When 
a program personality is engaged in some particular 
activity, sponsors receive pictures to be used in window 
displays, local newspapers, house organs or dealer circv- 
lars. Any commentator might visit a city to deliver 
a lecture before some special group through the court- 
esy of the sponsor, thus publicizing both the sponsor 
and the program. 

What it all adds up to is that the co-operative radio 
program is a valuable advertising medium which can 
help the jeweler move his goods from the showcases 
into the hands of the customer, and that many more 
jewelry stores might well find it profitable to use. 
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Benj. Allen & Co. will continue to render the jewelers of this 
country the same efficient, degendable service they have given the 


During the past very difficult years we demonstrated to thousands 
of jewelers the advantage they enjoy when they depend upon a long 
established reliable house like Benj. Allen & Co. 


Our buyers are constantly in the market, familiar with all the supply 
sources of jewelry store merchandise and ever alert to new sources 


MAKE OUR STORE YOUR SOURCE OF SUPPLY FOR 1946 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
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BACKWOODS LAPIDARY 
(From page 190) 


ten years he cut, faced and polished gems in this man- 
ner without anyone becoming particularly interested in 
his work. Then workers in the nearby mica and feldspar 
mines started dropping in with pieces of quartz which 
they wanted made into rings “for the old lady.” As 
time went on word of the stone-polishing miller spread 
and tourists from Linville, Burnsville and other com- 
munities began bumping their way over the washboard 
roads to Roby’s farm, leaving orders for native gem 
stones to be cut and polished. When they got home their 
friends began to send in orders by mail, and gem collec- 
tors sent in rough stones for polishing. 


One day, an important-looking car drove up the road 
to Hawk and disgorged an individual who turned out 
to be a jeweler from a far-away city. He gave an order 
that made Roby’s eyes pop and the community suddenly 
found itself deprived of its only gristmill. Roby Bu- 
chanan went into full-time gem production. 


Realizing that the world was beating a path to his 
door because of his “better mousetrap,” Roby decided 
that his original Rube Goldberg mill-wheel arrangement 
just wouldn’t do. ‘‘Cain’t keep up with the orders with 
that thing,” he decided ruefully, so he acquired “fotch- 
ed-on” power by stringing an electric line to his shop. 

At first Roby merely cut and polished the native 
stones, leaving their mounting to the purchasers. After 
a time, however, his daughter-in-law, a skilled gold- 





smith, set many of them in rings, brooches, ear-rings 
and the like. In a way, the Buchanan farm is now a 
self-contained manufacturing-jewelry establishment. 

Roby’s technique, self-acquired, is the same as that 
of any lapidary. He first cuts his stones into blocks 
with the diamond saw, afterwards grinding them into 
rough shapes on a carborundum wheel. Then the stones 
are placed in a holder and applied to the carborundum 
wheel for facing. 

Just having a water-wheel and a yen for pretty stones 
doesn’t account for Roby’s success entirely, however. 
Plain luck entered into the matter to a considerable 
degree, since his farm is in the heart of the Carolina 
mining country where 70 per cent of the nation’s do- 
mestic mica is produced. Occurring with mica and vari- 
ous ceramics of the section are many semi-precious 
stones. The finest quartz in America is produced there 
(it was used in making the lens for the Mount Wilson 
observatory), and much of the quartz is speckled with 
the semi-precious stones. Ordinarily the gems occur in 
too small a quantity to be of commercial value. 

Miners, chancing upon stones in the course of their 
daily work, save them and peddle them to Buchanan 
vhen he makes his regular rounds of the mines. Also, 
Roby “prospects” in the mine dumps where he makes 
many valuable discoveries. 

As an indication of Roby’s sficcess as a lapidary, one 
observer has stated that he purchased a zircon from the 
Hawk miller seven years ago for $20. Last year a 
piece of jewelry made by Roby and his daughter-in-law 
fetched $2,000 in a metropolitan jewelry store. 
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Due to conditions well known to 


you, we cannot resume deliveries of 


ALTON WATCHES as planned. 


We must all patiently wait until 
adjustments now in progress are com- 
pleted and normal conditions again 


prevail. 


Weksler & Goodman, Ine. 


5 South CHICAGO 3 
Wabash Ave. ILLINOIS 
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Can You Help Me? 


My Display Problem Is, 
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by VIRGINIA DIXON 


Readers’ questions about window and inside-store dispig 
will be answered in this department each month by Miss Ti 
ginia Dizon, one of America’s topnotch display experts whoa 
talents have been brought to a focus on the jewelry field, 
Miss Dixon is already well known to JC-K readers as the 
author of many stand-out articles on jewelry store display, 


| pte read your recent article on store lighting 
in Tue Jewevers’ Circutar-Keysrone, I would 
like your advice in regard to the lighting of my new 
store. 

The plans call for indirect lighting from behind the 
cornices of the wall cases and fluorescent lights in the 
display cases. What type of lights do you think I should 
use overhead and what should I use for the diamond dis- 
play case? What would the effect of daylight fluorescent 
be on the diamonds? The store is twenty-seven feet 
deep, sixteen feet wide and nine feet high.—M. J. C. 

Answer—The indirect cornice lighting and the fluor- 
escent lighting for your cases sound very good, but for 
both silverware and diamonds, especially the latter, you 
will need some incandescent lighting to give sparkle and 
brilliance to your merchandise. Fluorescent is excellent 
for general illumination, but it is apt to give a “flat” 
effect unless it is supplemented by incandescent lighting 
for warmth and sparkle, which may be provided by 
overhead lighting fixtures and well placed spotlights. 

A combination of white fluorescent and daylight in- 
candescent spotlights should give the greatest amount of 
brilliance for your diamonds. 


E’D like your recommendation on manufacturers 
-Y or distributors of gift wrap paper that is “differ- 
ent”.—R. I. 


Answer—Here are the names of several firms con- 
sidered particularly good—Fravessi-Lamont, Inc., 229 
fourth Avenue; Laverne Originals, 225 Fifth Avenue; 
Ty-Rite Products, Empire State Building; H. T. Wil 
liams, 225 Fifth Avenue, all in New York, and Joseph 
M. Katz and Co., 1251 Reedsdale Street, Pittsburgh 12, 
Pa. 

SHOPPING NOTES: 


UTTON up your overcoat—it’s still winter—but 
better start thinking of those spring displays com- 

ing up. Branches of spring blossoms are probably the 
first thing that occurs to most of us for spring decora- 
tion. If you can get the real thing from your florist or 
your own apple tree, nothing could be lovelier. If you 
can’t do that, here is a list of sources for artificial blos- 
soms. And here is one display item where one really 
shouldn’t pinch pennies! There are only two kinds of 
artificial flowers that should ever be used—especially in 
jewelry store windows. The first are the ones that are 
so cleverly and beautifully made that they are invariably 
mistaken for real ones. The second are the stylized de- 
signs that don’t attempt to look like anything that ever 
grew, but are distinctive and extremely decorative. In 
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this latter group might be included the natural branches 
and leaves that are treated with painting, flocking, gild- 
ing and what not. All of these may seem expensive in 
price, but they can be used season after season. Cheap, 
papery looking, obviously artificial flowers are worse— 
much worse—than none at all. Natural Creations, 241 
Bast 36th Street, New York 16, N. Y., have a particu- 
larly fine line of decorative materials and their show- 
rooms are now re-decorated for spring. Bois Smith, 20 
West 46th Street and Philip Roman, 110 West 46th 
Street, both New York, will make up to order any flower 
you can name and many you can’t! Other sources are 
‘Arts and Flowers, 43 West 56th Street; L. J. Charrot. 
36 West 37th Street; Decorative Plant Company, Ninth 
Avenue and 27th Street and Colonial Decorative Dis- 
play, 70 West 40th Street, all New York. In the middle 
west, there is Zemitzsch Decorative Company, 1627 
Washington Street, St. Louis 3, Mo., and Adler-Jones 
Company, 521 South Wabash Avenue, Chicago 5, Ill. 
Every woman loves a fashion show, so why not have 
one in your window? Feder Industries, Inc., 116 West 
48th Street, New York 19, N. Y., are introducing a line 
of exquisite miniature fashion figures—costumed to your 
order—complete with miniature jewelry. The figures 
stand about 28 to 30 inches in height and are made of 
fine wire mesh with delicately sculptured plaster heads 
and beautifully detailed hair-dos. They originated from 
the small fashion figures used by the famous French 
dress designers for their fashion showings immediately 
after the war. Fabric was so scarce that they resorted 
te miniature costumes in order to conserve material and 


the little figures were such a sensation that the originals 
are now being shown in London and will be brought to 
New York in the near future, for exhibit. The Feder 
figures are somewhat costly, depending on the amount 
of work on the costume ordered, since they are com- 
pletely hand detailed, but they could be the basis for 
an extremely smart fashion display and could no doubt 
be redressed for any number of occasions. They would 
certainly get attention. 

Mechanized units are coming out of the army into the 
display window. Gregory Motors, 320 Bridge Street, 
Brooklyn, N. Y., have a new type of display turntable 
with housing and top made entirely of aluminum. The 
speed of the revolutions on this unit can be varied from 
seven to as low as one and a half turns per minute. Such 
an adjustment is a really new feature and certainly a 
good one. 


SCARCITY OF JEWELRY IN SWEDEN 


Except for items brought in by fugitives, Sweden 
has imported no jewelry since before the outbreak of 
war. And the items imported by refugees and displaced 
persons are, generally, of a low quality. 

Domestic jewelry production in Sweden is virtually 
at a standstill. Metal is extremely scarce, particularly 
silver, the entire domestic output being used for coin- 
age. Gold is relatively plentiful but platinum is non- 
existent. Diamonds and stones are extremely expensive. 

Swedes are eager to buy valuable jewelry, currently, 
because of a fear of inflation. Prices, however, fluctu- 
ate from day to day. 








Every KREUTER custom-strap 
bears this trademark on its pigskin 
lining, and is imprinted with 
the name of the leather used. 
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... by RREUTER...watch straps created with old 
world regard for fine detail! Specific orders taken 
for leather, width, buckle-type. All buckles made 
with push-pin bars. All straps hand beveled. 


JACK KREUTER COMPANY 
516 Fifth Avenue, New York 18, N. Y. 
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DON'T FEAR THE CIGAR STORE 
(From page 180) 


of each type. For self-purchasers, American models 
seemed to hold the greatest prospect, with 49 out of 
112 mentions favoring the American “big three,” 32 
specifying Swiss makes, and 31 undecided. Of those 
contemplating watches as gifts, 40 named American 
models, 24 Swiss and 44 were undecided. 

The disclosure that 77 per cent of those interested 
in purchasing watches for themselves prefer wrist mod- 
els is, of course, hardly news. Nine per cent favored 
pocket watches, three per cent were interested in lapel 
or other models, and 11 per cent were undecided. Those 
considering the purchase of a watch as a gift favored 
wrist models by 72 per cent. Pocket watches were ex- 
pressed as a preference by four per cent, lapel and 
other watches appealed to one per cent, and 23 per cent 
of the future watch-givers were undecided as to model. 

Only five per cent of American readers intended pay- 
ing less than $25 for new watches, and the majority— 
27 per cent—anticipated paying from $35 to $49. 
Twenty-two per cent expected to pay $50, 15 per cent 
counted on paying between $51 and $74, and eight per 
cent were willing to go as high as $75. Eight per cent 
considered paying between $76 and $99, and a mere 
two per cent were willing to spend $100. Twenty-three 
per cent were undecided as to how much they'd pay. 


REASONS FOR DISSATISFACTION 


Also of interest to retail jewelers, are the statements 
of American readers relating to dissatisfaction with 


watches currently in their possession. By far the ma- 
jority, 41 per cent, complained of inaccuracy, anq 29 
per cent protested that their timepieces always Tequired 
repairs and, as a result, had a high cost of upkeep, 4 
more modern design was sought by 17 per cent of the 
dissatisfied watch owners, 14 per cent stated that thei 
watches were just “worn out,” and six per cent Claimed 
that their watches had never been satisfactory in the 
first place. Other bad features listed were tendency of 
jarring too easily, difficulty of obtaining parts, ang 
difficulty in reading. 

Of passing interest, also, is the American’s disclosure 
that a great percentage of its readers were misinformed 
as to the role of jewels in a watch. Less than half of 
those asked, 41 per cent, knew the proper answer, 2 
per cent had a vague idea, 12 per cent were completely 
wrong and 27 per cent hadn’t the foggiest notion. Gen. 
erally speaking, men were better informed on the gub- 
ject than women. 


SEEING IS BIGGEST THING IN SELLING 
(From page 182) 


kind and description dressed in the finest “tailoring” 
to reach for the market thus generated. The natural 
reaction at revelation of the true nature of this shoddy 
merchandise will be felt not only by its purchasers but 
by every individual coming in contact with that pur- 
chaser. 

And following swift on the heels of this trend will be 

















It protects you against burglary, theft, 
hold-ups, window smashing, pennyweighting, 
fire, smoke and water damage, loss in transit, 
and covers anything you may have on memo, 


as well as your own goods. 


N. Y. OFFICE 
WM. F. BOYLAN, Mer. 


107 WILLIAM ST. 
NEW YORK 7, N. Y. 





All Your Insurance Needs 
Covered by a Single Policy 


That's Jewelers’ Block Insurance .. . 


St. Paul Fire & Marine Insurance Co. 


HOME OFFICE 
111 West Fifth St. 
ST. PAUL 2, MINN. 














Save yourself insurance worries by covering 
ALL RISKS with this one simple complete 
policy. 

For details consult any of our agents any- 
where in the United States, or your own 
broker. 









PACIFIC DEPT. 
E. B. BARRY, Mgr. 


MILLS BUILDING 
SAN FRANCISCO 4, CALIF. 
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the buyer’s skepticism . . . he is going to want to see 
first . . . see in pictures, in drawings, in word descrip- 
tions, exactly what he not only can buy tomorrow but 
what he can buy today. 

The skepticism the average soldier will bring back 
will be of much the same nature. He offers us for the 
next two years one of our greatest markets for every 
type of merchandise we have to sell . . . simply because 
he has had no replacements, because he has pent-up 
desires to own these things and because in most cases 
... he has the money to buy. The saving habit through 
war bond purchases, the Army’s payroll savings plan 
and higher pay for enlisted men have enabled him to 
easily save money out of his pay; something almost im- 
possible for the average veteran of the last war. 

A few are going to rush forth and buy without think- 
ing... buy anything they can get their hands on. But 
the great majority are not going to do so .. . they are 
going to have to be sold and they are going to have to 
be shown with their own eyes exactly what we have to 
sell and why our particular item is the best his money 
can buy. 

Competitors will also make today’s and tomorrow’s 
selling more and more difficult. Using every visual means 
at our command as ammunition in the battle for sales 
against competitive efforts to win them is one of the 
smartest moves we can make. 

Wise indeed will be the jeweler who, when he receives 
his first item in a new line, uses it solely for display 
purposes in taking advance orders and does not sell it 


immediately. Setting up such an item in a window op 
on a counter display as a “sample of what we will have 
available next week or next month,” and suggesting the 
placing of advance orders will bring far more sales than 
disposing of the item immediately. 

So also will the up-front use of manufacturers’ dis- 
play cards and sales literature which is even now begin- 
ning to come into. our stores. It should not be cast aside 
to be read at leisure but posted where every customer 
can see it . . . where every photo or drawing of a new 
item we shall shortly have for sale can be working to. 
build sales upon its arrival in quantity. 

Setting aside a special part of a well-spotted window 
for posting such literature will be a sure attention-getter 
and every such piece of manufacturers’ literature that 
appears therein will be one more boost for that indi- 
vidual jewelry store as the place where the new mer- 
chandise can be secured as fast as it is released. 

In the same line of thought we will undoubtedly find 
it extremely wise to read such literature, such advertis- 
ing in our trade journals, and the trade announcements. 
that appear therein, with the utmost care and study of 
exactly what the manufacturer has to offer. Grabbing 
at generalities is a certain road to over-selling and con- 
sequent disappointment on the part of a customer. 

Now, today and in the weeks ahead, it is more im- 
portant than ever before that every jeweler, every clerk 
in every jewelry store whether in Chicago or Smith’s 
Corners, know accurately and exactly what the mer- 
chandise we shall have available is going to be, what it 
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is going to look like, what it will be made of or how 
constructed, and what are the new added features. 

So also must we secure an increasing awareness of 
the importance of display not only in our store windows 
but within the store itself. He who quickest realizes 
that the days of rough competition are before him will 
be the one who is best set to put up a good fight when 
that competition arrives. Successful jewelry stores have 
always achieved their perfection because the man or 
men who ran them was ready before the battle began 
and had started his barrage of selling before the occa- 
sion arose. 

Today we are no longer merely waiting on our cus- 
tomers... we're getting ready to sell them again. 

Today we are no longer waiting for customers .. . 
we're at the point where we shall have to go out and 


get them. 





SMALL SPACE NO BAR TO BUSINESS 
(From page 184) 


be installed shortly. Leather-topped stools make for 
comfort of customers. 

As soon as available, glass shelving will be placed in 
the wall cases, and hidden lights will illuminate merchan- 
dise on display. 

Thus, two brothers, formerly associated with the jew- 
elry trade, have returned their separate ways from war 
service, and have joined forces in catering to Boston’s 
jewelry-buying public. 

According to James, stock will be built up as it be- 
comes available, and Mitchell reports that any G.I. 
“buddy” gets first priority on watch or other repair 
work, 

Definitely small, it’s like a fine jewel in a perfect 
setting—this little shop of James & Mitchell. 





OFFERS COURSE IN JEWELRY DESIGNING 


Many schools are currently offering courses in 
watchmaking, engraving and jewelry repair to the re- 
turning veteran and others but until recently it has 
been difficult for those men who want to take up the 
work of jewelry designing to find competent instruction. 

Now this need has been met with the announcement 
of the course being offered by Christian A. Jakobb, who 
for many years has conducted the classes for part-time 
students in this work at the Mechanics Institute in 
New York City. The new course, which is being carried 
on by Mr. Jacobb personally, is much more complete 
and intensive and is designed to give the student a 
knowledge not only of the fundamentals taught in the 
Mechanics Institute but the complete technique of the 
‘occupation. 

Included in the course are such subjects as creative 
guidance, cultural guidance, the technique of the use 
of the materials and tools required in jewelry designing 
‘work, sketching, finished rendering and painting and 
the marketing of designs. 

Fee for the entire course which includes 25 individual 


‘lessons, is $30. 


Further information about the course may be had 
from Mr. C. A. Jakobb, 217-01 Corbett Road, Bayside, 
Long Island, N. Y. 
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SUBSTANTIAL QUANTITIES 
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Beautiful, hinged boxes for necklaces and 
pearls with luxurious, satin-cushioned, re- 
movable tray. Specially priced at 12%4¢ 
each in large quantities. Also a variety of 
other boxes for pin and earring sets, watches, 
and our exclusive pearl utility box (an 
exquisite jewel box with a removable pearl 
tray). Cardboard, wood or plastic. .. . 
Covered with plasticized leatherette paper, 
velvet, Karatol, etc. 


Ranging in price up to $2.00 each. 


BUY DIRECT FROM OUR FACTORIES 


Inquiries Invited 


IRA HARMON 


489 - 5th Ave. New York 17 


Tel. MUrrayhill 2-2492 
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A COMPLETE LINE OF OPALS 
FOR THE 
MANUFACTURING JEWELER 


Manning Opal Corporation 
22 West 48th Street, New York 19, N. Y. 


Telephone BR 9-7199 








*The Sit-Downer’ 
20” x35" x 48" 
$75.00 


e of the Americas 
ew York 19, N. Y. 


A Diamond Imperfection Detector 


Pre-war Model 


INSTRUMENT COMBINES: Dark- field illumi- 
nator, 10x-20x microscope, stone holder, mirror 
for surface reflection, and an economical price. 
Better than any other instrument, for store buyer 
or customer it clearly reveals inclusions typical 
of genuine or imitation gemstones. 


WATCH FOR ANNOUNCEMENT of new model 
of even greater efficiency. 


For Information on Pre-war Models write to 


THE BRER COMPANY 


856 So. Figueroa St., Los Angeles 14 

















CENTRIFUGAL CASTING 
EQUIPMENT & SUPPLIES 


Centrifugal Metal Casting Machines 
(Kerr, Vaughn, Bee, & & Ecco—Spring & Motor Driven) 


Cun Wax Casting Machines 
(Spring & Motor Driven) 

Rubber Mold Holder for Wax Casting Machines 
Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Melds 


Machines for Injecting Wax into Metal Molds 
(Hydraulic Hand Pressure & Air Pressure) 


Wax Eliminator Ovens 
(Saunders, Baker, Hones, & Hoskins—Various Sizes) 
Melting Furnaces 
(Gas Fired & Induction—Various Sizes) 


Melting Crucibles 
(Dixon Sand & Graphite—Wesgo) 


Casting Crucibles 
(Sand, poets. Carbon, Carborundum & Graphite 
1 Types of Casting Machines) 


Vacuum Pump Units 
(Table, Pump, Metal & Rubber Plate, Glass Bell Jar) 


Stee! Flaske—Carbon & Stainless—Rubber Sprue Bases 


Investments—(‘‘Cristobalite”’ for Gold & Silver) 
(Saunders for Palladium) 


Waxes—(Kerr’s Precision & Modifying—Saunders) 
Tongs for Crucibles & Flasks—All sizes 
Fluxes—Asbestos Gloves & Mittens 


ALEXANDER SAUNDERS & CO. 


(Suee. to J. Goebel & Co.) Est. 1865 
95 BEDFORD STREET, NEW YORK 14, N. Y. 
Price List Sent Upon Request 
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DIAMONDS LEAD A DOUBLE LIFE 
(From page 194) 


heavier bracelets and brooches. Flower forms were 
given & three dimensional feeling; diamonds and other 
gems were set, for the most part, free from the sur- 
rounding gold. 

More news: Long drop earrings, all with removable 
pendants for daytime wear . . Girandoles, like tiny 
wall brackets for a doll’s house, are another new ear- 
ring theme. One version is a cluster of tiny gold lily- 
cups each holding a diamond . . Necklaces continue 
the pet of the designers. The new ones appear to close 
in the front instead of the back. The closing is always 
very ornamental, sometimes with flip-over ends, a sun- 
burst clip or a tassel . . . Three snake-chain necklaces 
fastened with a diamond cross-bar attracted a lot of 
attention. 

Tiny animal figures reminiscent of the craftsmanship 
employed in the small; detailed elegancies of the Vic- 
torian era were much in evidence. One particularly 
charming clip called “Homing” was a little gold nest 
with two graceful diamond birds hovering over the 
tiny pearl eggs within. 


Rings? There’s only one word for the new rings 


and the word is magnificent. They’re bigger and bolder 
than rings have been since the Renaissance. Van Cleef 
& Arpels calls them knuckle rings and they’re not ex- 
aggerating. They are built up of two or three kinds 








and colors of metal and the diamonds are “pushed 
through” like stars or set in solid bands and borders. 
Another time, the diamonds are treated like the stamens 
of a flower, tipping filaments of gold and bunched te- 
gether within the oval that makes the body of the ring. 

Still faithful to white metal in spite of the ascendency 
of the yellow variety, this house showed a number of 
dazzling pieces in platinum and diamonds. An asym- 
metrical wrist watch set with diamonds on a slim snake 
chain represented this still very much alive fashion. 
Hardly destined to be a best-seller, but, nevertheless, 
a striking example of the diamond-cutters art, was a 
double necklace of emerald-cut diamonds valued at 
$850,000. 

Produced by N. W. Ayer, advertising agency for De- 
Beers, Ltd., this fashion show should have far-reaching 
effects on the style scene for this and coming seasons. 





YOU CAN'T SAY THAT! 
(From page 198) 


with less than 500/1000ths parts pure platinum may be 
marked by the name of the predominating metal, in 
decimal thousandths, but not as platinum. In platinum 
and karat gold articles, the platinum must be 985/ 
1000ths pure platinum, and constitute no less than 5 per 
cent of the total weight of the article; and the gold karat 
content must be indicated, e.g., “18K and Plat.” 

If any quality mark is used on an article, it shall be 
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We here present 
some striking 
pieces from our large collec- 
tion of genuine antique jewel- 
ry—imported from the capitals 
of Europe to meet renewed 
fashion interest in jewels of the 
past. You will find it worth- 
while to call on us for both 
antique and contemporary 
masterpieces of the jewelers’ 

arian 


MADISON AVE. 
NEW YORK CITY 
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Cutters of 


SYNTHETIC RUBIES 


and 


BLUE SPINELS 


Buff Top 
Faceted 
Cabochon 


PROMPT DELIVERIES 
EXPERIENCED WORKMANSHIP 
GUARANTEED SIZES 


METROPOLITAN LAPIDARY 


Importers & Cutters of Semi-Precious Stones 
12 John Street New York 7, N. Y. 
COrtlandt 7-0584 





mall ee a 
ae PUCHKOFE gos : 
) COSTUME JEWELRY BONES 


i of smooth, glazed-finish white Kromekote 


these superior cotton-filled boxes odd cllure to P. nS 


earrings, compacts, rings and other costume 


/P. PUCHKOEE x SONS, 1 


Packaging Specialists \ 


220 KOSCIUSKO ST. - B’KLYN. 16, N.Y. - NE 8-8100 
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NEW ADVERTISING SERVICE 
EXCLUSIVELY FOR JEWELERS 


BEAUTIFUL ART WORK — DYNAMIC COPY 
USES MODERN APPROACH AND TECHNIQUES 


We have made up and are offering to one jeweler in a 
city a complete newspaper mat service including art work, 
copy, mats, name plate and advertising counsel. A sample 
layout is shown above. 


THIS 1S A POWERFUL SALES BUILDER 
Write or Wire Today for Samples and Prices for Use in Your City 


ADVERTISERS MART INC. 
522 FirrH AVENUE, NEW YoRK 18, N-Y. 








Popular Priced 
Boys and Girls Rings 


Made in 14Kt Yellow Gold with synthetic 
Sapphires and Rubies 


Wedding Band in 14 Kt Pink Gold, set 
with 12 genuine Rubies 


No. 392... .$6.00 


No. 219... .$5.75 No. 176... .$5.50 
No. 203... .$4.75 


No. 174....$5.50 No. 607. ..$35.00 
For immediate delivery Order Today 


AARON LEIKIND 
Manufacturing Jeweler 
New York 2, N. Y. 


WaAlker 5-8869 


94 Canal St. 
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accompanied by the trade-mark of the manufacturer or 
dealer. | 

Abbreviations for marking are: “Plat,” “Irid,” “Pall,” 
“Ruth,” “Rhod,” “Osmi.” 

Note: The term “Platinum” should not be used to 
designate a plate, and all such expressions as “Platinum 
Plated,” “Platinum Filled,” etc., are improper. There is 
no standard or federal or state law relating to the mark- 
ing or advertising of any of the so-called related metals, 
except when alloyed with platinum. Such terms as 
“Platinum Effect,” “Platinum Color,” “Platinum Fin 
ish,” etc., with the capacity and tendency or effect of 





misleading or deceiving purchasers or prospective pur- | 


chasers into the belief that articles so described are 
composed of platinum, should not be used. Better Busi- 


wess Bureaus recommend that advertising should be | 


consistent with the principles of the above standard (or 
local statute) and with the marking on such articles. 


RHODIUM PLATE, ETC. 
Articles plated with rhodium should be affirmatively 
described as such, as for example, “Rhodium Plated.” 





They should not be referred to as “Rhodium” thereby | 


indicating they are made entirely of that metal. (See also 


F. T. C. §-2929.) 


No terms or descriptions including the word rhodium | 


nor such terms as “Rhodi,” or “Rhodium Finish” should 
be used in connection with articles containing no rho- 
dium. Articles plated with any platinum group metals. 
other than platinum, should be described as plated. 


SHEFFIELD PLATE 

Sheffield Plate was originated in Sheffield, England. 
It was manufactured by fusing sheets of silver upon a 
copper base, then rolling the metal into a workable 
sheet from which plated ware was made. The term 
“Sheffield Plate” or “Sheffield Silver” should not be used 
to describe any other product, any other method of 
manufacture or a product which is not made in Sheffield, 
England. Electro-plated articles made by an electro- 
chemical reaction whereby part of the silver adheres to 
an article dipped in a silver solution have been incorrect- 


ly described as “Sheffield Plate,” and “Sheffield Repro- 


ductions.” The latter should mean a product reproduced | 


hy the old Sheffield method. 

The term “Sheffield” alone or in combination with 
other words, including the word “Reproduction,” should 
not be used in connection with electro-plated ware. Re- 
productions or imitations of Sheffield designs may be 
described as such if it is made clear that the description 
refers to the design only. The term “Sheffield” should 


not be used as part of a corporate or trade name, or in | 
any other manner, so as to deceptively imply that a prod- | 


uct is antique Sheffield or modern ware manufactured by | 


the old Sheffield process, when such is not the fact. (See 
also F. T. C. 2573, 2638, 4000, 2386, S-1369, S-1351, 
S-150, S-134.) 


HAND-WROUGHT 


Hand-Wrought as applied to silverware means an 
article shaped and decorated from a flat piece of silver 
by a craftsman using only hand tools and such other 
non-mechanical aids as facilitate the use and manipula- 
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STAMP OF APPROVAL 
from Leading Scientists .. . 





RACINE WATCHES are 
equipped with 
e 15 Jewel Gallet Movement 
e Nivarox Hair Springs 
e Glacidur Metal Balances 


JULES RACINE & COMPANY 


20 WEST 47th STREET, NEW YORK 19, N.Y. 











| STERLING SILVER FRIENDSHIP RINGS 
To retail at-$l 
| 


REGUS 


Bie se fe f Pe e Lustrous 


; © Distinctive 
STERLING SILVER—12 designs, hand made, hand chased, Costume Jewelry 


expertly detailed. All sizes. Order by ; 
style Number or Asst. No. K3700. $6.75 doz. « Compacts, Etc. 


NOT ILLUSTRATED 


1/20 10K GOLD FILLED DANGLING HEARTS IMMEDIATE DELIVERY 


. . Heart design, sterling sil- 
oer coe a a ver, with 2 engravable * SIMULATED 


i . All sizes. 
Asst. No. K5700. ~~ All sizes 


$15. doz. $6.75 doz. 


| FREE—Velvet counter display with each half gross order. 

| JEWELRY CO. 

| 307 Fifth Ave., N. Y. 16 
Chicago: 36 So. State St. 


THE NEW NIASH CLIP 
fer Ear ngs 


f 
| 
4 iecilliaaae New Spring Line! | 
| ke igs f | 
| 











366 5th Ave., Cl. 6-2176 


—WANTED- 


| would like to purchase FOR CASH 


a jewelry store in a good location in 











i ASSEMBLE 
i 
J i 
re 


a live town or city located anywhere 
in the United States. 


PPAR, Must be a well actemmened share with 
an excellent reputation doing an an- 


Casy lo shssemble ee” nual business of at least $50,000.00 


Here is an inexpensive handy clip with or more. 





eX-LolUlihivlMmel-si(elsMa-celigiile Malem el(el-ialile| 


operations or bending. After base is at- WRITE ALL PARTICULARS TO BOX A-2918 
ireleal to (oMis-M-tolaglle ME im iule] Me amis malls Care Jewelers’ Circular-Keystone 


ond the earring is ready for wear. 100 East 42nd St., New York 


Sold in all colors, 10 K and 14 K. —NO BROKERS PLEASE— 








NIASH Refinin glo 116 Nassau St. ras) All replies will be held confidential 
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of such hand tools. Designs which required the skill of 
an artist to devise can be converted into master patterns 
from which copies of hand-made articles or designs can 
be produced by stamping or molding, but articles so 
made should not be described as “hand-wrought.” 

In the Scandinavian countries, and possibly some 
others, the terms “Hand Made” and “Hand Wrought” 
are sometimes loosely applied to articles made partly 
by the use of dies, or to machine-made silverware having 
hand chased ornaments. Advertisers should use care to 
see that imported articles are not described as “Hand 
Made” unless entirely hand made. 


HAND-MADE JEWELRY 

The description ‘Hand Made” as applied to jewelry, 
should mean entirely hand made. It should not be 
applied to jewelry, parts of which are molded or cast 
or not made by hand, even though such parts are assem- 


bled by hand. 


HALLMARKS ON SILVER 

No English hallmark, or any hallmark, stamp, brand, 
label or other mark or device which simulates or imi- 
tates an English hallmark, should be used on silverware 
unless such silverware has been made in England and 
has been submitted to Goldsmith’s Hall of England and 
has met the standards prescribed thereby for use of the 
English hallmark; nor should any mark, brand, stamp, 
or other device be used to represent or indicate that the 
silverware so marked has been so made and has met such 
requirements, or that it is of a certain hallmark, grade, 
quality, standard, design or manufacture, when such is 
not a fact. (F. T. C. S-3005.) 


(To be continued next month) 


JEWEL IN THE DESERT 
(From page 200) 


obvious from the way that visitors gaze into the windows, 
enter, and find themselves buying. 


Mr. Alchian himself created this perfect setting for 
the exquisite gems he sells. A graduate of the Mark 
Hopkins Art Institute in San Francisco and a highly 
successful jeweler in that city and San Bernardino for 
35 years, Mr. Alchian combines his jewelry business 
with painting portraits and landscapes, many of which 
have won prizes in West Coast exhibits. 

Putting his practical artistry to work, Mr. Alchian 
has blended the exterior and interior of the store into 
one, thus overcoming the small (25 by 20 feet) dimen- 
sions of his one-room building. It’s all done with 
windows and mirrors. Set into the pink corrugated 
front is a handsome but small display window, which 
also serves as an interior display case. The side of the 
store is all glass and here, interior glass showcases serve 
as window cases. 

This neat arrangement permits unrestricted visibility 
of all merchandise from the sidewalk and gives an air 
of spaciousness to the small room. The commodious 
effect is heightened by the mirrored wall and the un- 
cluttered arrangement of furniture and fixtures. Mod- 
ernistic display cases, which Mr. Alchian designed, have 
all glass tops and bleached satinwood bases. At all 
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FOUNDED 1846 
LE LOCLE 
SUISSE 


ULYSSE NARDIN watch factory was established 
TM Roe- Sobel Mol: t-1c MoMa-lalille Mol ant) ol-ldlol m@adohiculolae 


ship, skill and experience. 


ULYSSE NARDIN has won 8 grand prizes, 12 gold 


medals, 3111 observatory prizes. 


ULYSSE.NARDIN has won more prizes than any 


osial-tamaohiasMilolalthdelaitia-lailamial-in’ Zola (oR 


ULYSSE NARDIN CHRONOMETERS, serving on 
the ships of our nation in war and peace, are in- 


ITY ol lato] ol (Mado malonate oh ilolaMmelalo Mi tluillare R 


ULYSSE NARDIN chronometer watches are all — 
17 jewels—Shockproof—Temperature Adjusted— 


Styled exclusively and timed to seconds. 


FRANCHISES AVAILABLE —INQUIRIES INVITED 


ULYSSE NARDIN 


WATCH and CHRONOVMETER CORPORATION of AMERICA 
580 Fifth (ve. \ow York 19, V) 
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ANNOUNCEMENT 
To Watch Importers 






















In addition to our Watch Repairing Depart- 
ment, we now have a complete Watch Casing 
Service. 


All watches cased by us are timed for 48 hours 
before they are returned to you. Minor 
adjustments made without additional charge. 
We will also attach all types of Watch 
Attachments. 


All work fully guaranteed 


MARUDO WATCH CO. 


48 WEST 48th STREET 
NEW YORK CITY 











the cases are comfortable but small armless chairs, 
which are upholstered in soft pink. 

In contrast to the desert heat, it is cool inside, ang 
the color scheme has as much to do with it as the air 
conditioning. Wall spaces are covered with marble 
wallpaper. The ceiling is pale blue and the rug igs 4 
deep, cool blue. Lighting, too, is cool and indirect, 

Atmosphere like this combined with the personality 
of Mr. Alchian add up to very little sales resistance 
from visitors to “Jewels by Alchian.” 








GEM OF THE MONTH 
(From page 202) 


How does amethyst resist wear P 
Ages of experience prove it tough and durable. 


How heavy is amethyst? 
About one-fifth lighter than the diamond. 


What other stones have the same composition? 

Quartz includes agates, onyx, crystal, quartz-topaz 

(citrine), carnelian (sardonyx), bloodstone, tiger-eye, 
jasper, chalcedony, etc. 


Physical properties of amethyst are as follows: 












Composition............ Silicon Dioxide (Silica) 
Mitmeral Mame ....ccccseves Miawveeverd Quartz 
PE Kid ee iene secenawewee’ Violet to purplish 
re rerrrreri rrr Hexagonal 
I oc ek ccsdscersccsedoensany 2.65 
Se ee eee 7 (Moh scale) 







I RS go i a> we adiaien ee 1.54 - 1.55 








EFFECTIVE INSTITUTIONAL ADVERTISEMENT 
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Use of a Ben Day background and accenting the word "Pride" 
resulted in an extremely effective institutional ad promoting the 
watch and clock repair department of Herbert B. Christensen, Inc. 
St. Paul, Minn. The advertisement brought such an excellent response 
that it is now a permanent part of the Christensen advertising. 
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1550 N. Fremont St., Chicago 22, Ill. 
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REYNOLDS INTERNATIONAL PEN CO. appress__ ADDRESS___ ——— 
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Satinflo ink writes with satin 
smoothness ...won’t wash off. 


A 


__ No fear of leaking Writes clearly Double-Duty . . . 
in a woman’s handbag. through 6 carbons. in the vest or on the desk. 


-JERE’S the “miracle” pen you’ve read about, 
wondered about, waited for. It’s the Reynolds 
International Pen that never leaks, never blots, 
rarely drinks. A minute steel ball revolving in a 
socket on the pen’s point—“picks up” the special 
Satinflo ink that’s fed smoothly from the inside of 
this fine precision pen. You write easily, without 
effort... without refilling for two years on end! 
Try the new Reynolds Pen today... learn why 
more than a million Reynolds Pens have been sold 
—why all America calls it the finest, most amaz- 
ing pen of ali time. 


incaing deskstnd | GUARANTEE pr cir te ng 2 


‘and modern stream- years after the date of purchase, return it to your 
lined gift package dealer and we will immediately give you a new pen. 

















© Reynolds International Pen Company, 1946 


Reynclds International Pen Co. | Reynolds International Pen Co. 
1550 N. Fremont St., Chicago 22, Ill. | 1550 N. Fremont St., Chicago 22, Ill. 
Dept. B-1 Dept. B-1 

Gentlemen: I’d like to handle the | Gentlemen: Please send me a Reynolds 
Reynolds Pen. Please have your repre- | International Pen for my personal use. 
sentative call on me. | Price $12.50. 


| NAME 





NAME. 








CITY (7) 
0 Check Enclosed [ Money Order 0C.O.D. 





WOMEN IN THE JEWELRY INDUSTRY 
(From page 204) 


remarkably enough, when she stepped into her job at 
Kind’s, not because she actually made use of them 
but because an appreciation for fine and beautiful things 
had become as natural to her as breathing. 

Mrs. McAllister plunged into her selling job with all 
the intensity of the novice and all the assurance and 
tact of a woman who understands people and loves fine 
things. Her appreciation of the things she had to sell, 
her keen enthusiasm over the beauties of good jewelry, 
made her a natural saleswoman. There was something 
else, too, that the Kinds noticed about their new em- 
ployee. In whatever department she sold, and she 
worked in all of them at one time or another, an appre- 
ciable improvement was noted in the arrangement of 
the display. Sometimes it would merely be an improved 
arrangement of the trays and display pieces, another 
time, it would be a complete revision of the interior 
counter display. When she took over the colored gem 
department, she spent long hours systematically revis- 
ing the stock in such a way that finding particular 
stones and rings became far simpler than it had ever 
been. 

For four months, Adele McAllister continued to sell, 
never dreaming that her work. was attracting any spe- 
cial attention. Out of an apparently clear sky, she was 
suddenly summoned to Mr. Kind’s office one day. “What 
have I done wrong, now?” she asked, half jokingly, 


when she entered the room. She learned to her please 
that it was what she had done right that brought her» 
to the inner sanctum. When she left the office it was” 
with a new job, a new title and a new responsibility,” 
She was now display manager of S. Kind & Sons. Her | 
after-hours work on the display cases had paid dividends. 

Since that day she has been busily engaged in plan- 
ning and executing every display, inside and out of the | 
large store. The artistic sense which had made her g | 
successful homemaker and painter had shown through 
in the four months of her sales apprenticeship, 

Is it difficult for a woman who has spent her entire 
life outside the business world to adjust to the demands © 
of a position of this kind? Mrs. McAllister doesn’t — 
think so. “I put into my work the same enthusiasm © 
and interest that I have always put into any other — 
occupation. I don’t consider it just a job—I feel that 
every new problem is a challenge and an opportunity 7 
to do something creative.” Long hours 4nd lots of 
extra details don’t faze Adele McAllister, nor do long 
searches for just the right materials to be used in the | 
window displays. As a matter of fact, one of the secrets 
of her success is the ingenious and tasteful way in which 
she makes use of the rich, beautiful fabrics she has al- 7 
ways loved in her windows. In a recent talk before’ 
the Jewelers’ Research Group, she eloquently expressed > 
her theories on this subject. “Since jewelry is so pre- = 
cious and enduring, it should be presented in a manner” 
that becomes its beauty and worth,” she said, “The 
most inexpensive silver brooch or the most expensive” 
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2 Alloys 4,422 


For casting, for rolling, for drawing, 
Niattt ALL PURPOSE ALLOYS make 
jewelry of radiant beauty and color. 


Niast ALL PURPOSE ALLOYS malle- 
able and havea high tensile strength. 


Sold in all colors and 
fcalobattbdoled atba-lo Mb des ake Me cob coh ap 


THE JEWELERS’ CIRCULAR-KEYSTONE 


























Arrow appreciates the many inquirie 


which come in daily regarding boxe 


and displays. As soon as materi¢ 


and labor become more plentifu 


we will be ready to undertake new 


commitments — to create mor 


boxes and displays that stem fro 


Arrow’s varied range of materials 





leather 


cardboard 


plastics 


N BOXES AND DISPLAYS 


ARROW MANUFACTURING COMPANY, INC. * FIFTEENTH AND HUDSON STREETS » HOBOKEN, NEW JERSEY 
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At a Glancw 








... and sales at a glance—a smart 
new electric clock that’s as easy to 
read as it is to look at—and just as 
easy to sell. 







Models for home or office, with 
works that carry a life-time service 






guarantee. For setting, a simple new 





patented gear release replaces the 
conventional clutch. 







Watch for the Barr advertising in 





the 26 leading national consumer 





magazines. Write today for literatur2 





and prices. 
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diamond pin will be worn on some kind of cloth, ang 
so to display it on anything less harmonizing seems like 
treason. Fads may come and fads may go, but jewelry 
will always claims its rightful background, fine sik 
materials.” 

Giving jewelry its rightful background has been her 
exciting task for the past three years. 


TURNS LIABILITIES INTO STORE ASSETS 


(From page 206) 


program—and use the pillar to make the store seem 
even larger! To Mr. Blau that idea appeared about as 
simple as turning an enemy into an ally. Nevertheless, 
with a little ingenuity and a lot of mirror the trick was 
turned. The pillar, the villain of the piece, was found 
to be even more of an obstacle when the workmen fin- 
ished tearing away the wall from around it because it 
was considerably wider at the base than at the top. 
Never despairing, the architect had a step-like append- 
age built around the wider base, covered it with the 
same wood used in the showcases and other fixtures 
and attached mirrors along the length of the shaft on 
all four sides. 

With the back wall out of the way, the store had 
access to about fifteen more feet of space. This section 
behind the column was turned over to watchmaking and 
to that most important and unbeautiful of a jewelry 
store’s equipment, the safe. Here, again, the architect 
came to the rescue. To keep the safe easily accessible 
and yet out of sight, a curved wall was built along the 
back with two doorways, one leading to the further 
depths of the building, the other to be used as the space 
for the safe. Thus, the safe takes up none of the 
precious floor space in the store. 

The question of storing watches brought in for repair 
is one that haunts every jeweler who makes a specialty 
of watch-repairing and for years Mr. Blau had puzzled 
over it. He decided that the best method would be to 
have trays attached to the wall which would hold the 
watches and be removable when the time came to put 
the watches in the safe. Ten small, rectangular pieces 
of wood, covered with crimson cloth now hang in 4 
special recess near the front of the store. On each are 
eight or ten hooks for the watches. It is but a matter 
of minutes for Mr. Blau to take down the frames each 
night and store them away. The bright colored cloth, 
matching the cloth of the drapes and other touches 
of red in the store, turns this section into an attractive 
spot. 

Mr. Blau wanted a table and a chair or two in his 
shop, but he supposed that its narrowness would pre- 
clude such added comfort. The architect showed him 
that he could have his wish in abbreviated form with 
no trouble at all and no crowding. The table is, in 
reality, a shelf extending at table height from the mir- 
rored wall; the chairs are two smartly upholstered stools 
in crimson cloth and pickled pine. When not in use 
they fit neatly under the table and take up no extra 
room. 

The retailer who thinks his store is hopeless can look 
to Mr. Blau’s accomplishment and take courage. 
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Including desk stand 
and modern stream- 
lined gift package 


YOUR COST 
LESS 40% 


@ Writes with a steady, fine unshaded line. 
@ Writes at stratosphere altitudes without leaking. 


@ Writes clearly through 4 to 8 carbons. 


BROWN, GOLD 


110 South 8th Street 









THE MOST AMAZING, VERSATILE AND 


Check and Doublecheck these Salient Features: 

@ Writes fine, medium or heavy according to pres- 
sure... . and responds to the lightest touch. 

@ Strange as it may seem, it writes under water. 

@ Will not leak or drip in cup or pocket. 

@ Writes on any quality paper, cloth and other @ Will not smudge or smear. Dries instantly. No 
materials. blotter needed. 

© No need for a pencil which breaks or runs out of lead. Reynolds International Pen is your double-duty pen. 


Fully Guaranteed 


THE PINNACLE OF PEN PERFECTION ... 


INGENIOUS PEN EVER CREATED... 
STARTLING IN ITS SIMPLICITY OF PER- 
FORMANCE... AND IT WRITES WITH 
SATIN SMOOTHNESS. 


To actually use a pen that does not require refill- 
ing over a period of two years seems utterly fan- 
tastic. But modern science has again stepped 
forward to improve and simplify our present 
method of writing with conventional liquid inks. 


Again the forces of nature have been harnessed to 
produce and perfect SATINFLO, the patented 
semi-fluid substance which has made Reynolds 
International Pen possible. This wonder pen is 
not a complicated mystery. Its performance is 
centered around a tiny precision steel ball. 


COMPANY 


Philadelphia 7, Pa. 
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Year of Victories Brings Hope 
For Industrial Silver Users 


Stabilization of prices and lifting of restrictions on silver 


brightened jewelry industry’s prospects says Handy & Harman 


annual review. but many knotty problems remain to be solved 


HE silver situation, for five war years a gloomy 

one to jewelry manufacturers and retailers alike 
because of governmental restrictions and conflicting 
prices depending upon “kind” (i.e. “Treasury,” “do- 
mestic’’ or “foreign”), appeared much brighter at the 
end of 1945, year of victories in Europe and the Pacific, 
according to Handy & Harman’s 30th annual review 
of the industry, released January 14. Many regula- 
tions were modified or abolished, particularly those re- 
lating to price ceilings and permitted uses. On the 
other hand, certain restrictions remained in force, pri- 
marily those relating to international operations. 

At the beginning of 1945 the silver industry was com- 
pletely regulated by the Government, both as to uses 
and prices. Foreign silver at the OPA-set import price 
of 45¢ per fine Troy ounce was limited to particular 
products and processes in the fields of photography, 
medicine and electricity. Treasury silver, released under 
the Green Act at 71.11c was-allocated to those war-uses 
specified under WPB Order M-199 and such essential 
purposes as were approved on appeal. Domestic silver, 
also priced at 71.1lc was set apart for the so-called 
non-essential uses prescribed by Order M-199, subject 
to quotas representing 50 per cent of average 1941 or 
1942 production, whichever was higher. Jewelry and 
silverware were among the “non-essential” manufactur- 
ers permitted in this manner. 

In January, 1945, because of the low rate of domestic 
silver production, Order M-199 was amended to permit 
the use of Treasury silver in “non-essential” manufac- 


tures. The practical effect of this amendment was al-. 


most nil, since plants supplying silver for the arts were 
unable to obtain additional labor. 


V-E DAY. STARTS RELAXED CONTROLS 


First relaxation of war-time controls on silver came 
shortly after V-E Day when, on May 25, Order M-199 
was again amended by re-defining domestic silver to 
include Treasury silver, eliminating quotas on the use 
of domestic silver, and restricting manufactures only 
in the case of foreign silver. However, labor shortages 
and a continuing volume of war orders nullified the 


250 


beneficial effect of this amendment upon the production 
of non-essential goods. 

Three months later, with the announcement of V-J 
Day, silver-using industries underwent a fundamental 
change resulting from partial or complete cancellation 
of war contracts. On August 20 WPB revoked M-199 
in its entirety, thereby relinquishing all control over 
the uses of silver—foreign, domestic and Treasury. On 
September 5, import controls on silver ore, bullion, scrap 
and silver products were removed. 


SCRAMBLE FOR 45c SILVER FRUITLESS 


The moment restrictions on silver use were lifted, 
there was a mad scramble among 71c Treasury-domestic 
silver users to obtain the 45c foreign product. For the 
most part such efforts were unsuccessful since the sell- 
ers were unwilling to part with the metal at that price. 
They believed that OPA would shortly raise the import 
price since there no longer existed any--special use 
classification for the imported metal. This opinion was 
confirmed by OPA’s action on September 21, when 
the ceiling on foreign silver was raised to 71.11c, the 
same figure as Treasury and domestic silver. 

Removal of the price differential caused the resump- 
tion of sales of newly-mined foreign metal, particularly 
that from Mexico. After two weeks of brisk trading, 
stocks of newly-mined foreign silver declined and it 
became evident that the Treasury was the only source 
of sufficient quantities of the white metal for industrial 
uses. Withdrawals under the Green Act increased, par- 
ticularly in the latter months of 1945, accelerated by 
the ultimately-confirmed fear that the Act would expire 
at the year’s end. 


EXTENSION OF THE GREEN ACT 


The Green Act, which became law July 12, 1948, 
authorizing sale of Treasury silver upon recommends- 
tion of the WPB chairman for the making of munitions 
and supplying civilian needs, was scheduled to expire 
automatically December 31, 1945. On June 20th Senator 


Green introduced a bill extending the law for an addi- 
(Please turn to page 257) 
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(a boing NEW FACES. 
... le Yous stove Wests your 





Gorham advertising schedules are greater than ever. Gorham merchan- 
dising helps are new and powerful. We reach new social and geograph- 
ical groups through more insertions (70) in more women’s magazines 
(15). a total of over 70 million advertisements. We use more color. 


show more silver. make sales easier for you. now...and in the future. 


FEATURE GORHAM IN YOUR STORE, THE MOST RESPECTED NAME IN STERLING! 


olan, 


America’s Leading Silversmiths since 1831 
PROVIDENCE 7, RHODE ISLAND 
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Selling Ideas That Do Business 





With the accent on more and better salesmanship growing stronger, 


it becomes necessary for jewelry salespeople to make better use 


of what they know about selling to keep abreast of competition 


ed OR some time selling has been easy—so easy we 


have lost some of the knack of really good sell-- 


ing. 

“Now things are changing again. Competition is 
beginning to get tougher. More merchandise is coming 
in. To keep ahead in the jewelry business I guess it’s 
up to us to make better use of what we know about 
selling. 





There's sales magic in letting customer handle goods. 


“Here are some ideas I'll toss in. You'll think of 
others. These are the basic things—learned from ex- 
perience—that help in getting people to decide to buy.” 


So says the foreword of a practical little book of 


selling pointers and ideas for retail jewelry salespeople 
which has just appeared in print. The book, whose 
author signs himself “Jonathan Jeweler” is being dis- 
tributed by the International Silver Co., but because 
there will probably be a good many stores that will not 
see it in that form, and because the advice and sugges- 
tions it contains are so helpful and practical, The Jewet- 
ers’ CircuLarR-KeystTonr is reprinting here, with the 
permission of the author and the International Silver 
Co., the highlights of the book’s contents. 
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The best selling is done by a person who enjoys meet- 
ing people and who really likes to sell. 

It is easy to develop such a liking in this business, 
No stores have finer things to offer . . . gems, watches, 
jewelry, silver. There’s satisfaction in being able to 
live and work with quality products—and easy to talk 
about them to others. 


Children find things of interest in the jewelry store. 
Girls get an idea of the patterns they prefer when they 
are young and come back many times before their ser- 
vices are completed. From baby’s silver cup to a fine 
brooch for grandma, the jeweler has treasures for the 
whole family. 

(Please turn to next page) 
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Best selling is done by person who enjoys meeting people. 
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Not one or two — but all seven of the 

““class'’ magazines read by your best 

customers! Women will see Frank M. Whiting 

& Company exclusive patterns . . . will be told 

why this solid sterling should be their choice. They'll ask to see 
Frank M. Whiting & Company sterling by name. If we can supply you 
with enough to meet the demand (and there's a good chance we 
can) 1946 will be prosperous indeed! 


a) 


C , GiZ wat es G mae 
Coliuetthe ant SebvertuciA (redcitont Fence LF#C 
MERIDEN « CONN. 


© Frank M. Whiting % wo 
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A good smile can do wonders in selling—in almost 
anything. There seems to be magic in it. Out in Holly- 
wood they say they give special training even to top 
stars on how to smile. 

The best smile, of course, is the one that is natural 
and from the heart. It establishes a sincere and friendly 
contact between you and your customer. 

A smile is “catching” and the customer in a good 
mood is much more apt to be in a buying mood. 

* * *# 


In this business it doesn’t pay to wait for customers 
to come to us. 

If you have a wide circle of friends, you will often 
hear of some event that calls for a gift. 

By keeping trace of anniversaries, weddings, gradua- 
tions and other events, and by making timely sugges- 
tions, a great deal of business can be brought your way. 

I know of a tremendous sale once made in a small 
town simply because a salesman called on the rich 
uncle of a bride-to-be and showed him a new silverware 
pattern. 

A friendly phone call can start many an extra sale 
for you. 





Keeping track of local events brings business to you. 





have to ask question after question to know what I'm 
buying. She should know and tell—in a nice way.” 









If a sales girl is half as interested in selling her 
customer silver or jewelry as she is in selling her “Date” 
the idea that she is something wonderful, she will be 
a success. 









It’s annoying if too many questions are asked before 
showing something. It’s better to draw out a customer 
as you go along, in a natural friendly way, rather than 
_by conducting an inquisition at first. 









It takes all kinds of customers to make a business. 
Being cool to people you think queer, doesn’t help sales 
—like being adaptable and friendly. With some prac- 


(Please turn to page 294) 









The "superior" attitude doesn't go over with customers. 












I asked a friend who does a great deal of shopping 
what she didn’t like about some sales people she encoun- 
tered. Her comment was so much to the point that I think 
I’ll pass it on in her own words. 

“I don’t like the sales clerk who looks. disgruntled 
if I don’t buy—that day. She may be sure when I do 
buy I'll hunt up another clerk or another store where 
the clerk is pleasant whether I buy or not. 

“T don’t like a sales person who looks like Mrs. Astor’s 
pet horse. It gives me an inferiority complex and I 
won’t buy even if I have the cash in my purse. 

“T don’t like a clerk who acts as if she were trying 
to keep the facts about her product a secret so that I 
















Wedding purchases are one of jewelers best business sources. 
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Ware MARKY 


Ist TERM 
of this 
Administration 


Tuttle sterling is the only modern silver that is date marked. 


the loveliest of Colonial patterns 


g» 


OUR TRADE MARK 
The Pine Tree Shilling 
FIRST SILVER COIN OF 
THE AMERICAN COSONIES 





oy 


Vl 


in the Georgian tradition 


+ oth are by Tuttle, both are adver- 
tised in House Beautiful, House & Garden, 
* Town & Country, Vogue, Junior Bazaar, Guide 
for the Bride and Promenade. Both are patterns 
of ageless charm, heirloom patterns as lovely 
and modern today and tomorrow as they 
were when they were created. See your Tuttle 
representative about these patterns, or write 


directly to us. 


LOT LD S ceding 


107 West Canton Street + Boston + Massachusetts 
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<Srom OW on...to more waiting 


pride of using it every day... than to have 
compromised with something less than the 
best, and kept a dream waiting? 


] KNOW NOW that I was wrong not to marry 
Dick before he went overseas. 


It would have meant a quick, quiet wedding 
... when I wanted a big one, with white satin 
and bridesmaids, and all. | wasn't wise enough, 
then, to realize that even a few wonderful 
days together would have been worth any- 
thing I might have to do without. 


In the long, heart-freezing months of wait- 
ing, | guess I grew up. I saw how dreams, put 
off, could lose their shine... or never come 
true at all. 


But I was lucky. I got a second chance. 


For Dick came home to me, and we were 
incredibly, wonderfully married at last. And 
| promised myself I'd never again hold off the 
things that count. 


Well, here we are, in the house we'd 


thought of as a faraway dream. Mortgaged, of 
course, but ours. The pup we'd planned to get 
someday ... he’s worrying our slippers, now. 
And when we sit down at the table, it’s to the 
gleam of our own “‘family silver.’ Not enough 
for a banquet, now, but every shining piece 
of it real International Sterling. . . the best. 


Why, I find myself putting on lipstick and 
tucking a flower in my hair just to come to 
breakfast. . 


... And Dick holds my chair, proudly, and 
seats himself with a funny, lord-of-the-manor 
quirk to his eyebrows... 


... And guests go out of their way to say 
lovely things about our beautiful International 
Sterling service... 

Sooner or later, we'd get around to owning 
solid silver anyhow. And isn’t it better to start 
off with even a little of it... have the fun, the 


When you plan to buy silver for your own 
new peacetime life, plan to buy the finest... 
to start with. 


It isn’t enough, just that your stlver be 
sterling silver. You want it to be beautifully 
designed; exquisitely finished in every detail. 


Ask your jeweler to show you the lovely, 
artist-designed International Sterling patterns. 
oo them 1s one to fit perfectly. into your 
ire. 


If you aren't ready, yet, to buy your com- 
plete set, you may prefer to begin with two, 
or four place settings. A 6-piece place setting 


can cost as little as $21.50. 
Copyright 1946, International Silver Company, Meriden, Conn. 
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HOPE FOR INDUSTRIAL SILVER USERS 


(From page 250) 


tional year, and on October 24th he introduced another 
pill authorizing the Secretary of the Treasury to sell 
unpledged, un-coined Treasury silver for manufactur- 
‘ing uses Although supported by Secretary Vinson and 
OPA Director Bowles, the Senate Banking and Cur- 
rency Committee announced on December 20th that 
consideration of the Green Bill would be postponed 
until 1946. Consequently, (theugh perhaps only tem- 
porarily ), Treasury silver is not available to industry. 


SEEK AMENDMENT TO SILVER PURCHASE ACT 


On December 21, Senator McCarren, Nevada, intro- 
duced a bill seeking to amend the Silver Purchase Act 
of 1934 and Section 1805 of the Internal Revenue Code. 
The bill proposed that the Treasury pay $1.29 per fine 
troy ounce for newly-mined domestic silver instead of 
the 71.11c current rate and sought, also, to eliminate 
the 50 per cent tax on silver trading profits and certain 
powers granted the President and Treasury Secretary 
in administering the Silver Purchase Act. The bill was 
referred to the Senate Committee on Banking and Cur- 
rency. If passed, the bill would raise the price of 
domestically-mined silver for manufacturers, since in- 
dustry would have to meet the Treasury price before 
it would be profitable to native producers to sell. 

The silver output of North America decreased again 
during 1945, although the reduction was not as marked 





as the previous year. The total production is estimated 
as 102,300,000 ounces, divided as follows: United States 
28,300,000 ounces; Canada, including Newfoundland, 
14,000,000 ounces; and Mexico 60,000,000 ounces. Com- 
pared with 1944 these figures indicate declines of near- 
ly 5 per cent for Canada and Mexico, and 19 per cent 
for the United States. While there is no accurate basis 
for estimating silver production in the rest of the West- 
ern Hemisphere, it is believed that there was a gencral 
decrease from 1944. Central America is believed to 
have produced 4,000,000 ounces; Peru 11,500,000 ounces ; 
Bolivia 6,500,000 ounces and other South American 
countries 3,000,000 ounces. 

Ordinarily, production is stimulated by higher prices 
and the advance from the 45c level last September should 
prove no exception to the rule. So far, however, insuf- 
ficient time has elapsed to have had any effect, and in 
the case of Mexico’s output (where the Government 
takes 14c in taxes and miners and smelters struck for 
higher wages), there were counteracting factors. 


SILVER MANUFACTURES IN 1945 


After V-J Day, although military insignia orders con- 
tinued in sizeable amounts, the war uses of the metal 
were greatly reduced and, accordingly, plant production 
was shifted as rapidly as possible to serve the arts and 
peacetime industries. As more labor became available, 
output increased and the rate of silver consumption for 
all purposes was raised even above the high level pre- 
vailing as of V-J Day. Nevertheless, until the end of 

(Please turn to page 288) 





Prettier Picture for 46 


We don’t mean the one opposite—though 


that’s the opening gun in International 
Sterling’s expanded °46 advertising cam- 
paign. 

We mean availability of International 
Sterling. That picture’s mighty bright! 


able now than any other line. 


Present dealers will have a greater allo- 


cation this year. 


And though there still may not be enough 


International Sterling to meet the huge 
demand, ads like the one opposite will help 
make customers who'll wait till you can 
give them the International Sterling they 


There’s more International Sterling avail- want. 









TUNE IN to The Adventures of Ozzie and Harriet, starring Ozzie Nelson and Harriet Hilliard. 
Sunday Evenings, 6:00 p.m., E.S.T., Columbia Broadcasting System. 
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Wartime Weddings Favored Cities 





War-time weddings in U. S. following Pearl Harbor reflected a 


strong tendency toward “big city’? rather than “home town’’ 


marriages according to new figures released by Census Bureau. 


by THOMAS V. DUGGAN 


AN CUPID’S extraordinary war-time activity has 
been amply demonstrated by the annual marriage 
surveys conducted by THe JEweLers’ CircuLar-Key- 
STONE, particularly the most recent one appearing in 
the March, 1945, issue. However, further facts on the 
bridal-boom, released by the U. S. Bureau of the Cen- 
sus, disclose that the little character with the bow and 
arrow played a number of tricks which have hitherto 
passed unnoticed. The statistics disclosing these tricks 
are of interest to all jewelers, since the matrimonial 
plunge causes jangling cash registers in jewelry stores 
all over the land. 
Complete marriage statistics for 1945 have not, 
as yet, been collected and in all probability will not be 
released for many months since the Census Bureau has 






taken over the survey which in previous years has been 
conducted by JC-K. However, the Bureau has taken the 
figures for the years 1939-44, played around with them 
a bit, and produced some highly interesting facts. 
Marriages in the U.S. during the war years, rising to 
a peak of one and three-quarter million in 1942, reflected 
a strong tendency toward “big city” rather than “home 
town” marriages. Compared with the figures for the 


nation as a whole, marriages in cities with populations 
of 100,000 or more exhibited a more rapid rise at the 
outset, reached a relatively higher peak above the 1939 
level, and subsequently receded somewhat more slowly 
when the tapering off process began. 


The following table, prepared by the Census Bureau, 
(Please turn to page 296) 


Marriage licenses issued in cities of 100,000 inhabitants or more, combined, by months, 1941 to 1944 
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Heavily plated with pure silver on a substantial 
base of Nickel Silver, in authentic period forms — 


that’s Benedict Period Plate! Exceptional quality 


, to sell at modest prices ~ with a worthwhile profit 


margin — that’s why America s leading volume 


outlets for popularly priced silver make this heavier 


plated ware the basic line in their departments. 


BENEDICT MFG. CO. 
East Syracuse, N. Y. 














@ A slight pressure locks the Bretton "Supermatic" 
watch band safety catch, and an easy pull opens 
it in a jiffy. All Bretton bands are being equipped 
with this nationally-advertised feature. From Bru: 
ner-Ritter, Inc., 630 Fifth Avenue, New York 20, 


@ Distinctively designed 
and richly detailed, this 
sword-and-crown pin in 
gold-plated sterling is set 
with simulated pearls, rhine- 
stones, colored stones. Re- 
tails for about $40. From 
Robert Fleischer Co., 366 
Fifth Ave., New York |. 
@ Victorian in style, this 
woven mesh pin (No. 9015) 
_ is gold-plated and set with 
, simulated pearls and 
stones. Retails for $4. 
China Overseas, 225 Fifth 
Ave., New York 10, N. Y. 





@ The Adjutant General has authorized produc- 
tion of this gold-plated tie-clasp featuring a 
replica of the service lapel button. Retails at 
$1.50. Also in 10K and 14K gold. F. F. Jewelry 
Manufacturing Co., 24 E. 2Ist St., New York 10. 


@ Hand engraved, this "O! Promise 
Me" wedding ring features clasped hands 
and heart motif. Women's size reta 
at $I1, men's at $18. Available from 
Creative Shops, Inc., Milwaukee, Wis. 


@ Boys’ and girls’ rings, and a wedding ring, in 14K 
-@ The "Clarionette'’ Model C-105 


yellow gold, feature synthetic sapphires and _ rubies, 
and with open setting for a diamond. From $9.50 to radio-phonograph combination blends 
$70, Keystone. Aaron Leikind, 94 Canal Street, N. A ; well with either period or modern fur- 
m niture. Armchair height (33!/2"). 
Warwick Mfg. Corp., 4640 W. Har- 
rison Street, Chicago 44, Illinois. 
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ELERS’ CRAFT BY 





EXCLUSIVELY DESIGNED—EXCLUSIVELY MERCHANDISED 
EXCLUSIVELY BOXED—NATIONALLY ADVERTISED 





FOR THE FIRST TIME FOR ONLY! 


JEWELERS’ CRAFT BY JORDAN is. priced right for handsome profits—is 
distinctively styled for the discriminating jewelers’ trade. 

We invite you to visit our showroom nearest you. If this is not convenient, 
please fill in this blank for complete details. 


ACT NOW! You will want to be the first in your community to carry the 
JEWELERS’ CRAFT LINE BY JORDAN. 


R.M. JORDAN & CO. 


377 Fifth Avenue, New York 

607 South Hill Street, Los Angeles 

527 Canal Street, New Orleans 
OUR NEWEST SHOWROOM at 36 South State Street, Chicago 
Factory, 17 Custom House Street, Providence 


TT TT TT 







Gentlemen: 





ss 
JEWELERS’ CRAFT BY 


Kindly send me at once full particulars on 
your gold-filled line for jewelers only. 


Name: ae a 
R. M. JORDAN & CO. 


Address: .——__________ ee ; 377 Fifth Avenue, New York 


Sheet es 2 
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@ Heat-treated 
Duraluminum 
watch bands re- 
tail for $4. _ 
rosion proof, 
They’re New eeu 
able from Metal- 
loys, Ltd.,»8 So. 
Dearborn St., 
Chicago 3, Ill. 








@ I0K Honorable Service Emblem 
ring retails at $19.95. Royalties from 
ring go to veterans’ rehabilitation 
fund. From Remembrance Ring Co., 
| West 47th Street, New York 19. 
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@ Cross with 1/20-12K gold- 
filled sterling edges carved to 
simulate diamonds, features 
birthstones for 12 months. 
Executive Jewelry Co., Inc., 535 
Fifth Ave., New York 17, N. Y. 











@ Ejight-day alarm, calendar, 
barometer, thermometer, hygrom- 
eter, $165 retail, tax inc. Mercu 


Clocks, Inc.,280 Madison Ave.,N. Y, 





The ‘booklet nichied is telling Ronee 
about Dirilyte—tableware that's the color 
of gold, harder than sterling, scratch- 
resistant, solid, not plated — yet which 
costs no more than good plate. es 
We illustrated this booklet in color to 
_ show how beautiful Dirilyte flatware and 
hollow-ware are at every meal. We wrote 
. it to make tablesetting easier — and we 


pieces they'll buy as soon as their el ae can supply them. 
. ate this booklet i is laying an extraordinary cpecaeotine 2 for future business. It r 
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Faith Baldwin how started her dreaming... 





HE’S young. She’s vibrant. She’s 
youth. And right now, within her 
sentimental mind, there lingers the 
tender refrain of a romantic tale by 
Faith Baldwin . . . a story she has 
just read in Cosmopolitan Magazine. 


Cosmopolitan’s pages are the place 
you find the greatest emotional writ- 
ing of our age — great writing that 
makes Cosmopolitan great reading. 
Here’s writing that spins webs of 
dreams — that creates moods of warm 
emotion. 


So now, Gorham, now that her 
eyes are soft with the stardust of 
Faith Baldwin’s fine writing — it’s 
time once more for your advertise- 
ments! Fly in on the wings of illu- 
sion! Give her dream clouds a silver 
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lining. Parade your smartest styles in 
Sterling before her eager eyes while 
they’re still wide with inspiration. 


She’s just been carried away by the 
magic words of Ursula Parrott and 
Katharine Brush and Sinclair Lewis 
and all the other famous authors who 
appear in Cosmopolitan. 


Her emotions have taken over, 
Gorham. And emotion makes wars. 
Emotion makes marriages. Emotion 
makes SALES! 

*A Cosmopolitan advertiser since 1914 


GREAT WRITING MAKES GREAT READING 
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Belter your approach a 


J Celler your Business 


’ 
4 
/ 


This advertisement launck€és a crusade — a crusade to make the home come first. 


House Beautiful is spénsoring the crusade. 


f 


i 


Based bn the theme, “Better your home, better your Living,” 1000-line newspaper 
adyertisements like this, will be run regularly in 16 major cities from coast to coast 
Motal circulation over 5,500,000). 


f 


/ The theme, “Better your home, better your Living” is supported by the full editorial 
force of House Beautiful. Each month page after page of our magazine will give vitality 


/ 


and weight to it. 


So whether you’re a manufacturer, a retailer or an advertising agent, we 
urge you to join this crusade — to use our basie idea, our slogan, or any 
variation that appeals to you — to put warmth and emotion and weight 


behind your own concept of the importance of the home. 
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Can You Tell Them... 
“It Prevents Tarnish?”’’ 


The good housewlfe wants her silver always bright and shiny 
and welcomes whatever will help keep it so. Anything that 
will really prevent tarnish will help to win her favor but 

the jeweler must be sure product will live up to its claims. 


Test of “non-tarnish" fabrics 
shows tarnish on test-squares 
of silver. "B" (center) is an 
untested sheet of silver. Each 
of the other silver squares was 
covered with a different cloth 
and tested in the same concen- 
trated sulphur atmosphere at 
the same time for two hours 
(equivalent to a number of 
years under normal conditions). 
Samples |, 2, 4, 5 and 6 are 
highly tarnished, showing rel- 
atively little protection to 
the silver. The only cloth 
which actually prevented tar- 
nish was the Pacific Silver 
Cloth used on sample 3. The 
photograph was taken of all 
samples at the same time 
and has not been retouched. 


JEWELER’S reputation must be like Caesar’s 

wife—above reproach! His business is built on 

his integrity and the confidence his customers repose 

in him. When he makes a recommendation or a sug- 

gestion, it is received without question or the customer 

does not buy. His merchandise is jewelry but he trades 
on confidence. 

Jewelers know this-and consistently their efforts are 
devoted to maintaining this reputation. Occasionally, 
however, they may err in making recommendations to 
customers—simply because of lack of knowledge. A 
case in point is the sale of silver chests, bags, and rolls. 
Unwittingly many jewelers have sold articles as ‘‘tarn- 
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ish proof” and “anti-tarnish” which are not as repre- 
sented. 

Little has been written on this subject but the public 
is gradually becoming aware that the terms “tarnish 
proof” and “anti-tarnish” do not mean that the material 
positively prevents tarnish. In fact, those terms have 
become so meaningless today through long misuse, that 
only the statement that a material actually prevents 
tarnish carries any real weight. 


EXAGGERATED CLAIMS 


Many claims of means to prevent tarnish from form- 
ing on silver when it is not in use have been made, but 
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Profile of a Career Councillor..*1 







Corinne is Woman’s editor of 20 employe magazines 
at International Harvester Co. She’s engaged to a G.I; 
likes golf; cooks; amateur-decorates; loves RED; hates 
worriers; wants to continue writing after she’s married. . 


Meet Corinne Hayes, of Chicago, who keeps Glamour 





“ informed about the likes and dislikes of young business- 
women out Michigan Boulevard way. She’s our beloved 
“Miss Pinkerton” and with 510 other Councillors in 33 


important cities...cocks an attentive ear to the buying needs 


Rett aaa Pad 


of the girl-with-a-paycheck who reads Glamour. These 
SS 2,300,000 readers (7.2 per copy) spend $694,000,000 a year 
"en fashion, $151,000,000 on beauty. Reach them through... 


\ \GLAMOUR 


The magazine for the girl-with-a-job 
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Results of a “reflectance meter" test disclose effectiveness of non-tarnish cloths. Bar "B" on 
the graph indicates natural, polished silver unexposed to sulphur. Bars |, 2, 3, 4, 5 and 
6 represent reflectivity of the silver plates wrapped in "non-tarnish" cloths and exposed 
to sulphur fumes. Clearly, the Pacific Silver cloth (bar 3), was the most effective agent, 


most of these claims have been exaggerated. The labels 
“tarnish proof” and “anti-tarnish” placed on many 
cloths are misleading. They create the false impression 
that they effectively prevent or retard tarnish when they 
don’t. Some anti-tarnish cloths contain nothing either 
to prevent or retard tarnish. When such chest linings 
or rolls are labeled “tarnish proof” or “anti-tarnish,” 
the label merely indicates that the cloth is free from 
the sulphur which ordinarily would be found in the dye. 
This means simply that the cloth itself will not promote 
or accelerate tarnish, but there is nothing in it to prevent 
tarnish. 

On the other hand, a number of “anti-tarnish” cloths 
are chemically treated and have various degrees of 
effectiveness. It may be said that they retard tarnish 
to some degree but that they are generally relatively 
ineffective. ‘. 

Co 
WHAT CAUSES TARNISH? 

What causes silver to tarnish? Silver tarnishes from 
one cause only, reaction with sulphur compounds, form- 
ing silver sulphide (AgoS). When the silver is in use 
the sulphur causing the tarnish may come from contact 
with foods containing sulphur, such as eggs, for ex- 
ample; when not in use, it may come from contact with 
sulphur gases in the air, particularly hydrogen sulphide. 
Nothing can be done to prevent tarnish from the first 
cause but something can be done to prevent tarnish 
caused by the atmosphere. 


HOW TO PREVENT TARNISH 


In order to prevent tarnish, a cloth must be treated 
with something to react with or neutralize hydrogen sul- 
phide or sulphur gases. Alkalies, metal salts, and even 
the metals themselves may be used. However, as most 
alkalies and metal salts would wash out and further- 
more, as some of them are toxic or poisonous, the choice 
as the best material has been confined to metals or metal 
salts which are insoluble in water. Of these, silver out- 
ranks any other metal in its ability to attract and to 
hold hydrogen sulphide. Therefore, the best tarnish 
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preventive uses a compound of silver itself, to prevent 
silverware from tarnishing. 

Tests have proved that if other metals are used in 
cloths as tarnish preventives, eventually, when they have’ 
absorbed all of the sulphur gases which they can con- 
tain, they will pass on fhe accumulated tarnish to the 
sitverware which they are supposed to protect. The 
sulphur gases then have a greater affinity for the silver- 
ware than for the non-silver metallic protection. Thus 
the “cure” actually aggravates the disease. 


USE SILVER COMPOUND IN CLOTH 


Therefore, to have a cloth which absolutely prevents 
tarnish when silverware is stored within, that cloth 
must be impregnated with particles of silver or a silver 
compound. Such a cloth has been on the market for 
approximately fifteen years. It is known as Pacific 
Silver Cloth and is used as a lining in many silverware 
chests and by many makers of bags, rolls, and other 
silverware containers. When silverware is stored within 
this cloth, any sulphur gases in the air are caught and 
held by the silver in the cloth and thus are prevented 
from tarnishing the silverware within the chest, bag, 
roll or wrap. It is the only tarnish preventive cloth 
approved by Good Housekeeping Institute, and to the 
best of our knowledge is the only fabric which the 
jeweler can conscientiously recommend to his customers 
as a preventer of tarnish. 


LABORATORY TESTS 


A comparative test of Pacific Silver Cloth and five 
so-called “anti-tarnish” and “tarnish proof” cloths was 
made recently by a laboratory. Highly polished squares 
of shect silver were wrapped and sewed into pieces of 
the six cloths. These squares were suspended in an 
air tight glass container and 25cc of hydrogen sulphide 
gas was introduced into the container. The silver was 
exposed to hydrogen sulphide for 2 hours—an exposure 
equivalent to ten to twenty years in a normal city atmos- 

(Please turn to page 297) 
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Iu this atomic age, the public has been educated to expect 
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ntiNg The ALLGOLD 
Pr ese EXON 


RETAIL 
$75 00* 
KEYSTONE 


$80°° 
“The Watch Bracelet You'll be proud to Feature 


The ingenuity and practical ‘‘know. how”’ 
of American metallurgists, technicians 
Pbetemmect-bolebe-luabbubetmm lai lo amet aca leselae! 
this article to the final perfection exhib- 
ited by FLEX-ON, the gold with the 
beauty of Venus, the strength of Hercules 
and the art of Vulcan. 

This precious metal content of gold and 
platinum group metals not only incorpo- 
rates surprising mechanical properties of 
hardness, elasticity and fatigue resistance, 
but it surpasses the karat golds in conro- 
sion resistance, freedom from discoloration 
and retention of lustre. 


ORDER IN SIZES 
SMALL e MEDIUM e LARGE 


*PLUS EXCISE TAX Resiliesny 
10 K.GOLD p. REG.U.S. 
{WEBSTER Der.... 14 K.GOLD TRADEMARK 
“SPRINGING BACK"”’ | WATCH BANDS| 


SOLD EXCLUSIVELY THROUGH THE WHOLESALE TRADE 


If your wholesaler cannot supply you write direct 


FLEX-ON PRODUCTS, 29 EAST MADISON STREET, CHICAGO 2, ILLINOIS 
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Aequire Balanced Stock Level 
By Using a Reeord System 


Employment of a card-index stock-record system will 


result in a drop in unwanted merchandise and enable 


you to stock up on those items which move quickly 


by LOUIS RODIS 


S your stock balanced so that you have plenty of 
fast-moving items and only enough “slow” ones to 
care for occasional demand? ” 

Do the items on your shelves reflect the desires of 
your customers, or do you experience difficulty in keep- 
ing up With the demand for certain merchandise while 
the stock on your shelves consists of “rejects?” If the 
latter is the case, your stock is definitely not balanced. 

During the war when jewelers were, hard-pressed for 
merchandise and a buying-mad public would gobble up 
virtually anything offered for sale, the problem of sur- 
plus, out-moded, slow-moving items did not exist. Short- 
ly, however, jewelers run the risk of discovering that 
they are short of necessary staple price and style groups 
and are heavily overstocked on others.. This situation 
can be avoided. 

The solution to the problem of unbalanced stock lev- 
els lies in the use of a stock-record system which will 
reflect accurately the tastes and buying tendencies of 
your customers. Such a system can be maintained with 
only a reasonable amount of effort on your part and, 
through a scientific study of the sort of merchandise 
which passes through your store, it will be simple to 
restock the right items and discontinue the slow-mov- 
ing goods. : 

All jewelers keep some sort of stock records, natur- 
ally. Some record only diamonds and watches; others 
record their entire stock in little black books which fre- 
quently turn up with pages missing, transactions oblit- 
erated or improper entries. Systematized records can 
provide all sorts of valuable information. But incom- 
plete records are little better than none at all. 

Through the use of a simple yet efficient card-index 
stock-record system (which will be described below), 
it will be possible for you to keep a weather eye on the 
status of your stock at all times and, in addition, chart 
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Fig. |\—Suggested stock-record card for major items 
of jewelry such as rings, watches, brooches, etc. 
A separate card is made out for each piece of jewelry 
carried in the store, regardless of the quantity 
on hand. Five identical rings means five stock cards. 
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your sales as a cue to future buying. It will become 
apparent at a glance that there is a definite customer 
resistance to certain items, that certain price ranges are 
your store’s bread and butter and that the lines of some 
manufacturers are more appealing to your customers. 
Also, the information can provide a vivid picture of the 
type of people who patronize your store—always an 
excellent tip-off when considering the addition of new 
items of merchandise. 

Inauguration of a stock-record system which will al- 
ways reflect the status of your merchandise accurately, 
and at a glance, need not be looked upon as an enormous 
undertaking. True, it will involve a certain amount 
of paper-work to begin with and will require.a bit more 
effort to maintain—but it will pay off in a balanced stock 
for your store. 

Here is a system which has been used successfully 
with variations in many jewelry stores throughout the 
country: 


SETTING UP THE SYSTEM: 


1.. Index cards are printed or mimeographed as the 
basis for the entire system. The usual small 8” x 5” 
card may be used or, better still, a 5” x 8” card. Two 
types of cards are employed: one for the major items in 
the store, such as rings, watches, bracelets, etc.; and 
another for minor, standardized items such as electrical 
appliances, luggage, and so on. 

The “major item” card (Fig. 1) is made out for each 
individual piece of jewelry in the store, regardless of 
the number of that particular item carried. (The reason 
for this seemingly unnecessary duplication will soon 
become apparent.) The “minor item” card (Fig. 2) 
may be made out for an entire quantity of an item of 
lesser importance, such as toasters, electric irons, etc. 

2. A numbering system, to classify the various items 
sold in your store, is then set up. This may be quite 
arbitrary but should be all inclusive. The number may 
be subdivided three or four times so that each section 
of the number indicates a specific detail concerning the 
article listed. 

For example, all rings may be represented by the 
letter “A,” the letter “B” may indicate bracelets, “C” 
watches, ““D” brooches, “E” necklaces, and so on. 

Similarly, the stones within a piece of jewelry may 
be represented by a digit following immediately after 
the letter. The figure “1” may indicate diamonds, “2” 
sapphires, “3” rubies, “4” amethysts, etc. 

Finally, the style of a piece of jewelry may be dis- 
closed by use of a second set of digits. “100” can be 
used to indicate engagement rings, “200” wedding rings, 
“300” cocktail rings and so on for all possible varia- 
tions carried in stock. 

Thus, the stock number A-1-100 should automatically 
indicate a diamond engagement ring, and A-4-300 a 
cocktail ring containing an amethyst. It will be neces- 
sary for you to organize your own code system and keep 
it available until all personnel have become familiar with 
its contents, but the system will become familiar to all 
within @ surprisingly short time. 

The same method is extended to other types of jew- 
elry, of course; watches being broken down into lady’s 
or men’s, wrist or pocket, etc. Silverware, normally, 
would be recorded by patterns. 

8. With the cards printed and your stock broken 
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Fig. 2—Suggested stock-record card for secondary 
items such as electric toasters, percolators and 
"non-jewelry" items. The total quantity acquired 
is listed on one card, and when all items have been 
sold the card is returned to the "Sold" file. 


down into various classifications and code numbers, it 
is then necessary to fill out a card for each individual 
major item of jewelry. Not all of the information on 
each card is required; one set of facts might suffice for 
a watch while additional facts would have to be pro- 
vided for a ring and entirely different facts would be 
necessary for a bracelet. The data concerning “Pur- 
chaser,” “Date Returned to Stock,” ete., obviously 
would not be entered at the time of the original inver 
tory when cards were filled in. The “Date” in the 
upper right hand:corner of the card indicates when the 
item was 4cquired. 


4. Stock-record cards for each item of jewelry 
hand are then filed in an “In Stock” container, accord- 
ing to (a) general classification (rings, watches, brace 
lets, etc); (b) specific characteristics (diamond rings, 
sapphires, etc.) ‘and (c) price-range (starting with the 
lowest price). Watches should be classified according 
to category (lady’s or men’s); price range (again the 
lowest price first), and finally by make (Elgin, Gruen, 

(Please turn to page 298) 
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This is the same famous strap you remember on 
some of the finest Swiss watches—not “‘just another” 
plastic, but an exclusive Polyvinyl Chloride Resin 
strap representing a revolutionary advance in com- 
position and design. Prorexo is the first absolutely 
practical watch strap, incorporating many exclusive 
features and combining smart styling, rich colors _ be filled in order of receipt, commenc- 
and skilled workmanship—all adding up toastrap ing early March. SEND 
that your customers will buy—and buy again! YOUR ORDER TODAT! 


PROTEXO WATCH STRAPS, inc, sos rith Avesve, New York 20, i ¥. 





SMART...MODERN... PROFITABLE! 
The ONLY strap with ALL aes desirable selling features: 


PLIANT, FLEXIBLE . . . feels pleasantly soft and supple to the touch... 
needs no breaking in or shaping to fit— adjusts to wrist movements 
without binding—is not affected by heat or cold. 


PERSPIRATION-PROOF . .. impervious to acids, grease, moisture — 
readily cleaned with a damp cloth. 


NON-IRRITATING . . . Protexo’s special composition cannot irritate 
or discolor the most sensitive skin. 
DURABLE ... will outlast any strap made, 


FADE-PROOF . .. popular modern colors — Burgundy, White, Blue, 
Gray, Brown, Ivory, Tan, Silver Gray, Tile Red, Black—to harmonize 
with any watch. 


DISTINCTIVE STYLING .. . rich, smooth, wafer-thin with smart buckles 
and trimmings--to match the metal of the finest watch case. 


EASILY ATTACHED TO ANY WATCH .. . in 30 seconds! 
ATTRACTIVELY PRICED . .. to retail at $2.00 (Keystone). - 
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a the perfect 
plastic watch strap for men 


FIRST COME, FIRST SERVED! PROTEXO 
straps are attractively packed in convenient 
counter-display cartons each containing 36 straps 
in assorted colors and widths. Includes illustrated 
folders to stimulate sales. But the supply of 
PROTEXO straps is limited—orders will 
















New Detroit Store 
A S8ix-Week Wonder 






by DORIS MOSS 














Top—Rose's exterior features a plywood and neon signa- 
ture. Center—Interior view, showing “saw-tooth" arrange- 
ment of cases, a real space-saver. Below—Detail of dia- 
mond and ring section, showing recessed case-bottoms for 
avoiding scratched woodwork and providing "toe room.” 










ETROIT’S fast-burgeoning jewelry chain, Rose 
Jewelers, opened its fifth unit early in December 
and added two architectural firsts to retail construction 
in this part of the country. Not only is the new store, 
located in the city’s most bustling retail shopping cen- 
ter at 9720 Joseph Campau, but it is a virtual miracle 
of construction, having been built in a brief six week 
period punctuated by strikes. 

On to a frankly dilapidated store about 25x70, a 20x 












Despite strikes, dilapidated premises 30 addition was first built. After the new walls went 
up, a new roof was constructed and the architect was 
were transformed in record time for ready to glamorize the facade of the new store-to-be 
with the last word in post-war materials. Alabama 
the newest of the Detroit Rose units white marble with trim of stainless steel was used and 






large plate glass windows installed to make the inter- 
ior as “co-extensive” with the street as possible. Careful 
emphasis was laid upon the elimination of all reflec: 
tions in the windows so that every vestige of a barrier 
(Please turn to page 299) 
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Why They Buy 
Where They Do 


— old bugaboo of the department store versus the jewelry store 
in competing for the jewelry dollar is one that has caused vary: 
ing degrees of concern on the part of retail jewelérs since the last 
century. Today, despite the fact that the feeling persists that the 
department store is offering a serious threat to the retail jeweler, it is 
still a fact that the retail jewelry business is in a pretty healthy con- 
dition and with every prospect of remaining so. 

It is not meant to imply, however, that the department stores do 
not offer competition to the retail jeweler, for they do, and their 
jewelry sales index has steadily risen. The high cards of experience, 
knowledge of the merchandise he sells and customer service on a 
more personal plane, still are in the jeweler’s hands and it remains 
with him as to whether or not he'll play them to the best advantage. 

The editors of Gruen Time, the house organ of the Gruen Watch 
Company, recently conducted on a small scale, something of a man- 
in-the-street, opinion survey of average people, asking where they 
made their jewelry purchases and why they preferred the particular 
type of store they chose. : 

Their answers bring to light several significant factors but of 
them, just two seem to stand out. The first is the fact that those who 
pick the jewelry store in which to make their purchases do so because 
of the knowledge the jeweler has of the merchandise he sells; the 
second, from those who picked department stores, is that these people 
are not particularly for the department store because of any particular 
inducement they may have but are, rather, against the jewelry store 
because of its forbidding atmosphere that does not invite “looking 
around.” That’s a good indication of just how you as a retail jeweler 
should play your hand. : 

' Through the co-operation of the editors of Gruen Time, JEWELERS’ 
CiRCULAR-KEYSTONE is publishing these answers on this and the 
following pages, for your consideration. We believe they will give 
you a good insight into just which way the wind blows. 








BEULAH STRAWWAY, Merchandise Manager: “If it’s costume stuff, I 
unerringly trek to a department store, since they have obviously learned 
to merchandise it more cleverly and have, seemingly, a wider collection of 
that type of jewelry. 

“Recently I looked at watches in a department store, mainly because 
their jewelry department is beauteous and most glamorous to behold. After 
some fifteen minutes of mental probing, in which the young woman showed 
me several makes—and in which I made a valiant effort to find out the 
comparative qualities of each—I gave up and walked out. Somehow, I have 
never worked up sufficient energy to tackle another department store. I'm 
sure that when I buy another watch I shall hie myself to a well-known 
jewelry store and put myself in the hands of a person who—it would seem 
probable—has been placed in his job because he knows something about 
the wares he is expected to sell. 

“This experience was in direct contrast to the time I bought my hus- 
band a watch. It was not a lush spot. But neither was it inexpensive, and I 
remember no hint of high-pressure, but predominantly an understanding of 
watches, and especially of the comparative qualities of those within my 
price range. Me for jewelry stores!” 

(Please turn to following page) 





THE JEWELERS’ CIRCULAR-KEYSTONE 






















9. 29 rate 
No. 23 mal? 


Dancing Girl 


eB. ~ 
ae 
pone No. 30 
Ct |) 6CBronco 
Qf 


Terms 30 days net 
If not rated will ship 
3% C.O.D. 





Same numbers in 10 Karat 
gold. Send for price list! 





FOR FEBRUARY, 1946 











WITH CLEO-DEL 


CHARMS! 


Sterling Silver Cast Charms! 
Fine Details! Superb Finish! 


( fl 
, as 

hel 

No. 12 
Pack Mule 


No. 1} 
French Horn 


2 


No. 19 
French Phone 
No. 18 
Tall Phone No. 21 Diver 


No. 31 No. 27 No. 29 
Baby Shoes Fencer Uncle Sam 


No. 103 Bling Mice 
» 32 G.I, Joe Shoe 
SHOE with g. », 
JOE ENGRAVED ON Soie) 
CHOICE 


$7.50 


DOZEN 


Hen on nest of chicks (no 
cover charge). A movable 
charm usually sold for $12.00. 
At Cleo-Deil - - - $10.75 Doz. 


Quick Delivery — ail numbers 
in stock! 





277 




















MRS. R. L. MEADER, Hostess: “I don’t buy much jewelry, but when I do 
buy, I'll go to a jewelry store. What do department store clerks know about 
jéwelry? I don’t know anything about it, so I aim to get jewelry from 
someone I have confidence in—someoné I know I can trust.” 


HARRY NOLAN, Hotel Executive: ‘Where do I buy jewelry? Why in a 
jewelry store, naturally. I wouldn’t think of going to: a: department store 
for jewelry any more than I’d eat my lunch in a hardware store. I don’t 
know anything about jewelry, so I'll go to someone who does.” 


GAIL SMITH, Office Executive: ‘“‘I’d go to the best jeweler in town! If {’m 
going to spend my money for jewelry, I'll go to someone I can depend on. 
Certainly a clerk in a department store doesn’t know anything about stones 
or watches, or any other kind of jewelry—unless the stores should make 
a point of bringing people into their departments who know jewelry. If I 
were to buy a watch of national make, I might buy it in a department store. 
After all it would be the brand name I’d be buying. But generally speaking 
I’d go to the fellow who knows—and it would be to the very best jeweler 
in town. I’m willing to spend a little extra for his knowledge and reputa- 
tion. As for cuff links, tie pins and the like I’d probably go to the men’s 
department in a department store where I have a charge account.” 


VIRGINIA WEBER, Private Secretary: “Well, I definitely buy jewelry in 
a department store. They seem to me to have the advantage of larger quan- 
tities and lower prices. Also I have a charge account at the department 
stores. That makes it easier to buy. Then I have a friendly feeling toward 
the department store. It’s where I buy my clothes. I’m in the store a lot— 
even go there to eat. I just feel comfortable and friendly there. A jewelry 
store has such a “jeweled” front—looks kind of forbidding from the out- 
side. I think I’d buy a watch in a department store too—at least I’d go 
there first. (There’s one jewelry store though where I always stop to look 
in the window at silverware. Maybe I’d go there for silver). But jewelry 
I’ll buy in a department store.” 


MRS. BESSIE HATCH, Housewife: “I like to buy jewelry in a department 
store because I know I can look all I want to without feeling obligated to 
buy. There are more people in a department store. You don’t feel so 
conspicuous. If you don’t see what you want, you can walk away without 
feeling self-conscious. In a jewelry store you start making excuses to get 
out if you don’t like what they show you or can’t afford it. And I don’t like 
to feel uncomfortable. I like to shop where I can look and then leave with- 
out buying if I don’t like what they show me. And the charge account is 
convenient.” 


J. K. SPELLER, Printer: ‘“‘The last three jewelry purchases I made were in 
department stores. Each time I was on a gift buying trip, but I never 
thought about going to a jewelry store. I started out to buy gloves, hand- 
kerchiefs and the like. But when I passed the jewelry counter, I noticed 
some beautiful pins—rhinestone I guess they were—those things women 
wear on their shoulders. So I bought them. Another time I bought a watch. 
They were purchases that I saw and liked, and then the charge account 
made them convenient. I think I’d go back again if I had jewelry to buy.” 


MRS. JAMES BOARD, Candy Salesgirl: “I go to a department store to buy 
jewelry because it’s more reasonable and they have a bigger selection. And 
I don’t just happen to buy because I’m in the store. I go there with the 
definite idea of buying jewelry. If my husband were to buy me a present 
we'd shop together for it, and we’d go to the department stores first. I’ve 
never bought any diamonds or watches but if department stores ever carry 
them, and I can afford to get one, that’s where I’ll get mine. I’ve never 
bought any silverware either, but I always look at it when I go past the 
counter in the department store. Maybe I'll get some someday. If I do, I'll 
go to the department store where I feel friendly and at home.” 
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How Your Patent System Works 


A competent and frank appraisal of the American Patent System, 


its contribution to our system of free enterprise and its 


weaknesses, too, are discussed here by Commissioner C. W. Ooms. 


by CASPER W. OOMS 


Commissioner of Patents 
U. S. Department of Commerce 


O national institution that has stood for more than 
150 years has had such a critical press as that 
directed at the Patent System for the past ten years. 
Some of the criticism comes from an incomplete under- 
standing of the Patent System, some arises because of 
the technical awkwardness of the procedures into which 
the administration of the Patent System has fallen, and 
some of the criticism has been earned because of the 
fact that patents have occasionally been used as devices 
in schemes to restrain the free competitive system. 

If the Patent System is to enjoy a more friendly 
press and is to merit the appreciation and endorsement 
of the American people, what can be done to correct and 
cure the objectionable features which lend themselves 
so readily to use by those who would condemn the Pat- 
ent System entirely? 

Fundamentally the American Patent System is sound. 
It offers to anyone who makes a contribution of in- 
ventive character within the fields covered by the Patent 
Statute the opportunity to procure a patent and a re- 
sultant 17-year monopoly of the use of that contribution. 
This has several important effects: (1) As a reward 
for the invention and disclosure by the patentee, the 


grant of the patent stimulates many by offer of material 


rewards to invent and publish; (2) As a power to ex- 
clude competitors from the use of the patented inven- 
tion, the patent permits many a small enterprise making 
a unique product to overcome some of the disadvantages 
of competing against larger enterprises with better ac- 
cess to markets and other favorable operating condi- 
tions; (8) As a prohibition against the use of the inven- 
tion by those not licensed under the patent, the patent 
dictates to those who would compete in that field the 
necessity for developing a better or different product, 
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CASPER W. OOMS 


thus increasing developmental activity and the variety 
of enterprises and products in our economy. 
For the Patent System to produce these benefit 
results without restraints upon our free enterprise that 
will outweigh these readily recognizable benefits it is” 
clear that the administration of the Patent System must 
offer to the inventor a quick, inexpensive and easy means 
of procuring a patent when he is entitled to one. Some 
countries meet this need by permitting the grant of 8 
patent to anyone who applies for it. We did that im 
the United States from 1793 to 1836. The result was 
that many of the patents granted were utterly worthle 
and merely presented obstacles to the develope 
industry and expensive nuisances in the conduct of b 
iness. Out of that difficulty has developed our syst 
for the examination of patent applications to determine 
whether the applicant for a patent is in fact the inventor 
of something new and patentable. The process of 8 
and examination has become rather complex: first, 1 
cause of the tremendops growth of the published patent 
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and literature against which each application must be 
examined, and second, because of the safeguards and 
administrative devices which have been developed in the 
growth of the examination process. ; . 


Nothing can be done to reduce the volume of litera- 
ture against which each patent application must be ex- 
amined. This volume is growing today at a pace far 
more rapid than at any time in the history of the world. 
Much can be done, however, to classify this material to 
make it more readily available and to reduce the extent 
of the field in which each search must be conducted. That 
requires a study of our classification procedures and 
schemes to assure that we are doing everything we can 
in this direction. It demands that the competency of 
the staff which works with these materials shall be 
adequate to meet the more difficult problems of our new 
technologies. 


MEANS OF INCREASED EFFICIENCY SOUGHT 


These conditions dictate that the Patent Office staff 
must be enlarged to care for this pressing need, and 
the compensation of the staff must be made adequate 
to attract men of ability to perform increasingly diffi- 
cult work. 


Even with an adequate staff to handle the problems 
of examining patent applications against the accomplish- 
ed and published disclosures to determine the novelty 
of the invention offered for patenting, we are confronted 
with the necessity that the procedures to which each 
application is subjected shall be efficient and economigal 
both to cut down the time of the pendency of the patent 
application in the Patent Office, thus to hasten the dis- 
closure to the public, and to reduce the cost of adminis- 
tering the Patent System to the inventor, whose fees 
cover a substantial part of that cost, and to the United 
_ States, which maintains the Patent Office as a public 
service. The procedures now in use in the Patent Office 
are being stitdied and examined for every possible op- 
portunity to increase the efficiency of Patent Office oper- 
ation. 


INVENTION OR INNOVATION? 


One of the difficult problems which arises in the con- 
sideration of each patent application is the determina- 
tion of the question of whether the contribution dis- 
closed in a patent application constitutes invention as 
distinguished from a mere mechanical innovation with- 
in the skill of any man proficient in the field in which 
the asserted invention is made. The determination of 
this question. of invention is probably the most difficult 
single problem in the administration of the Patent Office 


and in the conduct of patent litigation in the courts. 


The courts have, for years, been raising the so-called 
standard of invention and have been compelled, there- 
fore, to hold invalid many of the patents issued by the 
Patent Office on the mere ground that the contribution 
disclosed in the patent was a mere mechanical develop- 
ment or alternative which a competent man in that field 
of endeavor would have produced in the routine consid- 
eration of the problem presented to him. The courts 
have been criticized for this critical attitude toward pat- 
ents. There is this to be said for it: This is a genera- 
tion of people educated in a world in which the volume 
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of technical literature published is probably exceedeg 
only by the volume of comic books.. The same boys who 
read the comic books are very likely building radio gets 
and developing machines that would have been quite 
incomprehensible to their grandfathers. Not only ig this 
generation one born into an awareness of technical 
development but the most elemehtary education leads 
into it, and almost everybody before he reaches matyr- 
ity has worked with machines and .been exposed to 
mechanical and technical problems that would haye 
baffled an earlier generation. We cannot contend that 
the skill of this generation is to be measured by the 
same tests that would have measured the skill of their 
fathers. We must recognize, therefore, that we are 
working above a base of general technical proficiency 
much higher than that prevalent a few decades ago, 


The. value and power of a patent depend upon how 
well it is respected or can be enforced if it is violated, 


_ Few patents that have been brought into litigation in 


the last few years have been sustained. The result has 
been that there has been a growing disrespect for every 
patent. Improvement of the searching process and 
of the examination in the Patent Office should result in 
a greater assurance that the patents issued by the Patent 
Office are valid and can be enforced. 


DIVERSITY OF FIELDS POSES PROBLEM 


One of the difficult problems that arises in patent 
litigation is that the great variety and difficulty of the 
scientific fields with which our current patents deal are 
beyond the understanding of even the most extensively 
trained expert. Nevertheless, any of these patents may 
be brought before a judge for determination of its valid- 
ity; and the judge is expected to deal intelligently with 
each of the many sciences represented by the different 
patents brought before him. Frequently the federal 
judges before whom patent cases are tried are men of 
wide education and good scientific training. Many of 
them are deeply interested in the scientific questions with 
which they are compelled to deal in patent cases. Others 
find patent litigation forbiddingly difficult. Neverthe- 
less, it is brought before them and they valiantly strug- 
gle with problems with which they have no previous 
experience. 

Some way must be found to bring competent help in 
the trial of these cases. It has been frequently proposed 
to furnish the courts with independent expert help so 
that the scientific questions involved in each case may 


-be dealt with by unbiased experts in the field. This is 


an exceedingly promising expedient that some courts 
have voluntarily adopted. No study has been made of 
the success of these trials, but one should be attempted. 

It has also been proposed that special courts be set 
up to try patent cases and that the members of these 
courts be selected for their special qualifications to deal 
with the difficult fact questions that arise in patent trials. 
The membership of these courts could be selected from 
federal judges now sitting who are particularly inter- 
ested in this type of litigation, and further appointments 
to the court could: be based in part upon the scientific 
qualifications of the candidates for membership on this 
bench. 

Another difficulty with the litigation process is that 

(Please turn to page 308) 
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What Do Credit Retailers 
Think About Regulation W ? 


Nationwide poll of credit retailers by editor of official 
publication of the National Retail Credit Association reveals 


the change in opinion of regulation since its origination 


ITH the cessation of the war, actually if not 

officially, many governmental controls on business 
have been relaxed; others have been or are in the process 
of being eliminated. One that continues in effect and is 
of especial interest to credit jewelers among other credit 
retailers, is Regulation W. 

According to Credit World, the official publication of 
the National Retail Credit Association, the Association 
has received many requests from members requesting 
action on Regulation W. These requests seem to follow 
two schools of thought on the regulation, where, upon its 
origination, it was the general feeling that it would be 
impossible for a credit retailer to operate profitably 
under its stipulations. These are: 1. Those that urge 
the immediate discontinuance of Regulation W, and, 2. 
Those that recommend the continuation of the measure 
with modifications centering -chiefly on the monthly 
charge account and installment sections. 

L. S. Crowder, editor of Credit World, in order to 
determine just what the general feeling was on whether 
NRCA members wanted the regulation discontinued or 
continued, contacted many of the members throughout 
the country, inviting them to write in their views on the 
subject as well as to send in their suggestions for modi- 
fication. 


Because of the country-wide scope of these replies, 
they give a fairly accurate idea as to just how credit 
retailers feel on this question. Of the first 31 replies 
received, only one favored retention of the regulation as 
it now stands; nine favored retention of it with various 
modifications; 12 favored retaining it only until a satis- 
factory supply of consumer goods is available, and nine 
wanted it immediately discontinued. Covering some 20 
states, these replies, reprinted herewith, show just about 
what the general feeling is in regards to this regulation. 

x * * 

Austin, Tex.: Regulation W should be amended so 
that the freezing date will be changed to the last day of 
the second month, instead of the tenth day as at present. 
Floor deliveries should be increased to $25.00, and the 
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minimum amount to place an account in default should 
be increased from $10.00 to $25.00. On installment 
accounts, the down payment should be reduced to 25 per 
cent. If the amount of the purchase exceeds $300.00, 
the maximum time allowed should be increased to 18 
months, instead of the present 12. 

x * * 

Bakersfield, Calif.: Regulation W should be con- 
tinued, with modifications. Increasing default amounts 
to $25.00 and lengthening the period of freezing to the 
last day of the second month would eliminate annoyances 
that arise. Now more than ever we need a check on 
credit granting, and Regulation W covers this field well. 

x * * 

Baltimore, Md.: As soon as the period of emer- 
gency has expired, Regulation W should be discontinued. 
On installment accounts, 10 per cent down payment with 
12 months in which to pay the balance has proved a 
satisfactory arrangement. 

x * * 

Baton Rouge, La.: Regulation W should be con- 
tinued under a modified plan. On installment accounts, 
10 per cent down payment and a limit of 24 months to 
pay would be a sound policy. 

x wk * 

Beaumont, Tex.: It would be well for the business 
concerns of the country to conduct their credit business 
along the lines of the provisions of Regulation W, but I 
do not favor being required to do so by any Government 
agency. ae 

Cedar Rapids, Iowa: Regulation W should be con- 
tinued with modifications. Charge accounts should have 
a 60-day limit, and authorization of small items should 
be increased from $10.00 to $20.00. The required one- 
third down payment and not more than 12 months to 
pay should be retained for soft goods business. f 

. x ok 

Charlotte, N. C.: Regulation W should be discom 
tinued at once, and the entire control of credit should be 
returned to the credit department. All restrictions as 
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down payments should be eliminated, and the regulation 
should cover only the amount of time allowed on pay- 


ments. 
x *k * 


Cincinnati, Ohio: Some form of control should be 
retained on monthly charge accounts, but down payments 
and length of time allowed for payment should be liberal- 
ized. The regulation should be lifted on 30-day accounts 


nly. 
_ x kk 


Cleveland, Ohio: Regulation W should ultimately 
be discontinued, but it should be continued in modified 
form until such time as the period of emergency no 
longer exists. The freezing date on accounts should be 
changed to the last day of the second month, and 
authorization of small items should be increased from 
$10.00 to $25.00. There should be a substitution of 
local credit policy control for Government control. 

x * * 


Columbus, Ga.: We feel that all Governmental 
regulations should be discontinued as soon as it is prac- 
tical without reservations. If we attempt to modify” 
them a little at a time, we will establish a principle in 
all types of business. As soon as the Government can 
discontinue Regulation W, with no harm to the economic 
condition of the United States, it should be done. 

kk 

-Dallas, Tex.: We would like for Regulation W to 
continue in effect as it now is until such time as the 
supply of consumer goods meets the consumer demand 
for those goods. When that time is reached, we would 
like for all regulations affecting credit accounts, both 
installment and 30-day accounts, to be removed. 

x * * 

Denver, Colo.: Regulation W should continue as 
it is until such time as durable consumer goods are again 
available in substantial quantities. A 20 per cent down 
payment with maximum terms of 24 months would be 
desirable on household appliances. 

x * * 

Fort Smith, Ark.: Regulation W should be con- 
tinued on a modified basis. No change should be made 
on open accounts, and the regulation on installment 
accounts should be liberalized. We intend to establish 
a community credit policy to go into effect 30 days after 
Regulation W is abolished. 

x * * 

Houston, Tex.: We should continue Regulation W 
as it now stands until at least next June, or such time 
as supply more nearly equals demand. At that time, 
the regulation should be discontinued. 

xk * 

Kansas City, Mo.: I have always disliked being 
regulated, but I do not think that Regulation W will be 
discontinued until such time as supply and demand for 
consumer goods are equal. 

x zk ® 

Milwaukee, Wis.: We gladly accepted Regulation 
W, and without a doubt strict adherence to its principles 
has helped curb inflation and conserved vital war ma- 
terials. The emergency that made this curb on install- 
ment selling necessary has passed, and with its passing 
should also pass the restrictions on free enterprise. Each 
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merchant will, in the interest of sound business, sell on 
terms that will conform to those that we haye been 
accustomed to in the past four years. 

x * * 

New York, N. Y.: It is my conviction that j, 
would be to the best interest of consumer credit granting 
institutions of this country if Regulation W were dis. 
continued completely as soon as a satisfactory supply 
of consumer goods is available, which will probably be 
some time in the Spring of 1946. 

x * * 

Oakland, Calif.: Regulation W should be dis. 
continued at the earliest possible date. Any modification 
of either the 30-day charge or lease section will only 
serve to delay the final decision. Such a modification 
would make it possible for the Federal Reserve Board 
to point out that they have made alterations from time 
to time to relieve the most severe requirements, and that 
the balance of the regulation should be permitted to 
stand. “ 

x * * 

Pittsburgh, Pa.: I am for the immediate abolition 
of Government controls, and for the return by the 
Government of business to business, so that the American 
way of life, free enterprise, can be sustained. The future 
will take care of itself through the survival of the fittest, 

x * * 

Mitchell, S. D.: Regulation W should be continued 
and the frozen account feature of the open account 
should be retained. Down payments could be lowered 
from 1/3 to 20 per cent on appliances and furniture, 
Within three years the regulation could be discarded, 
but it is important to retain part of it during the recon- 


version period. 
x * * 


Salt Lake City, Utah: Regulation W can be justi- 
fied only as an extreme measure demanded by extreme 
urgency. I suggest its immediate discontinuance.. It is 
not conducive to the ownership of war bonds by those 
who must use credit. It places a premium on cash, and 
discriminates against that consumer who must have cred- 
it. Regulation W has not accomplished its objective. If 
credit control is needed, such control must come about 
by special law enactment. 

x * * 

San Francisco, Calif.: _ Regulation W should hk 
set aside at the earliest possible moment. It has done 
an outstanding job, but since the war is over we should 
be able to control our own credit policies and develop 
community credit policies in our various communities. 

x * * 

Shreveport, La.: We do not feel quite so strongly 
against Regulation W at this time. We thought at first 
we could not do a profitable business under the regul 
tion, but we have done very well. Regulation W has 
helped us do a good job during the war emergency, but 
we favor its discontinuance at the close of the emergency 
period. 

x k * 

Spartanburg, S. C.: Regulation W has been of 
tremendous benefit to us, and we would prefer to have 
few less sales and have our accounts receivable 50 pe 

(Please turn to page 312) 
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HOPE FOR INDUSTRIAL SILVER USERS 
(From page 257) 


the year, there was still not enough skilled labor for 
suppliers to meet fully the unprecedented demand from 
all branches of the silver-using trade. 


PROSPECTS FOR SILVER IN 1946 


Expiration of the Green Act and the lack of any new 
legislation presents a problem for silver users in the 
United States. Present indications are that 1946 de- 
mands from the arts and industries will approach with- 
in ten per cent of the 1945 figure. And, unless Mexican 
shipments differ appreciably from those of 1945, there 
should be little change in the anticipated quantity of 
supplies from the combined total of domestic produc- 
tion and such imports as have been customary. Although 
excess demand in 1946 may amount to forty or fifty 
million ounces, this does not indicate a silver shortage. 
No actual shortage exists —- merely a scarcity of the 
metal at the current price level. 

The most satisfactory solution of this problem would 
be enactment of the pending Green Bill, as this would 


provide all the silver needed at a price which would - 


not curtail its use or raise the cost of articles made 
of silver. Currently, it is an open question whether 
such legislation will be passed and, if so, whether the 
selling price for Treasury silver would be 71.11c. 
Without the Green act, and with current OPA ceil- 
ings, there will be no alternative for the arts and indus- 








tries but_use of such domestic and foreign silver ag jg 
available at the 71c level. On the other hand, abolition 
of OPA ceilings would permit competitive bidding for 
the metal and foreign supplies (notably amounts from 
India) would be available for American industries, 





THE ONYX INDUSTRY IN BRAZIL 
(From page 208) 


refined sugar, brown sugar, molasses, honey, cane sugar, 
corn syrup and even saccharine, in many different pro- 
portions. Before soaking the agate in sugar solution, 
some lapidaries took especial pains to clean them. For 
this cleaning the lapidaries used various methods, such 
as weak alkali solutions, concentrated alkali, weak and 
strong acid solutions, and other processes. Some were 
convinced that the agate would absorb sugar to a 
greater depth if slowly heated under pressure, and 
others thought that best results could be obtained by 
slowly heating the agate in a vacuum. When it came 
to charring the soaked agates in sulphuric acid, some 
thought that concentrated industrial sulphuric gave more 
positive results and others swore by concentrated chem- 
ically pure sulphuric. 

Very few of these people knew enough about rough 
agate to be able to tell by looking at it whether or not 
it would take dye. Starting with selected dyeing agate 
was the prime requisite to the success of the onyx busi- 
ness. When buying their rough material the lapidaries 
were never sure of the quality of the agate. If it turned 
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out defective, as was the usual case, the supplier always 
gave the excuse that the lapidaries had not prepared 
the material as they should. 


RESULTS OFTEN UNEXPECTED 


The best Brazilian agates for onyx as a general rule, 
are of a solid light blue-gray color and usually take a 
black dye much better than the other colored agates. 
There is always the possibility, of course, of two rough 
pieces which appear to the inexperienced eye to be 
identical when placed side by side; one of which will 
dye completely black and the other for no apparent 
reason will be filled with ruinous white lines which only 
become noticeable after having been dyed. 

The agates from Rio Grande do Sul, most suitable 
for dyeing, are dug from the deposit where they were 
originally formed. So far as the writer knows there are 
no riverworn agates in Brazil being used for dyeing 
purposes. 

Accurate calibration of the onyx was another prob- 
lem, Each stone was ground and polished separately 
by hand, as machine methods were not being used. Few 
of the operators had ever had occasions to be responsible 
for such demanding accuracies. In the early days of 
the business a stone that came within a tolerance of 
one-half or two-thirds of a millimeter above or below 
the calibration was figured here to be close enough. As 
American manufacturers ran into trouble when machine 
setting these poorly calibrated stones, they began re- 





jecting the stones that were off-size, and as a result, 
they presently check for tolerances of more or less 
than one-eighth to one-quarter of a millimeter. There- 
fore, through carelessness and improper training, there 
still continued to be a large number of rejects due to 
bad calibration. 

Many lots of apparently first quality onyx were sold 
on the local market that had been temporarily fixed with 
an organic dye or with some other non-durable chemical. 
After a short time the color of this type of dyed stones 
would usually fade and spots would appear. Some lots 
of stones were painted on the backs with black india 
ink or some other black dye, and consequently when 
examined in the lamplight they did not show that they 
were actually a very dark brown color. Some of these 
black onyx turned out to be black tourmaline and even 
black glass. Most of the inferior types were sold just 
at the beginning when the buyers were not sufficiently 
acquainted with the business to know too well what they 
were buying. 

It is significant that the persons in Brazil who con- 
tinue to make money on, onyx are for the most part the 
ones who are furnishing rough agate or lapidary equip- 
ment and supplies to the industry and the lapidaries who 
work on a contract basis for others to grind and polish 
the stones, and the careful wholesalers who buy first 
quality stones for resale. 

As the first fever of this business has died down, the 
remaining onyx suppliers are mainly companies that 
have been able to invest large amounts of capital in 
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proper equipment and experimentation and have been 
able to sustain their early heavy losses with the expec- 
tation of constantly improving their methods to bring 
them greater profits. Most small operators long ago 
gave up the onyx business to go back to some other more 
dependable lapidary work. As a result of the constant 
demand for high quality, well-finished onyx, the stones 
now being exported are generally conceded to be the 
best quality onyx ever to be received in the United 
States. 


"MUSIC HATH CHARMS" 
(From page 210) 


on two evenings before Christmas in the lobby of the 
hotel just outside The Jewel Shop door. 

The couple have decided it will be their policy on 
special occasions to make the sale or other offerings 
known through the presentation of a musical program. 
This decision was reached due to the favorable customer 
re-action which was followed by letters from men and 
women complimenting them on “the delightful music 
which made shopping with you a keen pleasure.” 

Thomas E. Dewey, governor of New York State, who 
is fond of music happened to be in the lobby the day 
of the opening and came into the store being the first 
to sign the register in the place which the Gleasons call 
“The Little Fifth Avenue Shop.” Other notables have 
dropped in from time to time, the door of the shop being 
about 15 feet from the registration desk. One of the 
most recent shoppers was Marion Anderson, world 
famous contralto. 

The Gleasons are a busy, co-operative couple. To 
the partnership Mrs. Gleason brings 20 years of experi- 
ence as saleswoman in The Gift Shop which is conducted. 
near the town’s busiest intersection. Mr. Gleason has 
been a professional musician for 30 years playing with 
John Philip Sousa’s band and other noted aggregations. 

When the shop opened they both were in accord 
when it was decided that as far as customers were 
concerned they should charm them with music. 


GOOD NEWS FOR BARE SHELVES 
(From page 212) 


No non-jeweled watches (wrist and pocket models) 
were produced by the industry after June 1942, ex- 
cept a small number produced and assembled on order 
of the War Production Board for issuance on a ra~ 
tioning plan to such users as miners and nurses. Watches: 
of this type were completely off the civilian market ex- 
cept a very limited quantity of low-priced imported 
Swiss models. 

The average yearly production of non-jeweled 
watches from 1936 to 1941 totaled 12 million units. 
With the increased production being planned for this 
industry, it is estimated that retail sales in this com- 
modity may reach an all-time high of about 65 million 
dollars. Since V-J' Day this industry has been in the 
throes of reconversion. The lead time for the produc- 
tion of non-jeweled models is about three months; 
therefore normal production should be reached early 
this: year. 
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FOUNTAIN PENS AND PENCILS REAPPEAR 


The fountain pen and mechanical pencil industry 
was occupied during the war years in producing its 
products as well as in turning out other items for the 
military services. With demobilization well under way, 
the demand by the services for these items has lessened 
considerably, and while the plants will carry over some 
military contracts into 1946, they will be able to pro- 
duce a great quantity of their regular models for civilian 
consumption, as well. 

During the war period the limited number of fountain 
pens and mechanical pencils which were available for 
civilians were rationed to dealers, and for three and one- 
half years many jewelers’ shelves were bare of some 
of the well-known brands. In 1989 this industry pro- 
duced over 29 million fountain pens; over 539 thousand 

* fountain-pen desk sets; 571 thousand fountain-pen and 
pencil sets, and 42 million mechanical pencils. 


With the huge pent-up civilian demand for these 
products 1946 should be an outstanding year for the 
industry. Not only will the unit sales be increased, but 
the dollar value of sales should be far in excess of that 
for prewar years, as the trend is definitely toward qual- 
ity merchandise. New manufacturers are entering the 
field with models of new design and construction, while 
established producers will shortly be on the market with 
newly-styled models, all of which should serve as a stim- 
ulus for over-the-counter sales of higher priced mer- 
chandise. 


THE TECHNIQUE OF SALESMANSHIP 
(From page 216) 


of the youth purchasing an engagement ring it would 
be unfortunate to suggest a silver baby-spoon or any- 
thing of that sort. However, if the original transaction 
is carried out in a friendly, helpful manner which cre- 
ates a favorable impression, the odds are greatly in 
favor of a return visit when a baby-spoon is necessary. 
Customers returning to your store to make payments 
on account are always potential purchasers of additional 
merchandise. Many of them are apt to be timid about 
making further purchases until their account is closed 
out, but a few friendly words from the salesman to the 
effect that the store will be only too glad to add extra 
items any time they wish will pave the way for sales. 
Some sort of intra-store signalling system should be 
adopted in order to notify salesman of customers mak- 
ing final payments on an account. This could take the 
form of an inconspicuous buzzer which the cashier would 
press, or even a discreet cough from the cash desk. It 
is essential that these people be talked to; first to 
determine if the merchandise was satisfactory in every 
way, and secondly, as an opportunity to promote further 
sales. Such evidence of interest on the part of the 
salesman cannot fail to impress the customer: if any 
difficulty ar@se over the original purchase this time is 
the last chance to “square” matters lest the purchaser 
decide to go elsewhere in the future. And if the merchan- 
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The Pup in the Ad on Page 256 


Meet ascene-stealer from the newest International Sterling ad! 


He’s Marshal (Monty) Montgomery, pride of New York’s 
Holden Kennels. He’s a very rare champagne cocker. He’s 2% 
months old. And already he has a bag of tricks: giving his 
paw, sitting up, teetering on his short hind legs. 


lonty enjoyed this photograph thoroughly. Indifferent to 
slippers, he was first persuaded to pose by spreading the slipper- 
toe with honey. However, Monty licked the hongy off before 
the camera could focus. Next stunt was to cut a hole in the 
slipper and insert a puppy biscuit. This worked, with results 
you can see above. 

Monty’s co-stars in the picture on page 256 are Frances Rush- 
more, new Powers beauty, and Hugh McCaffrey, ex-Navy. 
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dise was entirely satisfactory (as should usually be 
the case), a few words to the effect that the store has 
enjoyed having such a satisfied customer and will be 
glad to put any further purchases on the account with. 
out any unnecessary red tape, should put the custome; 
in a buying mood again. 

The “extra item” technique of salesmanship ig not 
restricted to sales of engagement rings or to closi 
accounts, either. It may be adapted to the sale of 4]. 
most any item in the store and, while it is not invariably 
successful (there being a number of single-minded indi- 
viduals in the world), it’s surprising how often it works, 
In the case of watch sales, the suggestion of an extra 
band or watch chain and knife usually strikes a te- 
sponsive chord. And in the case of gifts, if the pur- 
chaser demurs and states he intended getting jewelry 
for his wife only, a discreet suggestion mentioning the 
giftwares, luggage or appliances departments may turn 
the trick and result in additional business for the firm. 


> 


Selling an “extra,” unanticipated item is far from a 
new technique. But it must constantly be borne in 
mind and, if it is, will pay off in increased sales and 
more frequent return visits by your customers. 


Chapter VIII: Taking Charge of a Sale 


NDOUBTEDLY it is delightful to be able to 

“pass the time of day” with a customer, and en- 
gage in all sorts of idle conversation as a means of 
establishing a friendly relationship. However, there 
are occasions when business is humming when it is to 
the advantage of both the salesman and waiting custom- 
ers to handle a sale quickly, efficiently and with satis- 
faction all around. 

As an example of.how to take full charge of a sale, 
Jet us consider the case of a would-be watch purchaser 
who has few, if any, definite ideas on what he requires. 
A customer of this sort can drag a simple sale into an 
involved and long-winded discussion of styles, makes, 
movements, etc., if the salesman decides merely to drift 
along. If, however, the salesman takes the initiative and 
asks a few questions, the whole matter can be cared for 
in a matter of minutes and the customer will be im 
pressed with the salesman’s efficiency. 

The first question to ask the customer is obvious: 
does he want a watch for himself or for a lady? And 
the second question follows normally enough: has he any 
particular make in mind? If he has, all well and good. 
If no preference is expressed (or if you do not handle 
that particular manufacturer’s watch) it will be up to 
you to make suggestions. 

Of course the element of price is important—that 
should be question number three. (Up to this point, 
actually, you have not shown the customer a single 
watch. Instead, you have been very slowly opening 
the display case preparatory to settling on a price 
range.) If the customer has no fixed ideas as to the 
amount he wishes to spend, suggest a price and at the 
same time reach toward a watch in that category. If 
the price is too high you'll find that out quickly enough 
and will be able to switch toward a less expensive model. 
If the price seems satisfactory to the customer, the time 
is ripe to check on point number five: 


“Do you like this style?” If not, the customer 
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will probably display a lack of enthusiasm which will 
be your cue to switch to one of another design. When 
one has been found which seems to meet the customer’s 
financial and esthetic requirements, remove it from the 
display case. take it out of the box and quickly slip it 
on his wrist. He will then be able to make a final choice. 


Let us pause a moment and consider just what re- 
sults this line of questioning has produced. By the first 
question (a man’s or a woman’s watch?) we have elimi- 
nated approximately half of those in the store. By the 
second question (make?) four-fifths of the remainder 
have been disposed of, assuming that five different man- 
ufacturers are represented in your case. By the third 
question (price?) an additional number of watches have 
been eliminated. The fourth question (design?) further 
limits the selection from those in your stock. Thus, in 
the space of a few seconds, it has been possible to apply 
the process of elimination and narrow down the custom- 
er’s field for selection. A great dea lof time has been 
saved for all concerned. 

Assuming that the customer is pleased with the watch 
you have placed on his wrist, it is now time to discuss 
how it is to be purchased. Does the customer wish to 
pay cash, or did he have a credit transaction in mind? 
If the answer is “cash” the sale is as good as finished, 
lacking only the minor details of wrapping, suggesting 
an extra band, and receiving his money. If, on the 
other hand, the customer indicates a desire for credit, 
it is only necessary to receive his down payment (still 
suggesting that extra wrist-band), and lead him to the 
credit desk where necessary arrangements are made. 


The method of leading questions to determine prefer- 
ences, price-ranges, etc., is not restricted to watches, 
naturally. It can be employed just as logically when 
selling fine silverware, rings or any other article of 
merchandise in your store. 

This time-saving method of conducting sales can be 
employed to particular advantage around peak-buying 
periods such as Christmas, but in order to be able to 
put it into practice it will be necessary for you to use 
it the year ’round. You will be surprised how much 
simpler many transactions can become when you become 
adept at “steering” sales in this manner, and many of 
your customers will be grateful for the technique also 
since they will be spared the necessity of making selec- 
tions from large quantities of seemingly similar articles. 


CONCLUSION... 


HE foregoing instalments of “The Technique of 

Salesmanship” are not, obviously, the final word 
on the subject. Much more elaborate works have been 
produced in the past and will doubtless continue to be 
produced, but to date none have been concerned with 
the specific situations which confront those engaged in 
the jewelry business. 

Naturally, no work of this sort could possible turn 
an uninterested or inefficient individual into an adequate 
jewelry salesman, any more than Dale Carnegie’s How 
to Win Friends and Influence People could make an 
orator of a deaf mute. However, the practical sugges- 
tions outlined in the seven chapters comprising this work 
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should prove invaluable to those who have a stro 
desire to improve their sales ability—not only to sales. 
men but to store owners and managers as well. 

With war-time scarcities soon a thing of the past, 
jewelers the country over will have to return to the 
ancient selling philosophy “The customer is always 
right.” And what better way to achieve this aim than 
a renewal of emphasis on the basic subjects covered: 
courtesy, personality, good grammar, a thorough knoywl- 
edge of the merchandise carried and proper sales pro- 
cedures? 

Observance of the principles outlined in this series 
will result in a neat, efficient, well-informed salesforce, 
And, more important than that, in satisfied customers 
who will return to your store the next time they need 
jewelry. 





SELLING IDEAS THAT DO BUSINESS 
(From page 254) 











tice a person can learn to fit into the mood of the custom. 
er and get along famously. Adaptable people thrive 
and enjoy life. Others usually get indigestion. 

+ + 







We can go ahead in selling if we keep asking our- 
selves— 
“How could I have handled that last customer 
better? 
“What important point did I forget to mention? 
“Couldn’t I have been a little more accommodating 
in showing that silver? 
“Why did I almost make the sale, but somehow 
missed?” 1 
I have a good check list for myself in my own 
private code. It puts me on a hot spot sometimes. But 
it does keep nie thinking about better selling. 
* © © of 










What a help to know peoples’ names so you can call 
them at once by name and make them feel that you are 
a friend! 

It’s a knack that can be developed by practice all 
by working out a systematic way of remembering names. 
There are books on the subject—but one of the simplest’ 
ways is to jot down the names as soon as possible after 
you hear it so it won’t get away from you—then go” 
over your list of names frequently, associating the name, 
in some way with the person. Then one will come it) 
stantly to mind with the other. 

"% & 


Purchases for the bride, the wedding party, and t 
new home run into important money. Here is one ¢ 
our best sources of business. 

By acting as a clearinghouse of information in reg 
to the bride’s silverware pattern and gift list we ¢ 
be headquarters for bridal purchases. 

This takes friendly teamwork and pooling of inft 
mation within the store, as well as keeping a carefthy 
record of purchases made for each bride. 

It is our business to know well in advance of a wet) 
ding date what pattern the bride has selected and @) 
be sure that her friends know that we know. a 
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One sale can lead to another. Good judgment is 
needed but sales can often be rolled up like a snowball 
by making the right suggestions at the rigit time. 
“Nothing quite equals silver for repeat sales. Once a 
person starts on a pattern they usually keep adding to 
it for years. Fancy and serving pieces will be needed 
as well as extra place settings. Matching hollowware 
can be purchased. Often another customer is started 
on a pattern of silver through seeing and admiring it 
on a friend’s table. 

The important thing is to keep customers thoroughly 
satisfied with each purchase—so thoroughly sold on you 
and on your store that they will want to keep coming 


back. 


% 


Jewelry, watches and rings have great personal ap- 
peal. And nothing has more magnetism, for instance, 
even without a word being said about it. than beautiful 
gleaming silver. 

The products we sell can draw people to the store 
if we don’t keep them away by indifference—a high hat 
attitude—high prices——or careless selling. 

Our jewelry business can’t miss having a great future 
if we will use selling and showmanship to make more 


friends and better friends for our store. 
% * * 


Selling is more effective when you can make the 
customer feel that she is doing the buying—not being 
sold. 


If a sales person is trying to put on the pressure, 








the prospect instinctively knows it and feels restless 
and impatient to get away. 

A person who plays golf knows what “pressing” 
means and how it can spoil one’s game. It’s simply try- 
ing too hard and being keyed up so that you are over- 
anxious and out of rhythm. a 

Good sales people are sensitive to that fine balance 
between too little and too much that makes sales click. 

* + * 

There seems to be something in letting a customer 
hold and handle the product that helps to open purses. 
It’s hard to understand and explain, but it’s a very 
important part of selling. 

Perhaps the customer mentally takes possession of 
the piece of merchandise when it’s held in her hand. 

Whatever the reason, there’s sales magic in getting 
your prospect to handle or use the product. 

* + 

Good background atmosphere and quality displays 
provide a proper setting for the sale and help a cus- 
tomer reach a favorable decision. 

A woman who is looking for fine silverware knows 
she will never find it in an uninviting, disorderly shop. 

Freshness—spotlight values—timeliness—good light- 
ing—all help to make a friendly, favorable atmosphere 
in windows, counters and throughout the store. 

Each of us can contribute in creating a better atmos- 
phere in which to sell. 

Your interest and your ideas along this line will be 
valuable to others and to yourself. 
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Optical Repairing 
Silverware Refinished 
Pens and Pencils 
Cigarette Lighters 
Electrical Appliances 
Radios 
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t--44 we 


H 





‘We are as near to you as your postoffice’’ 


FOR FEBRUARY, 1946 

































And with matching link 
bracelet you make two sales 
instead of one, every timel 
Both in yellow gold plated or 
silver finish on sterling silver. 


#2070 choker—$45 per dozen 
i #5057 bracelet—$22.50 per dozen 
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FOR YOUR INDIVIDUAL 






To create instantaneous eye 







vidual requirements 





Sold in commercial lots only 








PAPER BOXES 








and sales appeal 


manufacture boxes of all descriptions.”. the 






















Permanent showroom, 
8th Floor, Hotel New Yorker, N.Y.1 
General Offices: 404-06 Fifth Ave., McKeesport, Pa. 





REQUIREMENTS 


aitelalitelal 


your jewelry in one of our especially designed boxes. We 


! 
foleleh as illustra- 


tion shows velvet-covered box with satin lining Our box 


specialists can help you by designing a box for your indi- 


C & M MANUFACTURING CO. 
JEWELRY DISPLAYS 
112 Point Street, Providence 3, Rhode Island 





WARTIME WEDDINGS FAVORED CITIES 
(From page 258) 


gives the figures for marriages in large cities compared 
with those in the nation as a whole, for the years 1939. 
44: 


MARRIAGES IN CITIES OF 100,000 INHABITANTS OR MORE 
COMBINED, AND IN THE UNITED STATES AS A WHOLE, 1939.44 


(A minus sign (—) denotes decrease) 











a 
Increase Over Incr 
Preceding Year ‘erm 
Total = 
Year Marriages Number Percent | Number | Percent 
————— 
In Cities of 100,000 
Inhabitants or More! 
Dasha siestnas as 513,147 —48,815 —8.7 104,158 25.5 
sss oansicaaese 561,962 —32,946 —5.5 152,973 37.4 
94, 908 47,731 8.7 185,919 45.5 
RARE: 547,177 ,273 14.7 138, 188 33.8 
Ds assinnvere cuiewrelete 476,904 67,915 16.6 67,915 16.6 


eee 























These figures are not altogether surprising, since Se- 
lective Service and war production combed out the 
smaller population centers and centralized population 
in already heavily-inhabited areas. Army camps, war 
production factories, etc., brought greater masses to- 
gether and, consequently, the index for the larger cities 
climbed. 

Geographically, marriage statistics for the war years 
demonstrate a “North vs. South” tendency. In 1940-41; 
when the vast majority of men were still at home await- 
ing “Greetings” from the draft-board, the North Cen 
tral and North Eastern states showed the initial impetus 
in marriages. However, in 1942, 43 and ’44, the in- 
crease swung to the South and West where America’s 
young manhood decided to have the ceremony sand- 
wiched in between 25-mile hikes, close-order drill and 
other military preoccupations. Although the North got 
off to a flying start when the war began, the location of 
training camps in the South and West permitted those 
areas to catch up, establish a lead, and hold it firm 
throughout the war. 

War or no war, brides fancy June as the month for 
the big event and the Census Bureau’s figures indicate 
that a surprising number of them had their way about 
it. Even the attack on Pearl Harbor in December, 1941, 
failed to boost the matrimonial index above that for the 
preceding June, and subsequent Junes proved to be & 
favorite month for exchanging vows. As a result of 
the fantastic number of marriages in August, 1940, 
(exceeding the figures for June of that year because 
of impending conscription), jewelers throughout the 
country moaned that the war was turning the marriage 
calendar topsy-turvy. In the light of the statistics for 
the war years, however, this was proven untrue. (see 


1 Statistics represent marriage licenses issued in 34 cities with 
a 1940 population of 100,000 or more, and 57 counties contain 
the remaining 58 cities in this size group. County data are 
where data for city alone are not available. 


2 Statistics represent marriages performed. Figures for 194l- 
44 are estimated, figure for 1944 is preliminary. 
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graph). Of course the other months had extraordinarily 
large numbers of marriages, too, but June was never 
knocked from its niche from 1941 to ’44, 

Final figures for 1945 marriages have not, as yet, 
been released by the Census Bureau. However, a pre- 
liminary survey for the first ten months of the year 
demonstrates that V-E Day saw a remarkable upswing 
in marriages and, although the rate began to slump 
somewhat in July, V-J Day saw it rise temporarily, drop 
again, and finally begin rising steadily in October. 

Figured any way one looks at it, marriage is a popular 
American institution and gives every indication of con- 
tinuing that way. Jewelers like it, too. 


CAN YOU TELL THEM "IT PREVENTS TARNISH?" 
(From page 268) 


phere, depending upon the city. The amazing results 
are shown in the photograph and the chart pictured. 

Pacific Silver Cloth protected the silver square wrap- 
ped in it. The other five fabrics all let the silver in 
them tarnish. These five squares dulled so that none 
retained as much as one fourth of its original lustre. 
Silver wrapped in two widely used chemically treated 
“anti-tarnish” fabrics retained only one seventh or less 
of its original lustre. But, the silver square tested in 
Pacific Silver Cloth gleamed almost as twinkle-bright as 
before the test. 

The effectiveness of this cloth has been demonstrated 
in a practical way for several years in such places as 






5 AN x : AY ‘ 
ates 


St. Louis and Pittsburgh, and in Butte, Montana where 
the world’s largest copper smelter operates. 

At the Butte smelter immense quantities of sulphur 
gases are discharged into the atmosphere, so that this 
city furnishes an exceptionally severe test of tarnish 
preventive qualities. For a test period of five years, 
several pieces of silverware were wrapped in Pacific 
Silver Cloth and subjected to the intense sulphur gases 
present in the air. Upon the expiration of the five year 
period, it was found that the silverware had no tarnish 
and retained its original, polished lustre. Only approxi- 
mately five percent of the silver content in the cloth 
had been used. It might be assumed theoretically from 
this test that the efficiency of the cloth would be retained 
for one hundred years! 


WHAT WOMEN PREFER 


Recently the Home Arts Guild of Chicago conducted 
a survey of over three hundred women. Their ages 
ranged from twenty-five to forty-five. Most were young 
housewives. Many were mothers of small children; 
some were grandmothers. Some enjoyed incomes above 
the average and many had only moderate incomes. The 
survey was divided among three groups of over one 
hundred women in each group from different locations 
around the city of Chicago, so as to get a reliable cross- 
section. 

These consumers were asked the following questions. 
Which do you prefer—a chest, bag, or roll (with the 
cloth in a choice of beautiful colors) which does not 
prevent tarnish; or a chest, bag, or. roll (with the cloth 








Y 
PRODUCT 
V 





AT A 
NEW LOW 
PRICE! 


Guaranteed Stainless Steel Beautiful Lustrous Finish 


EXPANSION WATCH BANDS 


Suggested 
Retail Price 


94-25 


Immediate Delivery 


and durable. 


EACH BAND INDIVIDUALLY PACKAGED! 


Today’s biggest sales sensation—sells on sight! Slips on and off in 
a jiffy . . . easily adjusted to any size watch or wrist. . . 


sweatproof 


Also Available in Gold Finish Top, Stainless Steel Back. $2 95 


Suggested Retail Price 


Order from Your Wholesaler 





DICO PRODUCT 


FOR Fesruary, 1946 


5 N. WABASH AVE. 
CHICAGO 2, ILL. 
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PROUD TO PRESENT 





W. C. EDGE 14K YELLOW MESH 
gents x heavy attachments. .. .45.00 ea. 
ladies attachments .... .. 13.50 ea. 


UNBREAKABLE MESH—FINE SAFETY SNAP 


White ladies 1/20-12K center snap 


cord bands .. ..5.00 dz. 


White stainless steel men’s expansions 


A REGAL PRODUCT 
FINE IMPORTED AND DOMESTIC 
WATCH STRAPS 


H. SEGAL 


93 Nassau Street 
N.Y.C. 7 


WHOLESALE JEWELERS SINCE 1890 


SPECIAL! 
Bangle bracelets 


JEWELERS 


6.00 dz. 


















Sell Schools, Clubs, 
Hospitals, Lodges, etc. 


















Write for our treasure book of emblems. 
on memo. 
jewelry. Thousands of designs. 


Samples sent 
Most complete line of grade and high school 
Make your store the 
headquarters for the scholastic trade. Safety and service 
awards, religious medals, bronze advertising specialties, 
etc. Mfrs. for over 39 years. 


THE METAL ARTS CO., Inc. 


740 Portiand Ave. 
Rochester 5, N. Y. 














298 











made in a dark brown color only) which absolute] 
prevents silverware from tarnishing as long as the silve, 
is kept in it? Would you pay extra for the latter feature? 

Parenthetically, Pacific Silver Cloth is produced %s 
only one color—a dark brown—though it is expected 
that it will be made in additional colors in the Near 
future. 

Ninety-three per cent stated they preferred the brown 
silver cloth which actually prevents tarnish, Eighty- 
eight per cent said they would pay extra for this feature, 
Thus nine out of ten women not only prefer a cloth 
which prevents tarnish but are willing to pay extra for 
this feature. Their answers placed emphasis on tarnish 
preventive qualities of the cloth rather than on color. 

After being asked the above questions, these same 
women were informed of the difference between “anti- 
tarnish” cloths and the cloth which “prevents tarnish” 
and were asked if, after knowing the facts, they would 
be inclined to look for the “prevents tarnish” label in 
chests, bags, and rolls the next time they purchased 
silver. Ninety-six per cent stated definitely they would 


' look for the “prevents tarnish” label. 


Conclusive evidence as to the effectiveness of Pacific 
Silver Cloth should convince jewelers that they can say 
to their customers “It Prevents Tarnish.” The Home 
Arts Guild survey proves that nine out of ten women 
are interested when the facts are known to them and 
that they want this type of silver protection in chests, 
bags, rolls and wraps. 

Actually the jeweler performs a service to his custom- 
ers when he recommends something which definitely is 
a household aid—something that helps the housewife 
with one of her troublesome problems. It may be only 
a small item but it will mean satisfied customers—and 
good will. 


ACQUIRE BALANCED STOCK LEVEL 
(From page 272) 


etc.) Specific types of watches, such as those for doc- 
tors and nurses, or military watches, should be a further 
subdivision, separate from the rest. 

5. Minor items of merchandise, recorded in bulk on 
a single card, are not removed from the “In Stock” file 
until the last item has been sold. Each time an item 
is sold it is deducted from the balance maintained in 
the right-hand column labelled “Balance.” When the 
balance reaches zero the card is removed to the “Sold” 
file. And if all the sales have been recent, it is your 
cue to re-order quickly if an order has not already been 
placed. 


USING THE SYSTEM: 


1. Upon completion of a sale the index card for the 
specific item is removed from the “In Stock” file, perti- 
nent data is recorded in the section devoted to the “Pur- 
chaser,” and the card filed in a “Sold” container. The 
cards should be just as carefully filed in this category 
as they were in the “In Stock” file, since they will be 
referred to frequently later on. 

2. If an item which has been sold is, for any reason, 
returned and the money refunded, the item will go back 
in stock and the card will be appropriately filled-in and 
returned to the “In Stock” file. The reason for return 
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should be carefully noted on the card—this reason re- 
ted any number of times may conceivably form a 
basis for outlawing further purchases of the item. 

3. When the time comes to re-order, a glance at the 
section of the “Sold” file for a particular item will dis- 
close just what sort of history the item has been under- 
going. Merely because a card is in the “Sold” category 
is no indication that it is a fast-mover. Perhaps the 
date the item was acquired is eight or ten months pre- 
ceding the date of sale, and no similar items have been 
disposed of. This will be your cue to refrain from 
ordering any more articles of this particular nature, 
especially if there are several others like it still unsold. 
You will be able to risk it since there is no apparent 
demand. 

However, if your “Sold” file has ten or fifteen cards 
indicating the sale of the same item, and the acquisition 
dates are all recent, you will be justified in re-ordering, 
particularly if the “In Stock” file shows few on hand. 
Even if the acquisition dates are relatively remote but 
the selling dates recent this also provides a hint. For 
some reason there is an increased demand for this par- 
ticular product and, although it would be wise to order 
cautiously, re-stocking is definitely indicated. 

4. The “In Stock” file, if carefully maintained, will 
at all times reflect an accurate inventory of what you 
have on hand in your store. Use of this system per- 
mits monthly inventories in a matter of minutes when 
semi-annual inventories previously required days of 
checking. 

Perhaps the expenditure of elbow-grease required to 
set a stock-record system in operation (and keep it go- 





ing) seems too great. But if it were possible to add up 
the total number of sales “lost” because of an unbal- 
anced stock—because the right item was not in your 
display cases at the right time—the facts would prove 
that you simply cannot afford to be caught with a sur- 
plus of unwanted merchandise while lacking the items 
your customers really want. 

Avoid the plight the Allies found themselves in at the 
beginning of the war. Make sure you do not have “too 
little—too late.” 


DETROIT STORE A SIX-WEEK WONDER 
(From page 274) 


between the prospective customer and the interior would 
disappear. 

For a genuinely distinctive store signature, Mr. Rose 
selected six-inch-thick plywood lettering, edged in neon 
tubing. The natural grain of the wood, heightened by the 
coating, is shown to definite advantage either by day 
or night, by virtue of the illumination it gets from 
concealed lighting behind it. 

Another interesting material used in this unusually 
up-to-date exterior, is the terrazo which was selected 
for vestibule flooring. Because of its versatility, ter- 
razo was doubly suited to the architect’s plan for a floor 
pattern that would continue through to the interior of 
the store, and which would, through its sweep from the 
outside to the inside, persuade even the most itinerant 
window-shopper, right through the door, without his 
even realizing that he had crossed the threshold. 

(Please turn to page 308) 





JANUARY SPECIALS 


January's Case Special. 16 
size Brass Cases, at only 


Wide assortment of the latest crea- 


(ready for immediate delivery) 


Asst. $131 6 doz. Balance Jewels 5-10 


$1.55 tions in Chokers and matching Separate Hole and Diameter ...... $7.50 
Bracelets. Asst. $132 4 doz. Balance Jewels 9-16 

* Separate Hole and Diameter ...... $5.00 
Dorson G. F. Pin and Earring Sets. Asst. $135 12 doz. Roller Jewels, Sep. 

® Sar TI Wivincdkarttiseens $5.00 
Low-priced Earring Specialties in Asst. $635 6 doz. Fine Balance Jewels 

\ Sterling and Yellow Gold Plate as SIE Socn'e evtiastadcnwsones $4.50 
\\ low as .60 per set. Asst. #639 6 doz. Fine Balance Jewels 

6 ° OP Ns 6 caw i Knanetdieuauendiee $3.50 





Swiss Imported Tweezers, 
3 and 3C ..$1.75 


Pin and Earring sets attractively 
boxed from $2.75 and up. 


Asst. $641 6 doz. Plate Jewel 5-10!/2.$3.50 
Asst. $645 6 doz. Fine Roller Jewels. . $2.50 
Asst. $646 6 doz. Fine Pallet Stone . .$2.50 


Asst. $648 12 doz. Fine Cap Jewels 
GOI sh oo radeescéisvenseed $3.50 


Asst. $648 12 doz. Fine Cap Jewels 
Friction 5-10!/2 ....... enna $3.50 


Material Special: No. 13I1—! ggoss 
balance Jewels for 5 to 10/L.. .$7.50 


FEINSTEIN BROS., Jobbers 


WATCHES © DIAMONDS 


5 South Wabash ° Chicago 3, Ill. 


FOR FEBRUARY, 1946 


GOLD FILLED AND SOLID GOLD JEWELRY © WATCH SUPPLIES * TOOLS AND FINDINGS 


* 220 West 5th Street, Los Angeles, Cal. 
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New Giftwares 

















Richly decorated with copper-wheel engravings, this series 
of vases in heavy crystal glass are post-war importa. 
tions from Sweden, part of a wide assortment of Pieces 
being brought into this country by the firm of Enright. 
LeCarboulec, Inc., 160 Fifth Avenue, New York 10, NY, 





This seven-piece twin jam set in crystal glass is fashioned in 
the popular "Candlewick" design, and it may be retailed at 
about $2.50. Made by the Imperial Glass Corp., Bellaire, O. 








"Cameo" is the name of this design in Chadwick China, 
made in ivory, blue, or coral, hand-decorated and gold 
trimmed, with the floral motif in high relief. Shown are 
an II" vase, 6!/." vase, and covered candy box. Sold 
through Jess Abrams, 225 Fifth Avenue, New York 10. 









Illustrated are two different shapes of inkwells made 
in Bethwood Royal China, all of them decorated by hand 
in seven different patterns. From the showrooms of 
Beth Weissman, 49 West 23rd Street, New York 10, N.Y. 
















Made of crystal glass with a flower decoration on the cover, 






This glassware, with "Honeysuckle" cutting, retails for $6 a this candy box has three compartments, and it is 6" in 
dozen for jigger or old-fashioned or highball; $5 each diameter. Wholesale cost is $13.50 a dozen, or $12 if it is 
for the 40-ounce Martini mixer. From showrooms of R. bought in lots of 3 dozen or more. From the showrooms 






F. Brodegaard & Company, 225 Fifth Avenue, New York. M. B. Daniels & Company, 3! West 27th Street, New York. 
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TIFFIN 





TIFFIN 


\Y/ crystal pheasant 


Every century is glorified by its craftsmen. For five thousand 


years their genius has found expression in jewels... fabrics...silver...and in this 
20th Century there is TIFFIN GLASS. The spirit of America — swift, fluid, 
brilliant — is reflected in the beauty of this crystal. Today it is being wrought 
with the same expert craftsmanship as were the masterpieces of past epochs. 


Tiffin is the craft of this century. Famous now; destined to be prized always. 


UNITED STATES GLASS COMPANY -: TIFFIN, OHIO 
FoR Fesruary, 1946 301 











N ew Giftwares 


The late Simon Gate designed this Graal vase from 
the famous Orrefors glass factory. It shows the 
distinctive color effects which characterize the 
Graal pieces. Sold through Fisher, Bruce & Co,, 
Philadelphia, Pa., and Axel Zacho, of Los Angeles, 





These pieces are part of a complete line of accessories in 
Olde Tavern Ware, made in green or amber glass combined 
with wood. This unusual line is made by Lampad of Califor- 
nia and is shown by Cox and Company, 208 Fifth Ave., N.Y.C. 





This deeply scalloped design iye™ ; - Made of shell pink glass painted by hand, these bottles 
in crystal glass is called 7% and powder box may be retailed for about $17. The mir. 
the "Canterbury," and it ap- = ~ . ror tray and picture frame, decorated in Valentine de- 
pears in a wide range of . : Z kh sign, may be retailed for $7 each. They are from the 
accessories and table pieces. . C7 j showrooms of Fanny Morse, 225 Fifth Avenue, New York. 
From showrooms of the Duncan 

& Miller Glass Company, 200 

Fifth Avenue, New York, N.Y. 


Silverplated on brass, this 17!/2" 

x 9." tray has a dogwood 

decoration and walnut handles 

and it retails for $6. Made 

in Grammes colorplate etchware 

nen one “A a series of > 

ifferent styles. It is so "4 

through Janice Aderer, 225 5th Mand Var ntl ty a pid 
Avenue, New York 10, N.Y.. an enerican Sri ie 


This attractive stamp holder is made 
of leather hand-painted in oils, an 
it costs $3.60 a dozen, wholesale. It is 
sold by the Stationers Specialty Cou 
19 West 21st Street, New York 10. 
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ORREFORS have the pleasure of announcing 
the appointment of Fisher, Bruce & Co., of 
Philadelphia and New York as their exclusive 
representative East of Kansas City — and the 
re-appointment of Axel Zacho of Los Angeles as 


their exclusive representative West of Kansas City. 


ORREFORS GLASSWORKS + SWEDEN 


FOR FEBRUARY, 1946 
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New Giftwares 
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The Nubian figurine shown here is one in a new matched line, 
each a unit in itself but attractive too in combination with 
flower holders and candlesticks. Part of a series of new ceramics 


introduced by the Lee-Nora Co., Inc., Los Angeles, Calif. 


Baby's worn shoes treated with 
a colored plastic finish which 
is washable and almost un- 
breakable—to be retailed for 
$5.95 and $6.95. From Plastic 
Baby Studio, 1132 Highland 
Avenue, Los Angeles, Calif. 


- 


This genuine California sharkskin billfold retails for $16 
plain, and with gold corners, for $21. Created by 
Frank A. Emmett Co., 2839 West Pico Blvd., Los Angeles. 


Spode artists have added to the interest of this 
"Rosalie" pattern by using a different floral on 
each size of plate and platter. This colorful design 
appears on the Chelsea Wicker shape. From Cope. 
land and Thompson, Inc., 206 Fifth Ave., New York, 


"Rose of Britain" is the name of this gold- 
decorated line of Tiffin crystal glass, with 
gold-encrusted flower pattern and gold lines at 
edge and around the foot. Manufactured by 
the United States Glass Company, Tiffin, Ohio. 


Effective as a flower container, useful as 4 
jug is this hand-blown pitcher in thumbprint 
design; 9!/." and made in tropical green, ame 
thyst, aquamarine blue. Retail, $3.79. From 
Beacon Glass Co., 71 West 23rd St., New York 
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STEWART CREATIONS 


Genuine California Ceramics 


Flower holders and figurines, carefully hand decorated and varied in 
appeal. These are but a few of this large line comprising over sixty items. 
Prompt shipment, f.o.b. factory, Los Angeles, California. 


"Hilm and Hans" Flower holders, blue, green, 2620 "Chinese Lady” Five colors available:— 
assorted 6", $15.00 dz., | dz. Min. Blue (A); Pink (B); Green (C); Yellow (D); 
Hawaiian girl in canoe. Flower holder, 2 asstd. Maroon (M) 14", $6.25 each, | pe. Min. 


NE Soir ose Sautoasaaees 15", $5.00 each, 2 pcs. Min. 2621 “Chinese Man" Five colors available as above 
"Junior" Baby coach flower holder, pink, blue, 14", $6.25 each, | pe. Min. 


assorted 6", $18.00 dz. 1/3 dz. Min. 2655 “Aladdin Dancer” Four colors and decorations: 
“Mazie" Peasant flower holder, 3 colors Blue (A); Green (C); Yellow (D); 
assorted 7", $24.00 dz., '/4 dz. Min. Maroon (M}) 14", $5.75 each, | pe. Min. 


"Kashmirian Figures" Blue (A); Green (C) 2654 "Aladdin's Miracle Man: Genii" 4 colors as 
12!/2", $10.00 pair, | pair Min. decors. as above $5.75 each, | pc. Min. 


(Note: When ordering specify colors wanted. Minimum Order $75.) 


EBELING & REUSS COMPANY 


707 Chestnut St. 225 5th Ave. 1557 Mdse. Mart 527 W. 7th St. 
PHILADELPHIA 6 NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
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By MADELINE LOVE 


WEDEN is definitely back in the merchandise pic- 
ture, and the newsiest news about it is announcement 
that Orrefors, one of Sweden’s most famous lines of 
glassware, is now represented by Fisher, Bruce and Co., 
of Philadelphia and New York. Fisher-Bruce is to 
have the territory east of Kansas City, while the terri- 
tory west of that city will continue to be covered by 
Axel Zacho, of L8s Angeles. The new selling arrange- 
ment was announced at a cocktail party given January 
10 at the Hotel Pierre, New York. At that time, Nils 
Johansson, general manager of Orrefors, and E. Monroz 
Fisher, president of Fisher-Bruce, gave brief talks. 
Another bit of Swedish-American news is that Mark 
Enright, of Enright, Le-Carboulec, Inc., New York, has 
gone to Sweden again—his second visit there since the 
close of the war. Mr. Enright sailed January 24 and 
will be gone about six weeks, visiting the glass fac- 
tories which he represents in. this country. 
* *& # 


Walter Crowell has been elected president of the 225 
Fifth Avenue Association, Inc., with Harry Burkhart, 
vice president; Florence Louise Kay, treasurer, and 
Norman Preston, secretary. New board members are 








Herman Kashins, Ted Greeman, Winia Miller Harri- 
man, Claude Sperling, and Harold L. Herzfelder. 
* * * 

The new “Registered California” label is getting its 
initial promotion on a nation-wide basis, and a number 
of stores are planning special sections this spring 
devoted to these wares. Sponsored by the Los Angeles 
Chamber of Commerce, “Registered California” jg , 
non-profit organization formed by members of the gift- 
ware and allied industries to protect and promote Cali- 
fornia-made products. 

* * * 

Sun Glo Studios, 225 Fifth avenue, New York, have 
opened West Coast showrooms in the Brack Shops, Los 
Angeles, with Russell W. Lynch, brother of Edward 
Lynch, head of the firm, in charge. Russell Lynch has 
just been released from active service in the Navy, 
where he served as a lieutenant commander. He yill 
cover the Coast and the Southwest. carrying all of the 
various Sun Glo lines. 

* % # 

EWSETTES: Beacon Glass Co., New York, has 

appointed the D. E. Sanford Co., as West Coast 
sales representatives, with showrooms in Los Angeles, 
Portland, San Francisco, and Seattle; and Earle Smith 
as Southeast representative, with showrooms in Atlanta. 
The National Silver Deposit Ware Co., New York, has 
opened permanent showrooms in the Parker House 
office building, Boston, with Harry B. Cohen as man- 
ager. The Gottschalk Sales Co., New York, is now 
showing Rampton Ware, hand-enamelled glassware. 











“Seas 














Graceful simplicity of design, transparent beauty walk 
master craftsmanship ee | to autho fine crystal preces 


— Display Rooms at — 


Boston, Mass., Parker House—Mrs. Hazel C. Willis Los Angeles, Cal., 712 So. Olive St.—Kehlor-McFarland, Inc. 
Chicago, Ill., 1532 Merchandise Mart.—Mr. Robert P. Pierce Dallas, Texas, 401 So. Akard—Woodall Cook Co. 
San Francisco, Cal., 1355 Market St.—Kehlor-McFarland, Inc. 


160 FIFTH AVENUE ~ ENRIGHT LE-CARBOULEC, INC. sNew york 10, N. ¥. 
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MAESTRO HAND-CRAFTED GLASSWARE IN 


(ey i ber 


EYE-CATCHING AND APPEALING 


The irresistible charm of glistening crystal inlaid with 
gleaming silver attracts even the most casual shopper. 
The distinctive designs expertly hand-crafted into 


a wide variety of items and patterns will appeal to your 
most particular customer. . . . Yet, despite its sheer 
beauty and decorative charm, each item in the Maestro 
line is priced to appeal to every pocketbook. The de- 


lightful dignity of this clever combination of silver and 
crystal makes Maestro a fine gift promotion feature. . . . 
The charming Maestro crystal and silver line includes 
such popular items as dinner plates, salad plates, cake 
trays, divided relish dishes, candy box and cover, etc. 
Write today for more information on the popular, 
profitable and fast-selling Maestro line. 





entry Melaleraft Conporalion 4440 NORTH CLARK ST., CHICAGO 40 


Newland, Schneeloch & Piek, Inc. 


Ralph P. Higgins Company 
1107 Broadway, New York 10 


"S58 Merchandise Mart, Chicago 54 
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Clay Folsom 
301 N. Market St., Dallas, Tex. 


R. F. McDowell Bert Scouler 
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Get your Repair Dept. 
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DETROIT STORE A SIX-WEEK WONDER 
(From page 299) 


Once inside the store, the prospective customer 
glimpses a brilliantly lit array of merchandise, inte). 
ligently and systematically grouped into small, depart- 
mentalized units made possible by space-saving zig-zag 
counters, which paradoxically give much more floor and 
counter space than the old circular or U-shaped coun- 
ters. The cases are designed with recessed bottoms to 
give customers more toe and knee room. The interiors 
are blond maple, the lighting, fluorescent. The sense 
of seclusion which the saw-tooth pattern of case cre- 
ates, is invaluable in aiding privacy of selection, and 
creating the illusion of unruffled calm. 





INDUSTRY PROMOTION PROGRAM WINS APPROVAL 
(From page 218) 


Hugh Harley was unanimously chosen for the post. 
Mr. Harley brings to the Publicity Board a background 
of experience that should be distinctly helpful in making 
its program effective, as he has had a great deal of 
experience in public relations work. He was formerly 
Secretary and Director of Public Relations for the 
United States Brewers Foundation for several years and 


‘prior to that was Director of Public Relations of the 


Philadelphia and Reading Coal & Iron Co. 


It was also agreed by the Steering Committee that it 
would be desirable to change the name of the organiza- 
tion, since the word “publicity” in the present title 
automatically acts as a deterrent to the accomplishing 
of the ends which it is the purpose of the Board to 
achieve. Writers, editors and radio commentators shy 
away from anything that is labeled “publicity” because 
they sense in it a commercial motive. Exactly what the 
new name will be has not yet been determined, but it 
will be something of a character better calculated to 
secure the confidence and cooperation of editors and 
writers, such as “The Jewelers Advisory Council,” “The 
Jewelry Foundation,” “The Jewelry Research Institute,” 
or something of that general nature. 


It was also voted that along with the selection of a 
new and more desirable name, the organization should 
incorporate rather than continue to operate on the rather 
loose and informal basis which was possible in the days 
when the effort was on a much smaller scale. These 
matters, it is presumed, will be finally determined at 
xnother meeting of the Steering Committee. 


HOW YOUR PATENT SYSTEM WORKS 
(From page 282) 


it is exceedingly protracted, and if the patent is sus- 
tained results in a long contest over the amount of lia- 
bility which the infringer may be called upon to pay. 
Some way should be found to shorten the litigation 
process and to fix more specifically the grounds upon 
which liability can be determined, so that no manufac- 
turer who upon the advice of counsel undertakes an 
enterprise that is subsequently held to be an infringe 
ment will be tormented for years by the uncertainty of 
his liability and the contingency that his enterprise may 
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Plan now to shop the new lines at the 
country's largest exhibit of gilts and 


decorative accessories. You'll find an 





amazing selection of merchandise; more 
really fresh and saleable items than you ve 
seen in years. Cover the exhibit at both 
hotels for 4 comprehensive preview. 

You are urged to write your hotel immedi- 
ately to secure 4 confirmed room reservation. 


Also make travel arrangements early. 


NEW YORK GIFT SHOW 
oh, 25% thru Marckh 10 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 


COPE!.AND 
ica Fine English Earthenware 
(say | 

ENGLAND 


corrtAncs cuina English Bone China 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 
Available from STOCK in New York 
Sole agents and wholesale distributors 
COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 























HAND BLOWN GLASSWARE 
IN EXCITING JEWEL TONES 


A fast-selling line of vases, 
jugs, candy dishes, etc., 
distinguished for beauty of 
design, alluring colors and 
fine craftsmanship. Made 
in aquamarine blue, ame- 
thyst and tropical green. 
Shipment in 30-45 days. 


~ BEACON” 








57-Piece Introductory Assortment in Three 
Colors — $47.49 plus carton charge 











WRITE FOR 4-COLOR FOLDER. 


BEACON GLASS COMPANY 


DEPT. J.. 71 W. 23RD ST.. NEW YORK 10, N. Y. 
a 4 Yo Permanent Showrooms Los Angeles 














x i D. B. Sanford Co. 
208 Fifth Avenue 20d Representatives 1045 8, Hill 8t. 
Atianta Chicage Dallas 
Earle Smith E. M. Meder Company Rad Keel 
1 Forsyth Bldg. 1570 Merchandise Mart Santa Fe Bldg. 
San Franeiseo Portland, Ore. 
D. E. Sanford Co. D. B. Sanford Co, D. EB. Sanford Co. 
981 Mission 8t. 533 8.W. 12th St. Terminal Sales Bide. 
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be destroyed in spite of his honest efforts to abide by 
the law. 

Many proposals are under consideration for meeting 
these problems of patent litigation. All will require 
legislation. One of the bills now pending would meet 
the problem of patent accountings by permitting the 
trial court to fix the question of damages without fol- 
lowing the elaborate and uncertain procedures of a cost 
accounting process. 

The most frequently recurring criticism of the Patent 
System is that directed to alleged abuses by the refusal 
to use patented inventions or to make them available to 
others, and by agreements made restricting the produc- 
tion and sale of patented inventions by licensees under 
a patent. That these abuses have never been as exten- 
sive as the criticisms indicate is evident from the fact 
that few actual situations can be proven in which patents 
have been misused in this manner. Where the proof is 
available the courts have refused to enforce the patents. 
Legislation is now. before Congress which would subject 
patents so misused to forfeiture. Compulsory licensing 
of these patents has been frequently suggested and ef- 
forts to subject such patents to compulsory licensing 
will doubtless re-appear. 

Obviously, if the abuses are not extensive the reme- 
dies of forfeiture and compulsory licensing will not be 
invoked except infrequently. The presence of the rem- 
edy of compulsory licensing on a restricted basis has 
this merit, that the very presence of the possibility of 
forfeiture will deter the practices which might justify 
the penalty. 

Any program for the compulsory licensing of all 
patents involves the denial to small manufacturers of 
the exclusive character of a patented product which the 
small manufacturer may be dependent upon for his sur- 
vival in business. It will also permit any manufacturer 
to sit by and await the developments of his competitors 
which he may thereupon purchase at a small royalty 
and thus deprive us of the great variety of developments 
which are now induced by the diversification of effort 
made necessary by the presence of patents. 

Of course, if any patent is issued of such scope that 
it commands access to an entire field of endeavor and 
cuts off progress in that direction, or if a necessary 
patented invention is denied to the people, strong reas- 
ons exist for some legislation to overcome these barriers 
by a restricted form of compulsory licensing which will 
insure all of the benefits of the Patent System and still 
prevent the use of important patents in such a manner 
that the interests of the people suffer therefrom. 

One of the devices now in use by the Patent Office 
to reduce the number of aptented inventions which re- 
main unused is the public register upon which any owner 
of a patent may have his patent published for licensing 
or sale. This register has been availed of by a large 
number of individual patent owners, educational insti- 
tutions, and even large corporations which have offered 
thousands of patents for licensing. 

One of the important needs for a proper appraisal of 
the Patent System and the determination of possible 
devices for its improvement is a thoroughly objective 
study of patent utilization. A large number of patent 
cases have been tried which involve questions of the 
manner of use of patents, and some evidence has been 
adduced in Congressional hearings of practices which 
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THREE FAVORITES 


@ C-1—Genuine leather with 
gold tooling. Perpetual cal- 
endar for office and for home. 
Comes in Assorted Colors. 
Size 4”x4%”. Individually 
Boxed. 
$7.20 PER DOZ. NET @ 3-N-1—Calendar with three 
months at a glance. Genuine 
leather—22 kt. gold tooled. 
Brown. 
Size 5”:9”. Individually Boxed. 
. NET 
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SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 


JOSEPH B. COOPER & SON 





Refiners & PRECIOUS 
Smelters METALS 
OFFICE: 
FACTORY: 26 JOHN STREET, 


BROOKLYN, N. Y. NEW YORK CITY 





GIFTS by Daniels 


LOVELY SILVER PLATED METAL SALT & PEPPERS 
PRACTICAL AND ORNAMENTAL FOR TABLE SETTINGS 


NOW AVAILABLE FOR "AT ONCE” DELIVERY 





No. M77—BIRDS—Approx. sizes 3!/2x6%"' and 4x72", packed pair to bex 
at $12.00 doz. pairs, assorted. 

No. M55—FISH DESIGN—134x3""—packed pair to box; | doz. to § doz. pals— 
$7.80 doz.; 6 doz. pair—$7.50 doz.; 12 doz. pair—$7.20 doz. 
No. M88—PERIOD REPRODUCTIONS: GEORGE IV and LOUIS XV styles— 
13%4x6!4"" and 2!/4x6'/2"'"—packed pair to Gift Box at $19.50 doz. pairs or 3 des. 
pairs and up at $18.00 doz. pairs. 


M. B. DANIELS & COMPANY 


31-37 WEST 27th St. NEW YORK |, N. Y. 
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Handsome Deep-cut 
Crystal Photo Frame. No. 18C 


For 5" x 7" to 8" x 10" $12.50 For 9% x 12" ......c2cc200 $14.80 
00 6 On is cc. eee $16.50 

Also Same all mirrored. No. 18M 

For 5" x 7" to 8" x 10" $15.00For 9" x 12"...........08. $17.00 
eS nes $19.00 


All frames are genuine corduroy easel backed. 


IMMEDIATE DELIVERY 
MIRRO NOVELTY CO. 


Ptoneers, Originators and Manufacturers since 1925 
225 FIFTH AVE. © Room 933 © NEW YORK 10, N. Y. 
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FINE SILVERPLATED HOLLOW-WARE 


Gleaming silverplate on fine copper . . . copper 
that is polished and repolished until there is not 
a single blemish; then an extra heavy coat of 
silver is applied and polished again to a beau- 
tiful lustre by skilled craftsmen. The heavy silver- 
plate used is the same as that used in our Old 
English reproductions. Pieces shown are ready 
for shipment. Write for circular and prices. 


oa 
DODGE INC. 


401 EAST SIXTH STREET, LOS ANGELES 14 
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Hnesl 

Mandl 
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23 EAST 26TH STREET 
NEW YORK 10 


Marchand 
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are condemned as improper uses of patents, but the 
actual data produced by these inquiries has been g 
limited and so abnormal in character that no true picture 
of the Patent System in normal operation can be pro- 
jected therefrom. It is important that an undertaking 
be made at some time of a study sufficiently compre- 
hensive and specific that we may learn how patents are 
used normally by their owners and to what extent the 
Patent System is serving the needs of the people and 
performing its constitutional objective “to promote the 
progress of science and useful arts.” 


WHAT RETAILERS THINK ABOUT REGULATION Ww 
(From page 286) 
cent of what they were before the regulation became 
effective. We would like to have it retained for ap 
indefinite period of time. 
x *k * 

Spokane, Wash.: Regulation W should be elim> 
nated at the end of the emergency period. Business and 
management along with credit executives can control both 
open and contract accounts in accordance with sound 
business practices. 

x ke * 

Springfield, Mass.: Although I am opposed to the 
complete discontinuance of Regulation W, I believe that 
it could be changed and still retain many of the advan- 
tages that the retail trade has derived from it during the 
last four years. 

x *k * 

St. Louis, Mo.: Merchants and _ manufacturers 
should be permitted to operate their businesses without 
any governmental credit restrictions. The consumer who 
qualifies for credit should be able to buy what he needs 
on reasonable terms with a reasonable down payment. 

x *k * 

Toledo, Ohio: Regulation W should stand as it is 
indefinitely on 30-day accounts. It should be continued 
on installment accounts with the following modifications: 
10 per cent minimum down payment, and 18 months 
maximum time. 

x * * 

Troy, N. Y.: Regulation W should be continued 
on a modified basis until the end of the emergency. The 
required down payment should be reduced from 1/3 to 
20 per cent on all merchandise, and the pay period should 
be increased to a minimum of 15 months on small items 
and 24 months on appliances. 

x k * 

Wichita, Kan.: At the present time there is abso- 
lutely no need for Regulation W, and it should be 
discontinued as quickly as possible. 

x * * 

Youngstown, Ohio: We would like to have the 
regulation discontinued at the end of the emergency, and 
do not object to certain modifications up to that time. 
In regard to monthly charge accounts, we suggest that 
the freezing date be changed from 40 days to 70 days, 
and floor authorization be changed from $10.00 to 
$25.00. On installment accounts, a down payment of 
20 per cent on all merchandise is recommended, with 
12 months on all balances up to $100.00 and 18 months 
on balances over $100.00. 
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WALES WINDSOR 


For those exacting customers you particu- 


larly want to please...the Wales Windsor 
‘ . ° t 
t. i. dl F is the answer. The handsome leathers and 


perfect, casual styling attract them in- 


stantly. The compactness, the many val- 


hem further. 


UT $5.00 


Columbia Walescraft Ltd. 


22 WEST 32nd STREET © NEW YORK, WN. Y. 











Do You Need? 


MUSIC BOXES 
DRESSER SETS 
COSTUME JEWELRY 


SIGNET and 
FRIENDSHIP RINGS 


RELIGIOUS ARTICLES 


Then Call or Write — 


ULRICH ASSOCIATES 


32 W. 46th St., New York, N. Y. 
Tel. BR 9-0944 














ret ae 


with a "Kingsley Machine . : <a 


- You can ‘Stamp 
Names or Monograms. | 










on 


FOUNTAIN PENS — 
LEATHER GOODS 
PLASTIC GIFTS. 
WRITING PAPERS 

XMAS CARDS, ETC. 


Right j in Your, 
Own Store! a 





WRITE FOR CETAILS 


KINGSLEY Gold Stamping Machine Co. 23. catie 








BETHWOOD ROYAL CHINA 
ENRICH YOUR GIFT DEPARTMENT WITH 
BETHWOOD GIFTS AND ACCESSORIES 

Large selection of hand- painted accessories in fine milk glass, as 


above. Also lovely hand-painted accessories in fine china available 
in these decorations: Ivory Floral, Petal Rose, Soft Blue. 

See us at the NEW YORK GIFT SHOW—Feb- 

ruary 25-March |. Room 815, New fare Hotel. 


Rose & Bertha Glebard atherine Zipper 
1206 Mdse. Mart, Chieago, Il. 712 So. olive St., Los Angeles, Calif. 


Harold Abrahams 
812 Thomas Bidg., Dallas, Tex. 


BETH WEISSMAN wi cio hoy. 


of Gifts and Lamps 
49 W. 23rd St., New York 
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START OF AMERICAN WATCH INDUSTRY 


Timing a Century, History of the Waltham Watch Company. Volume 
II of the Harvard Studies in Business History. Harvard Univer- 
sity Press, Cambridge, $4.00. 

HERE is but one flaw in the scholarship of Charles 
W. Moore, author of Timing a Century. A chro- 

nology, preceding the work, starts with the year 1500, 
when “the watch industry began in Nuremberg, Ger- 
many.” In the interest of thoroughness, we feel, the 
chronology really should have started with Genesis, 
when God created Time. After all, a watch industry 
would be a bit superfluous if there was no Time to 
measure. 

That, however, is about the only omission of which 
the author is guilty. He has prowled about the ancient 
documents of the Waltham Company (the records hav- 
ing been donated to the Baker Library at Harvard); 
he has haunted the corridors of the factory and offices 
in Waltham and, finally, he has obtained material from 
Hamilton and Elgin as well, just to make the story 
complete. In addition, as the notes in the rear of the 
volume testify, he has consulted a mass of literature 
on the subject of watchmaking, much of it hitherto un- 
tapped. 

A deep-dyed horologist, probably, will be disappoint- 
ed in the book, since there is no minute discussion of 
technical advances and developments. However, a deep- 
dyed horologist probably knows all of those things, any- 
way, but may not be aware of the interesting little side- 
lights which the author provides. And a non-horologist 
would become impatient with too much technical data, 
but will be delighted with many of the readable anec- 
dotes the author provides. Besides, Dr. Moore isn’t a 
watchmaker himself. He is a professor of business 
science, and Timing a Century is just as much a study 
in American business development as it is a study of 
mass-produced watches. 

Until the Yankee watchmaker Aaron Dennison visited 
the Springfield Armory and observed that muskets were 
being made of interchangeable parts, no one in the 
world had dreamed of mass-producing watches in the 
same manner. They were made individually, in Europe. 
by hand, and, according to Dennison, by persons “who 
would take occasion to drop into a ‘pub’ and unfit them- 
selves for work for the remainder of the day!” In 1850 
he resolved to manufacture watches in quantity, sell 


them reasonably, and provide everyone with a “turnip.” . 


It was a sound idea, but Dennison was impatient. 
Seven years after the firm was founded, Dennison 
found himself bankrupt. Not even such ingenious ruses 
as procuring gold watch-cases on credit and pawning 
them for the gold content to get capital, could keep his 
venture off the rocks. A demand for quick profits, fail- 
ure to realize that machine-tool manufacturers could 
not produce equipment for him overnight and, most of 
all, an extraordinarily complex corporate structure, led 
to the bankruptcy of the firm. It was taken over, in 


1857, by Royal E. Robbins, who bought it from the 
sheriff for $56,000. Dennison remained as an employee. 
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In 1857, when the firm was reorganized, less than 
5,000 movements had been made. Two years later, 200 
employees were turning out watches at the rate of 
50 movements per day. Three years after that 300 
employees were turning out 100 movements per day, 
The following year the outbreak of the Civil War cre. 
ated an enormous demand for inexpensive watches, and 
production began soaring. By 1873, a thousand em. 
ployees were turning out 250 watches a day: the same 
proportion as earlier, but a vastly accelerated output, 


Space does not permit a complete consideration of 
the firm’s development, but it is all carefully treateg 
in Dr. Moore’s book. Not only are there such inter- 
esting details such as the founding of the Elgin firm 
which afforded the first effective competition to Wal- 
tham, and the development of railroad watches, but also 
solid facts which make the book valuable for reference, 


Detailed statistics, charts, graphs and tables are scat- 
tered throughout the history, and virtually every angle 
of production has been covered, from difficulties jp 
securing enamel to employer-employee relationships. In 
short, there are few things about the Waltham Company 
which have been left unsaid, and any omissions which 
do exist are traceable to a lack of documentary evidence, 


Timing a Century was, in its original form, a doctoral 
dissertation at the Harvard Business College, prompted 
by the donation of old Waltham records to the Baker 
Library. Originally scheduled for publication in 1941, 
a lawsuit intervened and it was not until 1944 that the 
matter was settled. The book was then brought up to 
date to include the most recent change of management 
and, although the Waltham Company had no direct hand 
in the researches and writing of the work, it has con- 
tributed to the cost of publication in order to make 
the price more reasonable. 





PRACTICAL POINTERS FOR WATCHMAKERS 


Notes Pratiques Pour L’Horloger by G.-A. Berner; published by 
Charles Rohr, Bienne, Switzerland, 1945. 

OR any watchmaker who can read French, or Ger- 

man, here is a very up-to-date little work that not 
only covers the older foundation of mechanical princi- 
ples of watchwork, but also includes recent, applications 
concerning monometallic balances with alloy hairsprings, 
shock-resistant devices, watch time rate recorders of 
European types, microscopic measuring instruments, 
and other technical developments largely of Swiss ori- 
gin. The author, G.-A. Berner, is Director of the 
School of Horology of Bienne, Switzerland. The gen- 
eral division of the subject-matter is into chapters on: 
the mainspring and barrel; trains of gearing; escape 
ments; adjusting; repairing. There are numerous tables, 
systematizing conveniently some of the text-material for 
reference. A final feature is a practical summary of 
the principal causes of variations in timekeeping of 
watches, grouped under headings “mainspring; wind- 
ing-work; trains; pivots; lubricants; escapements; bal- 
ance; hairspring; regulator-pins; collet and stud; dial 
and hands; barometric pressure; magnetism; shocks and 
motions; dust and moisture.” There are 228 pages, with 
about 50 illustrations, besides many tables, both full- 
page and in the text. Throughout, the contents is print- 
ed in parallel pages in French and German. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














i i i i 





Th a SOE 











Vol. CXVI 


FEBRUARY, 1946 


No. 5 








Silver Situation Bleak As Senate 
Ponders Green Bill, Miners Strike 





—_——_— g 


Stocks Low, Rationed by 
Processors; Mexican 
Silver Cut Off by Strike 


The silver shortage, already acute 
because of the expiration of the 
Green (“free silver”) Act, now takes 
on a still more serious aspect with 
the prolonged strike of Mexican sil- 
ver miners and a threatened walk-out 
among western miners. Silver fabri- 
cators predict that between the short- 
age of foreign silver and the shutting 
off of 71.11 cent Treasury metal, 
1946 will be an extremely tight year 
for the trade. 


Under the Green Act, Treasury silver 
was available to manufacturers at a 
price of 71.11 cents. The Act expired 
on December 31 and, though re-enaction 
has been proposed and passed by the 
House, it is still before the Senate Bank- 
ing & Currency Committee. Well-in- 
formed circles believe that there is 
slightly more than an even chance that 
the Senate committee will report the 
bill favorably. Events are moving slowly, 
however, and manufacturers’ stocks are 
dwindling fast while legislators debate. 
Action is expected to be taken by the 
Senate sometime in February but there 
is a possibility that the illness of 
Senator Robert F. Wagner, chairman 
of the committee, may cause post- 
ponement, 


DEMAND WAGE RISE 


Meanwhile, from Mexico, the world’s 
largest silver-producing country, comes 
the news that a strike is in progress 
which, if prolonged, would seriously 
curtail imports from that source. Basing 
their demands on the recent price rise 
granted by the U. S. to imported silver— 
from 44 cents to 71 cents an ounce— 
the smelters and miners ask a 40 percent 
wage increase. 

The cutting off of Mexican imports 
at this time means that American man- 
ufacturers have recourse only to the 
domestic or currently mined metal and 
comparatively small amounts from 
Canada, The official price of Treasury 
silver, outside the provisions of the 
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Green Act, is $1.29. Providence jewelry 
manufacturers see either a sharp slash 
in jewelry production or a jump in 
prices if the industry is forced to pay 
$1.29 per ounce. Only OPA stands 
between the industry and a plentiful 
supply at $1.29 but the industry would 
naturally prefer the Green Act with its 
provision for supplies at the regular 
71.11 cent price. 


MAY HAVE LITTLE EFFECT 


The possibility that the Green Act 
will have no effect at all on the amount 
of silver available to industry, whether 
it is passed or not, was seen by William 
F. McChesney of the Gorham Co., in 
a recent report before the Jewelers’ 
Vigilance Committee. According to the 
report, the Treasury Department’s in- 
terpretation of current laws “puts it 
under strict obligation to monetize or 
issue currency against the silver in its 
possession.” 

Mr. McChesney told the committee 
that “all indications point to the fact 
that under the intent of the law, 
legal opinion will advise the Secretary 
that the obligation should be met.” 
This means that if this is so the Green 
Act will make no difference since there 
will be no Treasury silver for industry. 


ASK FOR SCRAP 


The situation has become so serious 
that Handy & Harman, silver processors, 
have asked customers to send them all 
the scrap and refinings they have in 
order to keep shipments near normal. 
The firm is also resorting to rationing 
methods in distribution of the silver 
supplies on hand. 


An indication of the importance of 
Mexico, scene of the labor dispute, in 
the production cv! silver, is the fact that 
its output in recent years amounted to 
about 85 million ounces annually, com- 
pared with some 35 million ounces from 
American mines and about 12 million 
from Canada. 

The one ray of hope in this whole 
gloomy picture comes from the Civilian 
Production Administration which ac- 
cumulated during the war some 7% 
million ounces of silver. If CPA can be 
prevailed upon to sell industry some of 
this stock at least a certain amount of 
relief will be accorded the industry. . 


(Please turn to page 326) 





Elgin to Sell Direct 
To Retailer; Hamilton 
Continues Present Policy 


For more than a year, ever since the 
Waltham Watch Co. announced a direct- 
to-retailer policy, speculation has been 
rife in the trade as to whether the other 
two domestic watch manufacturers would 
follow the New England firm’s lead. 
Half the big question is now answered 
with the announcement that the Elgin 
National Watch Co. has decided to dis- 
pense with the middle man and mar- 
et its goods directly through the re- 
tailer. 


The third American firm, however, 
will continue its traditional policy of 
working with wholesalers. An executive 
of the Hamilton Watch Co. told JC-K 
that “no change in policy is contem- 
plated.” He added that “recent de- 
cisions by Elgin and Waltham to sell 
direct to the retailer do not alter in 
any way the opinion of Hamilton that 
its present Zone Plan of. distribution 
through a limited list of wholesalers is 
the most efficient and economic way of 
selling Hamilton watches through estab- 
lished retail jewelers exclusively.” 


NEW BUSINESS COMPLEXION 


In a letter to wholesalers on January 
22, T. Albert Potter, Elgin president, 
made the first official statement of the 
new policy and expressed regret at hav- 
ing to end the firm’s “long and warm 
relationship” with the wholesalers. 
“The past few years have changed the 
complexion of our business,” he explained, 
“With the changes have come rules and 
regulations that have made business op- 
erations more difficult and more com- 
plicated and removed the manufacturer 
further from his ultimate consumer.” 

“In the early days of my experience 
in the watch business,” the letter con- 
tinued, “we made considerable studies 
of methods of merchandising and dis- 
tribution. At that time it was deemed 
advisable to make no changes. Dur- 
ing succeeding years these studies have 
been continued and now, to meet what 
we believe the necessity of broadening 
the market for Elgin watches and get- 
ting closer to the ultimate consumer, 
we have deemed it wise to sell our mer- 
chandise direct to the retail trade.” 
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Chicago Jewelers Hold First Post-War Banquet 





Over a Thousand Join 
In Festivities at 
The Hotel Stevens 


Attendance records may not have 
been broken at the 72nd annual ban- 
quet of the Chicago Jewelers Associa- 
tion held at the Hotel Stevens, in Chi- 
cago, on January 5—simply because it 
was a physical impossibility to accom- 
modate any more guests than the ca- 
pacity crowds of the preceding years 
which had filled the grand ballroom of 
the Stevens to over-flowing. But cer- 
tainly the attendance was no smaller 
and good fellowship and jollity were 
never higher. 

More than 1000 members and guests 
gathered for this 72nd annual affair— 
the longest unbroken series of such ban- 
quets for any organization in the jew- 
elry industry—and if there was anyone 
in the crowd who didn’t have a thor- 
oughly good time it would certainly 
have taken the combined talents of 
Sherlock Holmes and “Mr. District At- 
torney” to find him. 


T. G. MeMAHON PRESIDING 


As usual a reception and cocktails oc- 
cupied the hour from 6 to 7 P.M., im- 
mediately preceding the banquet—an op- 
portunity for mingling which everyone 
seemed to thoroughly enjoy. Officers and 
guests of honor were then escorted to 
the head table on the dais by the Recep- 
tion Committee while the diners stood at 
attention. 

Presiding over the affair was Thomas 
G. McMahon, of Thos. J. Dee & Co., 
president of the association, who was 
flanked on either side by dignitaries of 
the jewelry industry and of the Armed 
Services, together with several state of- 
ficials. 

Guests of honor at the affair which 
was entitled the “Victory” banquet were 
a group of veterans who wore the Pur- 
ple Heart. Other guests of honor in- 
cluded C. I. Josephson, president of 
ANRJA; Fred B. Dreifus, president of 
NACSJ; ‘Silas B. Reagan, president of 
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NWJA; Howard Boynton, president of 
the 24 Karat Club of New York; E. E. 
Baker, president of the Jewelers Board 
of trade; John S. Kennard, president, 
Boston Jewelers Club; Fred A. Bullock, 
president, New England Mfg. Jewelers 
& Silversmiths Assn.; and Cecil R. 
Strachan, president of the Canadian 
Jewelers Assn. 

An entertaining floor show of nine 
acts followed the dinner, and at the 
close of the entertainment the assem- 
blage formally adjourned to re-gather 
in groups in various suites throughout 
the hotel where hospitality continued to 
be dispensed for most of the rest of 
the night. 

Souvenir of the occasion was a 10K 
“Flex-on” watch band shown in the 
accompanying photograph. 

Members of the Banquet Committee, 
in addition to President McMahon were 
John M. Biggins, chairman, David E. 
Newman, Charles G. Brown, Leonard 
Lewy, Marshall Spies and R. S. Hulbert. 

Present officers of the association are: 
Thomas G. McMahon, president; Charles 
G. Brown, vice-president; John M. Big- 
gins, treasurer and Louis Goldman, 
secretary, with the following in addi- 
tion to the officers as directors: Hans 
J. Bagge, J. K. Marshall, David E. 
Newman, William Smith, Ed Cain, 
Thomas Monks, Ben Teitelman and 
Harry Mitchell. 





For the 72nd time the CJA played host 
to the nation's jewelry men. Each quest 
received a Flex-on watch band, shown here. 





Virtually No Business 


Failures Last Year, 
Reports Board of Trade 


The jewelry business was virtually 
free from financial disturbances during 
1945 with only seven failures recorded 
for the year, the members of Jewelers 
Board of Trade were told at their 62nd 
annual meeting in Providence on Jan. 25. 

All seven of the financial difficulties 
were in the retail group and accounted 
for a total of $74,201, Secretary Horace 
M. Peck reported. In 1944 there were 
six embarrassments; five in the retail 
group for a total of $23,000 and one 
among the repairers for $7000. 

President Edgar E. Baker reported 
that the Board of Trade had added 479 
members during 1945, bringing total 
membership to a new -record mark of 
1849. He also said that in January of 
last year the board’s charter was 
amended to authorize the holding of 
assets to an amount not exceeding $200,- 
000. 

Continuing his report, President 
Baker pointed out that the research de- 
partment issued a thorough classification 
of all the names and ratings in the 
March, 1945, reference book. Changes 
numbering 10,044 were made for the 
March issue and 12,098 more for the 
September number. ; 

Reporting on the work of assistant 
secretaries James McDermott, and Vin- 
cent Chapman, Mr. Peck said that credit 
inquiries received from members totaled 
48,487 in 1945 against 34,018 in 1944. 

The following were elected directors 
for three years: President Baker, How- 
ard L. Carpenter, Edgar M. Docherty, 


. Arthur Kaplan and Vincent Sorrentino, 


all of Providence; John M. Biggins, of 
Elgin, Ill.; Herbert Ollendorff of New 
York; William E. Lingard of Attleboro, 
Mass., and Raymond R. Sturdy of North 
Attleboro, Mass. 
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24 Karat Club Victory Dinner A Huge Success 





First Post-War Banquet 
Attracts 1150 to 
Waldorf Grand Ballroom 


Back on a normal peacetime basis 
for the first time in five years, the 
annual banquet of the 24 Karat Club 
of The City of New York was an 
overwhelming success. Featured as 
the Victory dinner and 43rd in the 
unbroken series of annual banquet 
of the organization, it was held at 
the Waldorf-Astoria Hotel in New 
York City, on Saturday evening, 
January 19, with 1150 members and 
guests filling the huge ballroom and 


the first tier of boxes to overflowing. 
Traditionally, a handsome souvenir is 


presented to each banqueter as a me-- 


mento of the occasion—a custom which 
was a war casualty. The money during 
the war years was devoted instead to 
the presentation of a substantial gift 
to the Red Cross, the War Fund and 
similar organizations. This year the 
souvenir feature was revived and each 
guest was presented with one of the 
handsome sterling silver compacts pic- 
tured in the accompanying photograph. 


ON THE DAIS 


Following the reception at 6:30 in the 
foyer, guests filed into the grand 
banquet hall promptly at 7:00 o'clock 
and stood at their seats while members 
of the reception committee escorted the 
honored guests to their places at the 
head table on the dais. Those seated at 
the head table were: the Rev. Paul A. 
Wolfe, D. D., the Brick Presbyterian 
Church, New York City; Edgar E. 
Baker, president, the Jewelers Board 
of Trade; Frank C. Beckwith, honorary 
member, the Twenty-Four Karat Club 
of New York City; William M. Birks, 
Montreal, Quebec; Howard W. Boynton, 
President, the Twenty-Four Karat Club 
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of New York City; Alpheus L. Brown, 
honorary member, the Twenty-Four 
Karat Club of New York City; Fred A. 
Bullock, president, New England Man- 
ufacturing Jewelers’ and Silversmiths’ 
Association, Inc.; Fred B. Dreifus, 
president, National Association of 
Credit Jewelers; Clifford I. Josephson, 
president, American National Retail 
Jewelers Association; John S. Kennard, 
president, Boston Jewelers’ Club; Nor- 
man J. Leach, _ secretary-treasurer, 
Canadian Jewelers’ Association, Inc.; 
Thomas G. McMahon, president, Chicago 
Jewelers’ Association; Silas B. Reagan, 
president, National Wholesale Jewelers’ 
Association; W. Waters Schwab, pres- 
ident, Jewelry Industry Publicity 
Board; Otto D. Wormser, honorary 
member, 24 Karat Club. 


A BIT OF PAGEANTRY 


The ceremonies opened with the sing- 
ing of the national anthem, at the close 
of which the curtains on the stage be- 
hind the dais parted to reveal a beautiful 
tableau of three girls gowned, respect- 
ively, in red, white and blue, posed 
before a giant V symbolizing the vic- 
torious ending of the war. The invocation 
was pronounced by Dr. Wolfe, and 
president Howard Boynton of the club, 
made a brief speech of welcome to the 
members and their guests, at the close 
of which Reginald Reichman, the club’s 
retiring president, presented to Mr. 
Boynton, the gavel symbolizing his office. 

Following the usual sumptuous dinner, 
an entertaining floor show of 10 acts 
was presented under the direction of 
Samuel Kramer, with Danny Thomas 
acting as master of ceremonies. 

Banquet arrangements had been made 
by a committee headed as usual by G. 
H. Niemeyer, assisted by Jerome T. 
Agate, Harry J. Bromley, William T. 
Gordon, Jerome L. Grant, Henry I. 
Jacobson, Walter N. Kahn, William F. 
McChesney, Raymond Mehrlust, William 

(Please turn to page 841) 





The handsome sterling silver compact pic- 

tured above was the souvenir presented to 

each member and quest who attended the 
banquet. 





Harvard Professor Lectures on 
Diamonds at Eastern Guild of 
American Gem Society Meeting 


The Eastern Guild of the American 
Gemological Society held two meetings 
in January, the first on the 15th for 
elementary students, and the second, 
for more advanced students, on the 
17th. Dr. Frederick K. Morris, of Mas- 
sachusetts Institute of Technology, 
presided at both meetings, introducing 
Prof. Cornelius Hurlburt, of Harvard, 
who talked on carborundum stones. 
Both Dr. Morris and Professor Hurl- 
burt are considered the world’s foremost 
experts on gems and gem study, and 
both meetings, held in the Harvard 
Geological Museum, were well attended. 
Professor Hurlburt, who was instru- 
mental in evolving a new method of 
identifying diamonds, explained this to 
the group. Using a compound micro- 
scope and emersion liquid, and applying 
polarized light, gems were emersed in 
the liquids which have a high index of 
infraction. Students were able to see 
past the gem facets into the inside of 
the stone. The entire session was spent 
on the identification of carborundum 

(Please turn to page 841) 
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Directors on Record 
Against Regulation W 
At New York Meeting 


For the year 1946, the presidency 
of the National Association of Credit 
Jewelers will be held by Leo Weis- 
field of Weisfield & Goldberg, Inc., 
Seattle, Wash. This is the first time 
that the presidency has gone farther 
west than Chicago and election of a 
western man reflects the NACJ’s in- 
creased membership. Mr. Weisfield 


Leo Weisfield of Seattle New NACJ Presiden; 












succeeds Fred B. Dreifus of Mem- 
phis, Tenn., whose predecessor was 
B. G. Rudolph of Rudolph Bros., 
Inc., Syracuse, N. Y. 


Other officers elected at the meeting of 
the board of directors in New York on 
January 21 are as follows: 

Clarence Olsen, Olsen & Ebann 
Jewelry Co., Chicago, Ill, Ist vice- 
president; Gerald C. Heller, Reliable 
Stores Corp., Baltimore, Md., 2nd vice- 
president; Myer B. Barr, Barr’s Jew- 
elers, Philadelphia, Pa., 3rd vice-pres- 
ident; Sam Gerson, Gerson’s Inc., 
Detroit, Mich. secretary; Seymour 
Greenberg, Royal Diamond & Watch 
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Co., New York, N. Y., treasurer, ang 
Fred B. Dreifus, chairman of the 
board. Wm. Wagner continues as ex- 
ecutive secretary. 

In between meetings of the board of 
directors, the affairs of the association 
are managed by an executive committee 
comprised as follows for 1946: B, G 
Rudolph, chairman; Seymour Green. 
berg, Myer B. Barr, Gerald C. Heller 
H. A. Goldberg (Cooper’s Inc., Ports. 
mouth, Va.) and President Weisfield, 
ex-officio. 


REGULATION W EDUCATION 


At the opening of the meeting of the 
directors, President Dreifus made g 
comprehensive report on the activities 
of the NACJ and outlined a construc. 
tive program for the future. He com- 
mended the association’s educational 
work on Regulation W, and recom- 
mended that activities directed toward 
elimination of Regulation W be con- 
tinued. He also reviewed the NAC)’s 


LEO WEISFIELD 





far-sighted work on federal taxes up 
to the time that the NACJ participated 
in forming the Jewelry Industry Tax 
Committee. 

In connection with the movement de- 
signed to limit the importation of Swiss 
watches, President Dreifus said the 
NACJ had obtained the views, opinions 
and requirements of a large number of 
installment jewelers and supplied this 
data to the Committee for Reciprocity 
Information at an informal conference 
in Washington on January 3. 


AGAINST IMPORT RESTRICTIONS 


Although the NACJ did not take 
official action on the watch-import 
situation, the consensus of its members, 
as expressed in replies to a question- 
naire, is that there should be no re- 
strictions on importations which would 
prevent the retail jewelers from having 
an adequate supply of watches. 

Clarence Olsen, chairman of the 
Convention Committee said that all ex- 
hibition space in Exhibition Hall of the 
Stevens Hotel had been allotted and 
that the NACJ’s show manager, Geo 
E. Gayou, is seeking additional exhibi- 
tion space to take care of the substantial 
number of applicants who have not 
been assigned space. 

Indications at this time are, according 
to Mr. Olsen, that the NACJ’s conven- 
tion and show in Chicago on July %, 
30, 81 and August 1, will be the largest 
ever held in the history of the jewelry 
industry, both from the standpoint of 
the number of exhibitors participating 
and installment-jeweler attendance. 
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Nation's Jewelers Asked 
To Give to Memorial 


Cancer Center Fund 


Harry Fine, of Max Fine and Sons, 
Inc, will serve as chairman of the 
Jewelry Division in Memorial Cancer 
Center Fund’s $4,000,000 campaign, it 
was announced recently by S. Sloan 
Colt and Lewis W. Douglas, co-chairman 
of the Fund. 

“Medical science made tremendous 
progress during the war,” Mr. Fine said, 
in accepting the chairmanship. “The 
urgency that could inspire men of genius 

. during wartime is present now, as it has 
always been, in the need for cancer con- 
trol. Regardless of war or peace, cancer 
kills more than 160,000 persons each 
year in the United Statés alone. There 
is no doubt in my mind that given the 
necessary funds, cancer specialists can, 
once and for all, find the answer to this 
terrible scourge.” 

In a statement made by Mr. Fine in 
accepting the chairmanship of the com- 
mittee, he pointed out that the Memorial 
Cancer Center is the only institution 
of its kind in the nation. He emphasized 
the fact that while the Cancer Memorial 
Center will be located in New York the 
benefit derived from its research facil- 
ities will extend to the entire country. 

For this reason he hoped that the 
jewelers throughout the country would 
contribute to the cause. Checks should 
be made to the order of the Memorial 
Cancer Center Fund, and may be mailed 
to Harry Fine, 20 West 47th St., New 
York City. 


ONLY INTEGRATED CENTER 


To assist Memorial Cancer Center, 
444 East 68th Street, New York, in its 
effort to reach the $4,000,000 goal, Mr. 
Fine will organize industry-wide com- 
mittees to simplify fund solicitation. 

Mr. Fine expressed his belief that if 
industrialists could spend $275,000,000 
in an average year on industrial re- 
search, businessmen owe it to themselves, 
to their families, and to the nation to 
see that Memorial Cancer Center com- 
fortably over-subscribes its quota. 

Memorial, the only integrated cancer 
center in the world, fights cancer in the 
most efficient manner possible by bring- 
ing together under one roof the four 
aspects of cancer control, without any 
one of which an all-out effort cannot 
be made: 


1. Those suffering from the disease 
are treated at the center. It has the only 
ward in the world devoted exclusively to 
children afflicted with the malady. 

2. Scientific research, as much as the 
pitifully inadequate funds allowed to 
date, is carried out at the center by 
using the latest techniques known to 
science. 

8. Since cancer is seldom painful in 
the early stages, so that when definite 
diagnosis is made it is often too late, 
the public is urged to undergo regular 
examinations to detect any signs of the 
disease. At the Strang Cancer Preven- 
tion Clinic at the Center such an ex- 
amination is made for the small sum 
of $5. 

4. Memorial offers fellowships to out- 
standing young surgeons who wish to 


(Please turn to page 841) 
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Effective January Ist, 1946, Air 
Express slashed rates 13%—a 
total reduction of 22% since 1943. 
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GETS THERE FIRST 


Write Today for new Time and Rate Sched- 
ule on Air Express. It contains illuminating 
facts to help you solve many a shipping prob- 
lem. Air Express Division, Railway Express 
Agency, 230 Park Ave., N. Y. 17. Or ask for 
it at any Airline or Railway Express office. 
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Rep. Knutson Would 
Set Definite Date For 
Lifting War Levies 


A bill which would declare June 
30 the date for termination of the 
10 per cent wartime excise tax has 
been submitted by Rep. Harold 
Knutson to the House of Represen- 
tatives and is now being considered 
by the House Ways and Means Com- 
mittee. 


The bill would change the wording in 
the war tax laws so that June 30, 1946 
would be named as the date for ending 


Congress Bill Would End Exeise Tax June 30 












emergency taxes instead of “the first 
day of the first month... six months or 
more after the ‘date of the termination 
of hostilities.” 


LITTLE CHANCE FOR PASSAGE 


The possibilities for the bill’s passage 
are very slim, according to well-in- 
formed sources in the trade. Jewelry 
Industry Tax Committee’s representative 
in Washington found the members of 
the Senate Finance Committee so un- 
sympathetic to their arguments con- 
cerning the elimination of the 10 percent 
excise that they decided not to present 
a brief at the Senate’s public hearing 
on the 1945 Tax Bill. 

In his report to the members of the 
Tax Committee, at a meeting held under 
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the auspices of the Jewelers’ 


Vigilance, 
Committee, on January 18, Hugh 


Bennett, special tax counsel, said that 
although a statement had been prepared 
asking the elimination of the tax 

“when it’ became apparent that cain 
members of the Senate Finance raf 
mittee were unsympathetic and that the 
case to be presented was not of guf- 
ficient weight to demand consideration,” 
the project was dropped. : 


BUSINESS NOT HURT 


The legislators lack of interest in 
reducing the tax he attributed to several 
factors: “returns from jewelry excise 
taxes were steadily increasing from 
month to month, which was evidence 
that the jewelry business was not being 
adversely affected by the tax, that gov- 
ernment expenditures still demanded 
additional revenues and that the tax was 
one which was easily collected.” 

“From present prospects,” Mr. Ben- 
nett concluded, “it does not seem as 
though the tax will be removed for 
some time to come.” Complete elimin- 
ation of the 20 percent tax was also 
discussed by the group which suggested 
that “since this Committee represents 
the entire industry, no steps of any 
kind be taken by individuals, groups 
or organizations in regard to tax matters 
affecting the industry without consulta- 
tion with, or under the guidance of the 
Jewelry Industry Tax Committee.” 





New York Horos Hear Gem Talk 
By Louis & Alfred Jaeger 
At January Meeting 


When a gemologist lectures to an en- 
raptured audience of horologists, that’s 
news—at least in the jewelry trade. 
That’s just what happened recently at 
the January 7 meeting of the Horo- 
logical Society of New York when Louis 
D. Jaeger, gemologist and a member of 
the American Gem Society lectured on 
gem stones. 

Mr. Jaeger illustrated his talk with 
many samples of fine cut and rough gem 
stone and kept the watchmakers en- 
thralled with scientific data about the 
chemical, chromatic and __ structural 
qualities of gems. He was assisted by 
his brother, Alfred, in demonstrations 
of the properties of gemstones. James 
J. O’Shaugnessy, president of the society 
expressed the general opinion of the 
group when he heartily thanked the 
Jaegers for their talk. 





New L. A. Jeweler 


May Diamond Co., Lawrence C. May 
proprietor, has opened a new retail jew- 
elry store at 632 South Broadway, Los 
Angeles. A feature is a complete de- 
partment in the basement handling 
radios and electrical equipment. There 
is over 2,000 square feet of sales room 


‘in this department. Store windows are 


all animated with upright turning tables 
and Ferris wheels, all done in fine 

velvet and mirrors. The sales force and 
credit department have been greatly aug: 
mented in the new store. A. Norma 
Braeger is the manager. ' 
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Best Peacetime Year in Business History Seen 


Inflation Only Threat 
Stressed by Speakers 
At NRDGA Convention 


Retailers can look forward to the 
best peacetime year in their history, 
despite strikes, production snags and 
shortages. This cheerful prediction 
sums up the views expressed by the 
economists and business men who 
addressed the annual conference of 
the National Retail Dry Goods As- 


sociation. 

“The year 1946 will give the people 
of the United States the highest standard 
of living that they have ever enjoyed,” 
Sumner H. Slichter of Harvard Uni- 
versity told the association. “This does 
not mean,” he added, “that the year will 
be free from stresses, strains or worries, 
that the economy will operate smoothly 
and without friction, that the economy 
will be healthy and well balanced.” 

The same idea was voiced by C. F. 
Hughes, business news editor of the New 
York Times who declared that “expert 
observers are almost unanimous in pre- 
dicting that 1946 will be the best peace- 
time year ever recorded.” Taking into 
consideration the current economic 
turmoil, he added that “few chances are 
taken on this forecast despite the fact 
that 400,000 workers are now out on 
strike and 2,000,000 more are scheduled 
to walk out shortly. The experts are 
convinced that some formula will be 
found to bring settlements.” 

Professor Slichter, declaring that the 
most critical economic question is 
whether an upward spiral of prices can 
be avoided, warned business that it can- 
not afford to assume responsibility for 
an inflationary spiral which might fol- 
low too early removal of OPA control. 
Another impeding factor, he pointed 
out, is slowness in the rise of production. 
This is due chiefly to three factors, he 
said: inadequate ceiling prices, lack of 





raw materials and lack of labor. 
“Although “there can be no doubt 
that OPA price ceilings have limited 
production of many items,” Professor 
Slichter believes, a great burden will 
fall on the retailer the day OPA is 
terminated. “The public expects prices 
to be held down, and after termination 
of OPA, will hold business responsible 
for seeing that prices are held down,” 
he said. Professor Slichter sees no 
danger in slow price increases but fore- 
sees trouble resulting from a speculative 
rise which would result in a subsequent 
collapse. “Business cannot afford to 
risk responsibility for such a rise. It 





would be far better to keep the OPA 
six months too long than to abolish it 
six months too early,” he cautioned. 
Substantially the same point was 
made by Mr. Hughes who said that “re- 
tailers face some danger this year in 
repeating the mistakes that led to 1920, 
and in failing to give full weight to 
that old principle which bluntly states: 
‘The higher the fewer’.” The inflation 
of this war is different, however, from 
that of the last war, according to Mr. 
Hughes, because inflation this time is 
more on the order of quality deteriora- 
tion than in actual price advances. 
(Please turn to page 343) 








anit 


For in Fulton FIT-TITE Watch Crys- 
tals, you have the finest craftsman- 
ship that skilled hands and modern 
equipment can produce. More than 
that, you have . . genuine glass, 
carefully and painstakingly selected 
. . assurance of perfect fit .. service 
based on first-hand knowledge of 
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By all the signs and portents, pendant ear- 
tings will soon be dangling from the ear- 
lobes of every well dressed girl. This ex- 
ample of the species has a special advan- 
tage for the timid—the pendant is remov- 
able. The five little diamond-studded gold 
balls can be taken off, leaving a simple(?) 
button earclip for less formal wear. 
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Nooyen Addresses New Orleans 
Watchmakers at Annual Meeting; 
Marco Lukinovich New President 


Marco Lukinovich was elected chair- 
man of the New Orleans Watchmakers’ 
Guild at its annual banquet. He suc- 
ceeds James Roques. Other officers 
elected and installed were Joseph Acker- 
man, vice-chairman; Frank Reso, secre- 
tary, and Emile Genevay, treasurer. 

John J. Nooyen, Los Angeles, Cal., 
president of the United Horological 
Association of America told the guild 
that his organization is primarly aiming 
at education and legislation for watch- 
makers. Wages and hours are entirely 
the concern of each individual watch- 





maker and his employer, he said. 

Mr. Nooyen advocated that young 
men who want to enter the watch- 
making profession study it in an ac- 
credited school. Otherwise, he said, they 
will resort to “butchering,” which will 
“give the profession a black eye.” 

He pointed out that six states have 
licensing laws for watchmakers by which 
they must pass an examination to prac- 
tice, and added that many more states 
are expected to have such laws in the 
next two years. 

Martin E. Eckart, president of the 
state association, said such a plan for 
Louisiana will be introduced at the 
next session of the state Legislature. 
George A. Nami was master of cere- 
monies at the banquet. 
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Character Inu Watch Straps} 


Highly regarded by 


leading jewelers everywhere for their 
outstanding quality. One piece con- 


struction makes stitching unnecessary. Superior gilt spring bar buckles 


with nickel-plated shanks. 


The art of tanning, fine coloring and finishing Shell Cordovan is 
known only to a few master craftsmen. Exceedingly beautiful, Shell 
Cordovan, that exceptionally tough part of the horse hide from the 


rump, assures unusually long life. 


A proved item fairly priced to retail at $1.50. 
Four dozen assorted unusual colors in a solid Fabricoid jeweler’s 
folding display book, a real value at only $30.00. 
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One Dozen on a folding and standing display 
card, in individual cartons, only $7.50. 


2242 Detroit Avenue « Toledo 6, Ohio 


GENUINE SHELL CORDOVAN LEATHER GO00DS 
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"Mexican Silver" Out As Label 
On Metal of Less Than .925 
But Some Producers Still Use {+ 


In the U. S. A., the word “silyer” is 
synonomous with the terms “Sterlin 
and “Solid Silver.” Each expression 
designates a silver content of 925/1000 
or more parts of pure silver. In recent 
years numerous articles of jewelry have 
been advertised as _ being “Mexican 
Silver” and the question arose as to 
whether this description conforms to 
regulations governing use of the word 
“silver” in this country. Questioned by 
the Better Business Bureau on_ this 
point, the Acting Consul General of 
Mexico in New York recently stated: 


“During the years of 1941 and 1942 
it was customary to mark the Mexican 
silver articles with: 0.925, to show the 
silver content. The United States 
authorities made several researches with 
samples of Mexican silver articles, and 
found that, in numerous cases, the silver 
content did not coincide with the figures 
shown. 


“In accordance with the laws and 
customs of the United States, the Amer- 
ican authorities, in similar cases, had 
the obligation to verify the silver content 
of all articles imported from Mexico, As 
this involved serious difficulties to the 
Mexican exporters as well as to the 
American importers, the latter advised 
that all articles coming from Mexico be 
marked with the following notation: 
‘Mexican Silver, or ‘Silver Mexico, 
which only guaranteed an undetermined 
average of silver in articles coming 
from Mexico. What this notation really 
meant was: ‘Mexican silver with no 
guaranty.’ 


“Nowadays, the situation has changed 
in view of the latest regulations of the 
United States, which authorize the 
reading: ‘Silver,’ only on articles with a 
silver content of 0.925. When the silver 
content is 0.900, the word ‘coin’ must be 
added to ‘silver. The word ‘silver, 
therefore, is equivalent to ‘Sterling’, or 
to: ‘Silver content: 0.925.’ Outside of 
these two cases, it is prohibited to use 
the word ‘silver.’ 


“Taking into account the above men- 
tioned facts, the National Chamber of 
Jewelry and Silverware Industry, as 
well as the National Union of Silver 
Industrialists (both of Mexico), have 
recommended to their members that in- 
stead of marking their silver articles 
with the word ‘Silver,’ to use the figure: 
0.925. However, there are still some 
manufacturers who keep marking their 
articles with the word ‘Silver.’” 


Men's Jewelry Steals Show 
At Buffalo Men's Apparel Club 


A record volume of business was done 
in men’s jewelry and accessories at the 
annual convention and merchandise dis- 
play of the Men’s Apparel Club of New 
in Hotel Statler, Buffalo, Jan. 
14-16. While severe shortages were re- 
ported in most clothing lines, jewelry 
and accessories were reported available 
in heavy volume and exhibitors said 
they enjoyed a most successful sales 
period. 
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Samson Hittner Honored 
By Industry for His 
Many Philanthropies 


appropriate tribute to the long, 
ae ya public-spirited activity 
of Samson Hittner of the Bulova Watch 
Co, in connection with innumerable 
charitable and civic organizations was 
paid by some 250 of his personal friends 
and business associates in the form of 
a testimonial dinner in the Jade Room 
of the Waldorf Astoria on the evening 
of Monday, January 14. ; 
To express their esteem and appreci- 
ation of the splendid and generous work 
which Mr. Hittner has so often done 


(omrerte = 





SAMSON HITTNER 


and his keen interest in helping the less 
fortunate, each of the 250 subscribed 
.$100 per plate for the dinner, with the 
proceeds over and above the cost being 
presented to Mr. Hittner for presenta- 
tion by him to whatever charity he may 
select. At the close of the dinner, Aaron 
Sverdlik, who also has long been prom- 
inent in charitable affairs, presented to 
Mr. Hittner, in behalf of the committee, 
a check for $16,000 for this purpose, 
with a promise of more to come as soon 
as the final accounts were settled. 

Among the many noted speakers who 
paid tribute to Mr. Hittner at the close 
of the banquet were Eddie Cantor, who 
made a moving plea for inter-racial 
tolerance and understanding; Mr. 
Sverdlik, Lawrence B. Malawista, who 
has served with Mr. Hittner on many of 
the charitable drives and who presented 
to him a gift certificate for a television 
set which is to be delivered as soon as 
sets are available. 

In a gracious speech of acknowledg- 
ment, Mr. Hittner modestly thanked the 
assemblage for their kindness and good 
wishes and paid tribute to his old 
friends and pledged his continued best 
efforts in the times that lay ahead. 

An enjoyable program of entertain- 
ment concluded the festivities. 





Wm. Fowlie Retires as Manager 
Of New York Office of Elgin, 
Succeeded by R. C. Linthicum 


William Fowlie, who had been con- 
nected with the Elgin National Watch 
Company for over 40 years. has an- 
nounced his retirement from his present 
position as manager of the New York 
office. He will be succeeded by Royal 
C. Linthicum, former vice-president of 
Buss-Linthicum-Thorsen, wholesalers. 
Mr. Fowlie’s retirement marks the end 
of a long and distinguished career in 
the watch industry. Active in jewelry 
circles for many years, Mr. Linthicum 
1s a member of the 24 Karat Club, the 
Jewelers Fraternal Association and the 
Maiden Lane Historical Society. 
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Encyclopedia of Business 
Information Published by 
National Research Bureau 


The National Research Bureau, Inc., 
415 No. Dearborn Street, Chicago, is 
making available to business executives 
a new type of Encyclopedia. 

Prepared specifically as an aid to ex- 
ecutives in locating business information 
sources quickly the Encyclopedia of 
Business Information Sources contains 
over 7,000 listings of basic information 
sources, organized under 222 classifica- 
tions. The research project covers every 
important phase of industry, govern- 
ment, agriculture and commerce. The 
Encyclopedia contains over one hun- 
dred pages of government information 

. all leading trade associations, trade 





publications, business directories and 
hand books are listed under their proper 
business classifications. 

The project has been in development 
for the past four and one-half years 
under the direction of W. C. Hanson, 
business consultant, formerly with the 
Market Analysis Department of Curtiss 
Wright Corporation. 

The Fneyclopedia comes in two vol- 
umes, loose-leaf. It is master-indexed 
and is arranged under 24 major classi- 
fications. 





Irving Moss, formerly of Rogers Jew- 
elry Co. Canton, Ohio, has opened a 
jewelry store in San Bernardino, Calif. 
Moss has been connected with the jew- 
elry business in the East for the past 
25 years. 





4? WILL PAY SPOT CASH 
FOR YOUR JEWELRY STOCK 


HIGHEST PRICES PAID 


No transaction too large...none too small 


234 EUCLID AVE. 





Phone CHerry 5811 


or wire at our expense! 


COAST TO COAST OPER: 


RLES SHAN 
aud sérsoctates 
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Effect on Christmas Sales of Bad Timing in Lifting 
Wartime Excise Tax Stressed by Industry Tax Committee 


The full text of chairman Walter N. 
Kahn’s report to the Jewelry Industry 
Tax Committee on the question of the 
20 percent wartime excise is reprinted 
here in full. It is based upon a report 
by Hugh M. Bennett, tax counsel to the 
committee. 

“For the fiscal year which will end 
June 30, 1946, the 20% excise tax on 
the retail sales of jewelry indicates that 
it may produce Federal revenue approx- 
imating $200 million. This is a very sub- 
stantial tax contribution to Federal 
revenues. 

“It cannot be hoped, however, that 








PRESS THE 
BUTTON 


it lights automatically 


These Thorens Lighters, imported from 
Switzerland, will surpass all your expec- 
tations of what a cigarette lighter can be. 
No difficulty lighting a pipe with Thorens. 
See the Thorens styles at better stores 
everywhere, $5 and up. 


~~~ —_—~-* 





,, THORENS 


this huge tax contribution, resulting 
from exceptionally heavy sales, will con- 
tinue at the same pace. During the war 
there was very little competition for 
the ‘luxury dollar’ and the urge to spend 
large earnings took many people into 
jewelry stores who had rarely visited 
them before. But now that many com- 
petitive lines are again in production, 
the discriminatory nature of this tax 
will begin to make itself felt to the 
detriment of the jewelry industry. Sales 
will be lost, expansion discouraged, and 
employment reduced. Labor knows this 
and generally desires the repeal of ex- 
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SLIDE THE BUTTON 
it lights automatically 


Illustrated here is the world’s 
newest, most perfect lighter. 
You merely slide the button 
and this obedient servant un- 
failingly produces.a light in a 
flash. At better stores every- 
where, $6 and up. 





NATIONALLY ADVERTISED 





REXON GENERAL DISTRIBUTORS 


INC. 295 FIFTH AVE., NEW YORK 16 
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SERVICE DEPT., 122 FIFTH AVE., NEW YORK 11 





cise taxes. 


_ “The 10% wartime emergency ¢ 
imposed by the 1943 Revenue Act, ¢ 
be eliminated in different ways. The 
President, by proclamation, could é 
clare an end to hostilities, or Congress, 
by joint resolution, could go dadeet 
Neither step is probable during 1946 
The President feels the need of War 
powers and he hesitates to declare me 
end to hostilities. Therefore, if the war. 
time excise is to be removed, the ste 
to accomplish the removal will be by 
amending the revenue law fixing a def- 
inite date for the end of the 10% war- 
time excise. At this time it does not 
seem probable that any such step will 
be taken except as a part of the 1946 
Revenue Act. Taking the step in this 
manner would not embarrass the Pres- 
ident in that his wartime powers would 
not be terminated as many would be if 
Congress declared hostilities to be at 
an end. 


PROBABLY WON'T CANCEL 


“At this time it seems doubtful if the 
1946 Revenue Act will be enacted by 
June 30, 1946. Thus, any forecasts that 
the wartime excises will be cancelled as 
of that date may prove to be inaccurate. 

“The President’s budget message pre- 
sented to Congress on January 2lst ex- 
plicitly says that no. further tax de- 
creases should be granted in the near 
future. This statement together with 
other developments may impede the 
progress of Congressman Harold Knut- 
son’s bill introduced to repeal almost all 
the wartime excises as of June 80, 1946. 
It is not believed that the Ways & Means 
Committee will make a separate item of 
business of this bill in advance of its 
consideration of the 1946 revenue bill. 

“The 1946 revenue bill seems destined 
to be another ‘Quickie’ bill. This fact 
may cause excise tax reductions to be 
omitted because the subject of excise 
taxes is always highly controversial. 
Hence, much time is consumed at public 
hearings thereon and in committee de- 
bate relating thereto. Lack of time may 
possibly keep out such a controversial 
subject from the 1946 bill. 

“The Jewelry Industry Tax Committee 
realizes that the date of termination of 


(Please turn to page 348) 





Silver Situation 
(From page 817) 
The letter to wholesalers was fol- 
lowed, three days later, by one to re 


‘tail jewelers in which Mr. Potter out- 


lined the reasons leading to the change 
and the firm’s plans for the future. 
“We are working hard to get back into 
full production as soon as possible,” Mr. 
Potter said, “The cancellation of Gov- 
ernment contracts left some of our 
manufacturing departments in wr 
balanced condition and it takes time to 
level off.” 

The letter continues: “During the 
war period there have been increases I 
the cost of labor and materials. The 
decision to sell direct will help us to 
remain more nearly in a competitive 
position. 

“It is our intention to write or call 
on you in the near future, just as soo 
as OPA price approval has been given 
to give you more detail as to our new 
policy and information in regard 
prices and deliveries.” 
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Knutson Calls for 
Quota of Two Million 
Swiss Watches Yearly 

The latest move to restrict impor- 
tation of Swiss watches into the 
country came last month in the form 
of a bill introduced by Representa- 
tive Harold Knutson, Republican, of 
Minnesota, which would slash im- 
ports to two million watches or watch 
movements annually. Following 
closely on the heels of the State De- 
partment’s note to Switzerland re- 
questing that the Swiss send no more 
than three million a year, the Knut- 
son bill surprised the industry be- 
cause of its extremely stringent pro- 


visions. 

Not only does the new Dill limit im- 
ports to a million less than the State 
Department quota proposal, but it also 
states that “not more than 75 percentum 
of such imports of jewelled watches or 
jewelled watch movements shall be per- 
mitted entry the products of any one 
country.” Since Switzerland is the only 
watch exporting country this clause 
would push the number of watches im- 
ported even further down the scale. 

The bill further provides that “not 
more than one-twelfth (of the two mil- 
lion imports per year) shall be entered 
in any ene calendar month.” This means 
that should the imports fall short during 





STARR WITH STAR 









World Wide Photo 
That's the King star sapphire Beth Starr is 
holding up for your approval. Weighs a 
mere 392 carats and is priced at $20,000. 
It was one of the highlights of the recent 
Brooklyn Antiques Fair. Incidentally, her 
bracelet aroused not a little interest from 
jewelry fanciers, too. It is a blue-enameled 
gold and diamond antique valued at $1,000 

and said to be 100 years old. 





Gleeson Honored 


F. J. Gleeson of Gleeson & Rock, 
Seattle, Wash., retail jewelers, was re- 
cently elected to membership in the 
Seattle Municipal League, an organiza- 
tion of progressive Seattle business and 
professional men. 
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Congress Gets Bill Asking Cuts on Watch Imports 








one month, the total might not be 
equalized in subsequent months. 

The State Department, whose Swiss 
note caused such a furor last month, 
(see Jewerers’ Crecutar-Keystone, Jan- 
uary, page 369), does not approve of 
the bill and had, apparently, made its 
request to the Swiss to ward off more 
drastic action. State Department of- 
ficials declared passage of the Knutson 
bill would force President Truman to 
abrogate our reciprocal trade agreement 
with Switzerland because the agreement 
forbids the United States to invoke 
quotas against any of the articles 





mentioned in the agreement. Watches 
are, naturally, among the articles listed. 

Representative Knutson, in_ intro- 
ducing his bill, charged that Swiss watch 
factories, “controlled by the German- 
Swiss cartel,” were making precision in- 
struments for the Nazis while at the 
same time supplying the American 
market which was busy supplying our 
own and allied forces with war weapons. 

According to answers received from 
questionnaires sent out by the National 
Association of Credit Jewelers, most 
members are not in favor of any re- 
strictions on watch imports. 








Smart Tricks for ’46 in 


CLEARTEXS 





See this 5-piece Lucite hand-carved dresser set and see 
why CLEARTEX is the leader in the field! Set 431104-C 
is superlatively designed—yet popularly priced. Round 
double-faced mirror, comb, shoe horn, big Lucite powder 
box, and pre-war nylon hairbrush — all handsomely 
encased in satin-lined transparent presentation box. This 
and other high-styled CLEARTEX 3-5-6 piece dresser 
sets and novelties are ready for immediate delivery. See 


them at our showrooms now. 


METALTEX PRODUCTS CO. 


385 Fifth Avenue, New York 16, N. Y. 


And on the Pacific Coast 
S. C. KARTIGANER 
607 South Hill St., Los Angeles 14, Cal. 




















QUALITY’S UP 











FOR QUANTITY! 


NOW 
| 





NOW there is becoming available the 
kind suited to 
clock production. 


of material best 


NOW the results of a long and careful 
program of employee training are 
becoming manifest. 


NOW the production lines ruthlessly al- 
tered to meet war production re- 
quirements are lined up to make 
clocks again. 





Today, production is still consider- 
ably below the prewar normal while 
the demand is far above that figure. 
Thus, a shortage is still in evidence. 


That, however, is actually encourag- 
ing for it proves the stability of the 
demand. From now on, steadily in- 
creasing clock supplies will be re- 
flected in steadily increasing profit 
—a profit that does not depend on 
abnormal wartime conditions for its 
maintenance. 











ASK YOUR WHOLESALER 







Clock makers to the nation since 1507 


THE WM. L. GILBERT CLOCK CORP. 
WINSTED, CONNECTICUT 


Laconia, New Hampshire 


141 W. Jackson Blvd. 
Chicago 4, Ill. 


551 Fifth Avenue 
New York 17, N. Y. 
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New York Tenant Groups 
Back Extension of 
Business Rent Control 


The major tenant organizations (lofts, 
stores, offices) of small businessmen in 
New York City have joined forces in 
a united front for a march on Albany 
to persuade Governor Dewey to include 
a strong plank on extension of the Com- 
mercial Rent Control Law in his message 
to the Legislature next week, revealed 
former Assemblyman John J. Lamula, 
who was designated Legislative Repre- 
sentative of the combined groups. 

The expanded organization under the 
original name, “Joint Rent Action Com- 
mittee” now represents 30 trade groups 
composed of 6000 [loft and wholesale 
tenants—50 trade groups composed of 
50,000 store and retail tenants, and 3 
associations of office tenants, (doctors, 
dentists and lawyers) aggregating 
10,000 members for a combined total of 
83 trade groups and associations rep- 
resenting 66,000 tenants. The merger 
took place at a conference of the Joint 
Executive Boards of the several groups 
held at the offices of Mr. I. A. Agree, 
general manager of the National Dress 
Association, and pres- 
ident of the Joint Rent Action Com- 
mittee, who was authorized to announce 
the designation of former Assemblyman 
John J. Lamula as legislative represen- 
tative of the combined groups to lead 
the fight in 1946 for extension of the 
law; “because he was the original 
sponsor of commercial rent control in 
the legislative session of 1944, won the 
fight for tenants in 1945, and is con- 
sidered one of the outstanding author- 
ities on the subject today.” 

Upon notification of his designation, 
Mr. Lamula said, “This merger is a 
great step forward in the fight to unite 
all tenants for the coming struggle 
against gouging landlords who are now 
scheming to kill rent control. It is 
imperative if we are to save small bus- 
iness in this city that commercial rent 
control be extended beyond its present 
expiration date of July Ist, 1946; with- 
out change in the control figures of 
15% above March Ist, 1943 for loft 
tenants and 15% above June Ist, 1944 
for store and office tenants. There must 
be no compromise on this clear cut issue; 
notwithstanding the scheme of some 
realty interests who if unsuccessful in 
defeating the extension of the law plan 
to offer as a deal a boost from 15% 
to 25%.” 


Buffalo Jewelry Case Co. 
Celebrates Fiftieth Anniversary 
With Party for Employes 


The Buffalo Jewelry Case Co. Inc., 
Buffalo, N. Y., recently observed its 50th 
anniversary with a dinner in Hotel Buf- 
falo. Officers, employes and their wives 
and friends attended. 

Nathan Steigerwald, 74, president of 
the company, came from Germany when 
a boy of 15 and founded the company 


| with Daniel Wile in 1895. The company 
| started making jewelry cases in leased 


quarters on the fourth floor of the 


| building it now owns. 


Buffalo Jewelry Case had about a 
dozen employes when it was founded; 
today it has 230. 
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We are 
interested 
in purchas- 
ing for cash 
and will pay 
top prices 
er - 


e DIAMONDS 

e EMERALDS 

e SAPPHIRES 
RUBIES 

CAT'S EYES 
ALEXANDRITES 
STAR SAPPHIRES 
STAR RUBIES 
PEARL NECKLACES 


Carl D= 
== Lindstrom 


220 WEST FIFTH ST. 


LOS ANGELES 13 
CALIFORNIA 




















References: 


Consult your bank 
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Tempest in a Teacup Stirred by Newspaper Accounts of 
imperial Pearl Syndicate Head's Activities in China 


ues were set awagging in the 
wane trade last month, by a series of 
stories that appeared only in the 
Scripps-Howard newspapers, purport- 
ing to relate the activities of Joseph 
Goldstone, head of the Imperial Pearl 
Syndicate, during his recent visit to 
China; but, as is often the case, when 
rumors begin flying, much of the gossip 
roved to have little foundation in fact. 
The story as it first appeared (in the 
New York World-Telegram of January 
4) stated that Mr. Goldstone, who had 
flown to China with the credentials of 
the Senate’s Small Business Committee, 
had been “jerked off” a plane as he was 
about to return to the United States 
and that in his baggage was “found” 
a quantity of cultured pearls by U. S. 
Army authorities. The story contained 
various innuendos which implied some 
improper activity on Mr. Goldstone’s 
part, although just what his alleged 
misdeeds consisted of was not made 


clear. 


INVITED BY SENATOR 


In subsequent articles which appeared 
during the next few days, at least some 
of these statements were corrected. 
For example, it was brought out that 
instead of Mr. Goldstone having traveled 
to China at Government expense, as it 
was first stated, he had paid all his own 
expenses and also that so far from 
wangling some sort of concession to go 
to China for the Small Business Com- 
mittee, he had been specifically re- 
quested by Senator Murray to do so 
and had merely consented to accept an 
assignment, not in any official govern- 
mental capacity, but only to act as a 
consultant to that committee. 

It also developed that so far from 
abusing any privileges that he might 
have received as a consultant to the 
Small Business Committee, Mr. Gold- 
stone faithfully completed his assign- 
ment, which he was requested to make, 
and had every right to investigate con- 
ditions pertaining to his own business 
on his own time. 

It also appeared that one of the ex- 
planations of the situation is that 
Howard McGowan, manager of the 
Northwestern Region of the Smaller 
War Plants Corp., with whom Mr. 
Goldstone had been traveling, was the 
target of a political feud with Maury 
Maverick, head of the Smaller War 
Plants Corp., and that Mr. Maverick 
apparently had his knife out and sharp- 
ened for Mr. McGowan’s scalp. In a 
political feud no punches are pulled and 
no holds are barred and Mr. Goldstone 
was in the unfortunate position of a 
business man who was dragged into an 
attempt by one politician to smear 
another. 


Mr. Goldstone could not be reached 
for an interview at the time of going to 
press, as he had not yet returned to the 
United States, but a representative of 
the Jewerer’s Crrcunar-Keysrone called 
on his brother, David Goldstone, also 
of the Imperial Pearl Syndicate who 
made the following statement: 

“1. Mr. Goldstone made the trip to 
China as a consultant on foreign trade 
in the Far East for the Small Business 


Committee, at the request of Senator 
Murray. 
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“2. Mr. Goldstone paid all expenses 
of the trip—not one penny of the cost 
was at Government expense. 

“3. He had completed his assignment 
regarding trade conditions in the. Far 
East for the Small Business Committee, 
not as an official of the United States 
Government, but merely as a consult- 
ant. He was not on any Government 
payroll. 

“4, All cultured pearls in Mr. Gold- 
stone’s baggage were fully declared by 
him, not only to the customs officials 
in Shanghai, but to the Army officials 
as well. All duties were paid—all 
transportation charges were paid—and 





all of his baggage was OK’d and ac- 
cepted by United States Army officials.” 

The whole affair seems to be merely 
the matter of a simple business trans- 
action which has been misinterpreted 
and made the subject of a political 
smear. 





Canadian Silver 


Canada’s production of silver during 
October, 1945, was 1,036,259 ounces as 
compared with 962,889 ounces in the 
preceding month and 1,060,784 ounces in 
October, 1944, the Dominion Bureau of 
Statistics reports. 

During the first 10 months of 1945 
10,729,090 ounces of silver were pro- 
duced compared with 11,193,641 in the 
similar period of 1944, 





HERE’S 
AN IMMEDIATE OPPORTUNITY 
TO MARKET YOUR PRODUCTS 


IN CANADA 


Wen established Canadian Wholesale house, 
covering the Jewelry trade, is desirous of con- 
tacting reputable Jewelry Manufacturers in the 
United States with a view to importing or act- 
ing as exclusive distributors in the Dominion of 


Canada. 


With excellent distribution from coast to coast 
we extend to U. S. manufacturers, who are pre- 
pared to look beyond present day shortages 
of merchandise, an immediate opportunity to 
build a market for their products in Canada. 


We shall welcome inquiries from manufacturers 


of all types of jewelry. 


Bank references and trade reports furnished to 


all parties interested. 


Write 
Box "J., 2887," Care 


THE JEWELERS* CIRCULAR - KEYSTONE 
100 EAST 42nd STREET 
PERSHING SQUARE BLDG., NEW YORK 17, N. Y. 














a on 
ee SOURCE 
for 

ALL 
ae FINDINGS 


Our extensive line 
of findings, plus 
efficient organization 
is your assurance of 
obtaining. « « 


WHAT YOU NEED 
WHEN YOU NEED IT! 


A few of the items 

available in volume, 

for immediate  ship- 

ment are — 
Mesh Plastic Dises 
Chain é Necklace Clasps 
Ear Wires Bracelet Clasps 
4 nee Joints & Catches 
Cail Phe 4 Safety Catches 

Collar Holders 


Pin Stems : 
Jump Rings Tie Holders 


Screw & Button Backs 





MS 180B 


Whether you need small or large 
quantities of any metal or plastic 
findings, you can rely upon us for 
immediate service. Write or wire in 
detail today. 


Address Dept. E2 


MARTIN M. 
STERERT 


45 W. 34th ST. NEW YORK 1, N.Y. 








Lift Ceiling on Imports 
Of Silverware to Align 
With Domestic Price 


Prices of toilet sets, compacts, mirrors 
and silverware containing imported 
silver have been brought into line with 
prices of the same articles made of 
domestic silver, the Office of Price Ad- 
ministration has announced. 

The action, effective January 9, 1946, 
was necessary to compensate producers 
for the recent increase authorized by 
OPA in the price of the foreign metal, 
equalizing it with the price for newly 
mined domestic silver delivered to the 
Treasury Department, OPA said. This 
price is established by law at 71.11 cents 
an ounce. Except for this action, 
articles made of foreign silver would 
be held to ceilings in effect in March 
1942, when the imported metal cost 
about 45 cents an ounce, the agency 
said. Afterward, the War Production 
Board prohibited the use of foreign 
silver for other than war _ essential 
needs, and maunfacturers of consumer 
goods turned to the more expensive 
domestic metal. 

At that time OPA issued the order 
being amended today to permit man- 
ufacturers to recover increased costs 
resulting from use of domestic silver. 
Last summer WPB revoked the restric- 
tion against non-essential use of foreign 
silver, but shortly afterward its ceiling 
price was increased to 71.11 cents per 
ounce, the fixed price of domestic silver. 

Since the items covered by this action 
are re-entering the market at current 
prices for the same items made of 
domestic silver, no change in the current 
price level is involved, OPA said. 

The action also deletes from the order 
a list of items normally made of brass 
and copper but in which domestic silver 
was used during the war, when non- 
essential use of copper and brass was 
prohibited. Some of these items, such 
as jewelry, have been exempted from 
price control, others, such as watch 
cases, fountain pens, and _ eyeglass 
frames, will again be made chiefly of 
brass, copper, and gold, so that price 
adjustments made necessary by the 
temporary enforced use of silver will 
no longer be required, OPA said. 


Toronto Jewelers Hold Meeting 
With Veteran Watch Makers 
As Guests of Honor 


Approximately 75 veterans from the 
horological classes at the Gould Street 
Rehabilitation School were guests early 
this month of the Toronto Jewelers’ 
Association annual meeting. 

During the proceedings they were 
addressed by Fred E. Belsham, pres- 
ident of M. J. Walsh Jewelers, Ltd., 
who told the student watchmakers: 
“You can help the industry. The skills 
you're learning will equip you to im- 
prove, develop and build the trade.” 

Executives for 1946 were elected as 
follows: James Milligan, hon. Pres.; F. H. 
Stephenson, president; C. S. Ballard, 
vice-president; N. J. Leach, secretary, 


and E. B. Tiffany, W. Chapman, G..- 


Gerstein, I. Mackenzie, C. M. Fraser, 
J. R. Adams, A. Hinton, R. A. Bond, 
H. C. Lackie, A. G. Haldane, G. Shaw, 
D. Roden, W. B. Christie, H. Angus, 
J. Fullerton and J. G. Huxtable, all on 
the executive committee. 
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MANUFACTURERS 
ATTENTION! 


LOOK SOUTH FOR NEW BUSINESS— 
YOUR GOOD NEIGHBOR 
WILL BE YOUR BEST CUSTOMER 


Manufacturers’ Representatives 
with excellent References and 
well established Jewelry-Whole- 
sale department, serving the 
trade in the Republic of Pana- 
ma and the Canal Zone, want 
direct connections with Gold 
and Goldfilled Jewelry (Chil. 
dren, Ladies, Men) producing 
firms, also Manufacturers of 
Watches and Attachments, 
Pearls, Compacts, Jewelry dis- 
plays, Billfolds, Silverware, Nov- 
elties, etc. Own Showroom, cen- 
trally located. 


AIRMAIL Your Offers, Cata- 
logs and Wholesale Prices to 


IRVING ZAPP COMPANY 


Box 1382, Pasama R. of P, 


ee ee 


Diamonds, Watches, Jewelry 
Yours Truly ings, Voovelties 
WMhalerials, Tools & Deufyelies 
AO 
When Available: 


Elgins, Westelox, 1847 
Community, Seth Thomas 
Manning Bouman Cppliances 


GEOPHIAUIPS% 


Fractically everything sold RN: Or used ive aslewelry tore 
Scranton, Penne. 


Exclusively Wholesale” 














BUY 
VICTORY 
BONDS 


THE JEWELERS’ CIRCULAR-KEYSTONS 




















ATTENTION 
EWELER 
MPLOYERS 


Do you know you are 





vls 


@ @ eligible to insure your 


4 home with this mutual 
company — and save 
40 per cent? 


We write fire insurance 
for the entire jewelry 
industry — manufacturer, 
wholesaler, and retailer, 
including the homes and 
home furnishings of all 
employees. Thus you can 
enjoy the same 40% divi- 


dends we have been 


paying our commercial 
policy holders. Protection 
covers fire, windstorm, 


hail, explosion, aircraft, 
vehicle, smoke and riot. All 
claims are promptly and 
equitably settled. 


Coupon below will bring 
you full details. No sales- 


man will call. 








| NATIONAL JEWELERS MUTUAL FIRE INSURANCE CO. { 
104 E. Wisconsin Ave. Neenah, Wisconsin 


| Please tell me how I can save 40% on fire) 
insurance. My present policy expires: 


| (give date) 


ae | 
| 
j STREET ihdnedideiakatilepiadanacteaeeal eee | 
| 


lcity 
then 
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For the Memo Pad 


February 


2—Boston Jewelers Club Banquet, Cop- 
ley-Plaza Hotel. 

7-11—San_ Francisco Market, Civic 
Auditorium and Western Merchandise 
Mart. 

17-20—Oklahoma Gift and Jewelry 
Show, Biltmore Hotel, Oklahoma City. 

17-21—Portland Gift & Housewares 
Show, Portland Merchandise Mart and 
Multnomah Hotel, Portland, Ore 

23—New England Manufacturing Jew- 
elers & Silversmiths Association Din- 
ner, Biltmore Hotel, Providence, R. I. 

24-28—Seattle Gift & Housewares Show, 
Terminal Sales Bldg., Seattle, Wash. 

24-Mar. 1—Dallas Gift Show, Baker 
Hotel, Dallas, Tex. 

24-Mar. 1—Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 


25-26—Texas RJA Annual Meeting, 
Hotel Adolphus, Dallas. 
25-Mar. 1I—New York Gift Show, 


Hotels New Yorker, Pennsylvania. 


March 


5-8—Boston Gift Show, Hotel Statler, 
Hotel Bradford. 

10-13—Denver Gift & Jewelry Show, 
The Albany. 

10-12—ANRJA Mid-Year Conference, 
Hotel De Soto, St. Louis, Mo. 


| 10-14—St. Louis Jewelry & Silverware 


| 29-Aug. 2—NACJ 








Show, Hotel Statler. 
18-22—-Philadelphia Gift 
Adelphia. 





Show, Hotel 


April 


1-3—California RJA Convention, Hotel 
Biltmore, Los Angeles. 


May 


13-17—China, Glass & Housewares Show, 
Atlantic City Auditorium, Atlantic 
City, N. J. 

19-22—International Toy & Gift Show, 
Municipal Auditorium, San Antonio, 
Tex. 


July 


Annual Convention, 
Stevens Hotel, Chicago. 

29-Aug. 2—National Jewelry 
Stevens Hotel, Chicago. 


Fair, 


August 
26-30—ANRJA Annual Convention and 








Jewelry Show, Waldorf-Astoria Hotel, 


New York City. 








Mass.-R. |. Jewelers Meet 


The Massachusetts-Rhode Island Re- 
tail Jewelers Association held its 
annual meeting at the Parker House 
on January 16, at which time it was 
decided to hold the spring convention 
on April 24 at the Parker House. At 
that time, election of officers will take 
place, and President Harold L. Pat- 
ridge said that the promise of a year 
ago, that this convention “will be what 
is commonly known as a humdinger,” 
will be fulfilled at this time. The Ex- 
ecutive Committee has been hard at 
work, he said, and the program of 
speakers will be announced shortly. 












































@ Smart and unusual de- 
signs featuring genuine 
precious and semi-pre- 
cious stones in Gold and 
Platinum mountings 


e PINS 

e RINGS 

e EARRINGS 
e BRACELETS 
e GADGETS 













Uj 


best sellers 


wherever displayed! 


Selealite. 


SUNGLASSES 


@ 6 base ground and pol- 
ished lenses, scientifically 
made to highest ophthalmic 
standards 


@ Absorb 96% ultra-violet 
and infra-red rays. 


@ Smart styles in latest 
fashion trends 


@ Gold-filled and assorted 
colors zyl frames 


@ Exceptionally beautiful 3- 
color individual box (with 
leather case) 


@ Sales-producing, colorful 
displays 


@ Priced for profit 


Illustrated folder and prices 
of complete line available 
from your wholesaler — or 
write us direct. 


IDEAL 
OPTICAL CO. 


Ine. 


845 FLATBUSH AVENUE 
BROOKLYN 26, N. Y. 
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With the Retailers ... 








q April 15 will be a big date on Mather 
Bros.’ calendar. Just 50 years, come 
L. B. and W. W. Marner 
opened up as jewelers and silversmiths 
at 213 E. Washington, New Castle, 
Pa. Plans include an anniversary cel- 
ebration and a thorough modernization 
of the store which has housed the firm 
for the past half-century. 


4q Nothing could keep E. Vance Rocers 
away from the jewelry business. Forced 
by ill health to move from Hummels- 
town, Pa., where he had been a success- 
ful retailer for 10 years, to San Berna- 
dino, Calif., he immediately looked 


around for a likely spot for a store. 


He’s found it now and will soon be greet- 
ing the San Bernadinans as Van-Rogers 
at 619 West Baseline. 


q Jack Bernstein is sole 


now the 


| owner of Denham Jewelers in Denver, 


Colo. JoserpH Rosner, who had been in 
partnership with Mr. Bernstein recently 
surrendered his interest in the firm. 
The store is located at 706 18 Street. 


q Here’s another split-up, this time long- | 


distance. Ernest B. Burrerrietp has 
sold his store at 144 South Locust Street, 
Pana, Ill., to Gisert Lister and the 
name has been changed to Lister’s. 
Meanwhile, Butterfield is now busy 
locating in Albuquerque, N. M., where 
he intends to open a store at 2306 East 
Central Ave., on or about February 1. 


q The new Potentate of Seattle’s Masons 
is a jeweler—A. J. Sarrort who has been 
active in El Katif Temple doings for 
many years. He was installed at cer- 
emonies on January 25. 


q After 40 years in the retail jewelry 
business, F. Ray Rosrnson of Sumner, 
Iowa, is retiring and turning over his 
store to his son, S. Rex Rosrnson. 
Loath to remain idle, the elder Mr. 


Robinson will now devote himself to | 


optometry. 

q A new jewelry store specializing in 
fine grades of advertised goods has been 
opened at 1132 Fair Oaks Ave., South 
Pasadena, Calif. by Harry H. Hottoway, 
a retail jeweler for over a quarter of 
a century. 


4A certificate of partnership has been 
filed in Buffalo for Phil’s Credit Jewelry, 
847 William St. Partners are Puirip 
and Crara Fox, 287 Oakmont St. 


q Perer E. Benrincer, Buffalo jeweler, 
has been elected a director of the Aero 
Club of Buffalo. 


q The E. J. Scheer Company, Rochester, 
N. Y., jewelers, has filed application for 
a building permit to alter its building 
at a cost of $25,000. 


q Zell Brothers, Portland, Ore. jewelers, 


| recently announced purchase of the jew- 
| elry business in that city of Paul Feld- 


| 
| 
| 


COCKTAIL RING 


OVER 200 DIFFERENT STYLES 
TO CHOOSE FROM 
WRITE FOR OUR CATALOG 


WE SPECIALIZE IN COCKTAIL 
RINGS 


OLAND JEWELRY C0. 


87 Nassau St. New York City 7, N. Y, 
BARclay 7-6873 


OUVGNEUTUUAAUACLUOETEEOOAATEAUOUOOUOUEEOUEEEOOEAOOO OUTS GNAGGNOATOEOU LETTE GOOG OO TOG nee en eeTeNeRTeren ee 











enheimer, Incorporated. The Zell Broth- | 
ers have merged the two stores in a new | 
and expanded setup that covers the | 


| entire ground floor of the Broadway | 


Building of Portland. 

All of the jewelry and silverware ad- 
justment of Feldenheimer’s, 
with payments as well as repairs and 
unfilled orders, are being taken care of 
at the combined stores going forward 
into the New Year under the broader 
Zell banner. 


together | 





CASH BUYER 


of 


UNREDEEMED 


and 


TRADE - IN 
WATCHES 


and 
JEWELRY 


Check mailed upon receipt of 
merchandise. Merchandise 
held intact for 10 days. 


REFERENCE: 


JEWELERS BOARD OF TRADE 


PAUL ROSENBERG 


5 So. Wabash Ave., CHICAGO 
Phone RANdolph 7249 
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EXCLUSIVE 
DESIGNS 


FINEST 
QUALITY 


14K GOLD AND GOLD 
ON STERLING SILVER 
PINS — EARRINGS 


and 
COMBINATION SETS 


Write for Our New 
Illustrated Catalogue 
WHEN IN CHICAGO VISIT OUR 


HANDSOMELY APPOINTED SHOW- 
ROOMS 


JOHN J. CERKOFF JEWELRY CO. 


Suite 1600-5 No. Wabash Ave. 
CHICAGO 2, ILLINOIS 














NOW AVAILABLE 
BABY FORK & SPOON SETS 


STERLING 





IMMEDIATE DELIVERY 


Sterling Baby Fork & Spoon Set $42.00 doz. 


ALSO AVAILABLE 


Sterling Bent Handle Baby Spoon.$24.00 doz. 


Sterling Baby Cups............. $54.00 doz. 
Sterling Baby Porringers......... $7.50 each 
Sterling Baby Pushers ........-- $24.00 doz, 
Sterling Baby Napkin Ring ....$30.00 doz. 


Sterling Shells ................. $30.00 doz. 
All Prices Net F.O.B. N. Y. 


A. B. FRANK 





9 Maiden Lane, New York 7, N. Y. 





Dr. Edward H. Kraus Accepts 
Presidency of Gemological 
Institute of America 


The Gemological Institute of America, | 


at a Board of Governors meeting at 
the Waldorf Astoria, January 18th an- 
nounced that Dr. Edward Henry 
Kraus has accepted the presidency of 
the Institute. Dr. Kraus, Dean Emeritus 
of the University of Michigan College 
of Literature, Science and Arts, is one 
of the outstanding mineralogists of the 
country and winner in 1944 of the 
Roebling Medal for his contributions to 
mineralogy. He has been an Honorary 
Member of the Gemological Institute for 
many years as well as a member of its 


DR. EDWARD 
H. KRAUS 





Examinations Standards Board; Fellow 
of Geological Society of America A.- 
A. A. S.; past president of the Mineral- 
ogical Society of America; and author 
of “Mineralogy” with Walter F. Hunt 
and Lewis S. Ransdell, “Gems and Gem 
Materials” with Chester B. Slawson, and 
many other reference works on mineral- 
ogy plus numerous mineralogical papers 
and reports—several of them for the 
JEWELERS’ CrrcuLar-KEyYsToNeE. 

As president of the Gemological In- 
stitute of America, the only national 
educational institution devoted to the 
science of gemology, Dr. Kraus will 
serve in an advisory and consulting 
capacity in its educational program. 
The Institute is a non-profit organiza- 
tion conducting courses in gemology 
principally for members of the jewelry 
trade. Graduates of these courses are 
recognized by the American Gem 
Society with the titles of Registered 
Jeweler and Certified Gemologist. A 
Gemological Laboratory in Los Angeles 
is also maintained by the Institute for 
research, gem testing and diamond 
grading for use by jewelers as com- 
parison grading stones. A similar lab- 
oratory, formerly maintained in Boston, 
will soon be established in New York 
for the same purpose. 








What's New... ? 


If you’ve moved your store to a new 
location, opened a branch store, re- 
modeled and installed new fixtures, 
celebrated your golden anniversary in 
the jewelry business—or returned from 








the Army—we’d like to hear about it. | 
JeweEters’ Circutar-KeystonNe wants | 


news from you and about you—it’s your 
magazine! So if you have some news 
about yourself and your business, send 
it to: Jewerers’ Crrcutar-Keystone, 100 
E. 42nd St., New York 17, N. Y. 
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GOLD, SILVER °& PLATINUM 
CASTING. 


Scientific methods, to give 


precision work, accurate 


reproductions and 


smooth slick surfaces. 


Castings made from your 
models, for your use only, 
or our unique designs. 
Remember—for the tops ~ 


in Castings, 











—k NEW IMPROVED 
PLATINUM INVESTMENT 
having the following 
advantageous features 
* QUICK SETTING 
*+ NO CRACKING 
* SMOOTH, SLICK 

SURFACE 


If You are having difficulty 
with your Platinum casting- 
YOu need Our investment 

















CASTING 
PRODUCTS CO. 


130 W. 46" ST. NEW YORK 19, WN. Y. 
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Dr. A. E. Alexander Heads New Gem Trade Laboratories 
In New York Giving Impartial Information on Gemstones 


For a long time the need has been All work of the laboratory will hy, 
DIAMO NDS evident for a scientific and impartial performed either by Dr. Alexander 
gem testing laboratory to which all under his immediate supervision, 
MELEE jewelers could submit stones for identi- 
-| fication and testing, and the —, up ADVISORY COMMITTEE 
z of such a laboratory has long been Auteine tn a2 en Addie 
— All Sizes — discussed. mittee - four other pe A 
Such a laboratory is now in operation, scientists in the field of gems and 
the Gem Trade Laboratories, Inc., with minerals—Dr. Frederick H. Pough, of 
offices and laboratory facilities at 36 the American Museum of Natural 
West 47 St. This is the organization History; Dr. Clifford Frondell of- the 
which has been set up by the three Department of Mineralogy, Harvard 
principal groups of stone and pearl University; Dr. E. P. Henderson, Ag. 
GENUINE dealers, and whose formation was an- sistant Curator, Smithsonian Institution; 
nounced on page 337 of Jeweters’ Cir- and Dr. William Forshag, Curator, 


WHOLE cutar-KeysTrone for December, 1945. Smithsonian Institution. 


The groups sponsoring the laboratory Serving as officers of the laboratory 
are the Gem & Pearl Dealers Associ- are: Walter Eitelbach (Pearl Assogi- 
PE ARLS ation, the Precious Stone Dealers Asso- ates), president; H. M. Paskow (Pre- 
| ciation and Pearl Associates. cious Stone Dealers Association), 
— All Sises — The laboratory is under the direction vice-president ; Leopold Nathan (Pre- 

| of Dr. A. E. Alexander, who is perhaps cious Stone Dealers Association), 


best known in the trade for his original secretary; Aaron Sverdlik (Gem and 
Pearl Dealers Association), treasurer, 








The laboratory will furnish Service, 
the organization emphasizes, not only to 


ee its members but to the entire jewelry 

GENUINE , trade whether stone dealers, manufac- 
turers, wholesalers, or importers, on 

RUBIES & | “eed _ of a — _ bag oon ae 
tested. Service will also be available to 

OR. A. 6. ALETANSEE ; the general public where owners may 
SAPPHIRES wish an impartial identification and de- 


scription of the stone. 


Squares, Rounds and 
Fancies 








research work and identification activ- 
ities in pearls but who is also a high 
ranking mineralogist. 


AMETHYSTS Following Dr. Alexander’s graduation 
from Cornell University in 1929, he 
was assistant in mineralogy and petrog- 


TOP AZ raphy at the University of North 


Carolina. In 1931, he accepted a Grad- 
uate University Scholarship in mineral- 
AQUAMARINES ogy and petrography at Harvard, re- 
turning to Cornell in 1933 to obtain his 
Ph.D in the same subjects. 


WITH MELLON INSTITUTE 


BLACK ONYX Following the awarding of his doctor’s 
degree, Dr. Alexander became consul- 

tant petrographer for the Spencer 
° Lens Co., now a subsidiary of the Amer- 
Plain or Drilled ican Optical Co., where he developed 
and perfected a polarizing microscope 
and also made a noteworthy contribution 
to the study of mineralogy through his 
work in developing a diamond polishing 
device for the production of thin sections 


for microscopic study. Earrings in various patterns in 14 KT 
C RUBIES . h P —“—* Green and Red Gold 
During the same time, he also held a St. Christopher Key—14 Kt in three 
research asso¢iateship in geology and sizes; also Bill Clips, Charms and 
mineralogy at the Buffalo Museum of Links to match 


Science, with which he still maintains Love Knot Ring—14 Kt Red and Green 
connections Gold Combination in four sizes; Ear- 
F rings, Cuff Links and Studs to match 


From 1938 to 1940, Dr. Alexander Our comprehensive line of 

MAX STERN « co.| | cored’ on nis wet tmown 'scientine ve- || pla. “Ristna eng, Reams 
* | | searches at Mellon Institute in Pitts- Vanity. Cigarette and Card 

burgh, and in doing so, developed a new Cases are distinctive and 


and improved technique for the iden- Gees estes Gpper. 


tification of pearls. He is the author of CLIFFORD A. MILLER & CO., Ine. 


| various scientific papers which have had 
17-23 John St. New York | wide circulation in leading scientific Manufacturers 


| journals and is recognized as an out- 64 West 48th Street 
| standing authority on technical matters New York 
| pertaining to the pearl. 


importers 
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St. Valentine’s Day will be the occa- 
sion of the Maiden Lane Outing Club’s 
winter dinner party. All members and 
those who have applied for member- 
ship are scheduled to attend the affair 
at the Park Central Hotel on Feb. 14. 
On the committee are Harry Blasi, presi- 
dent of MLOC, Dave Weinberg, vice 
president, Andy Anderson, Harry 
Bromley, Sol Gorden and Jack Klucka. 
As of January 1, A. Blumstein, manu- 
facturing jewelers at 37 West 47th St., 
has been doing business under the name 
of A. Blumstein, Inc. 
q Philip J. Wright is now a partner in 
the firm of Charles Weingartner Co., 
60 John St. 
q John J. Courtney has joined the staff 
of Stone & Co., 11 West 42nd St. Mr. 
Courtney was recently discharged from 
the Army after having served with the 


JOHN J. COURTNEY 





Third Army under the late Gen. Patton 
in the European theater. Prior to his 
entry into the armed services he had 
been active in the manufacturing phase 
of the industry. 
q Rose Weiss, former jewelry buyer at 
Stern Brothers, has resigned and joined 
Saks-34th treet. She will act as buyer of 
diamonds, gold and costume jewelry. 
q Robert W. Snyder has joined Leo 
Glass & Co. as Pacific Coast sales rep- 
resentative. Mr. Snyder, who was 
formerly midwest sales representative 
for Untermeyer-Robbins, was engaged 
in work for the Navy Department dur- 
ing the past three years. 
q The firm of Henry Meyer, wholesalers 
and importers of diamonds and colored 
Stones at 20 West 47 St., announces the 
return to active business of its two 
partners, Milton S. and Irving A. 
Meyer, both recently discharged from 
the Army after nearly two years over- 
seas, 
q Nat Goodman has organized the New 
York Flatware Exchange at 687 Lex- 
ington Ave. He specializes in obtaining 
old and discontinued flatware patterns 
and imports silver, antiques and repro- 
ductions. Mr. Goodman was connected 
with S. Wyler, Inc., 713 Fifth Ave., for 
25 years. 
q The new president of the New York 
Jewelers Benevolent Association is Sam 
Finkelstein of the Pilgrim Watch Co., 
who had served as vice-president for the 
past year. Election of officers took place 
on January 15 and installation of officers 
will be held on Tuesday, February 5. 
Also elected were Henry Bilker and Al 
alden, vice-presidents; Leonard Lever, 
treasurer; Jack Dolgin, financial secre- 
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tary; Samuel Horowit’, recording secre- 
tarv; Jesse Ironson, Hyman Dubrowin 
and Maurice Passes, co-chairmen of the 
sick and distress committee; George 


SAM FINKELSTEIN 





Knapp, chairman of the by-law com- 
mittee; Al Jacobson, chairman of the 
membership committee and David Levy, 
chairman of the entertainment committee. 





Jewelry Crafts Assn. Elects 
Martin E. Untermeyer President 


Martin FE. Untermeyer of Unter- 
meyer. Robbins & Co., was unanimously 
elected president at the annual dinner 
and business meeting of the Jewelry 
Crafts Association. Inc., at the Hotel 
Taft, New York City, on Jan. 28. Other 
officers are: Edward J. Gross, B. & E. 
J. Gross Co., First Vice-President; 
Herman L. Baskin, Baskin Bros., Inc., 
Second Vice-President; Jacob H. 
Schaeffer, Shiman Bros. & Co., Treas- 
urer. 

Directors elected to serve for a term 
of three years are: Simon Abraham, 
Advance Ring Co., and William B. 
Ogush, Wm. B. Ogush, Ine., in addition 
to Messrs. Baskin and Schaeffer. Messrs. 
Untermeyer and Gross are still serving 
unexpired directorships to which they 
were elected in previous years 

W. Waters Schwab, whose term as 
president expired at this meeting, was 
presented with a handsome traveling 
bag as a mark of esteem and appreciation 
of his services during the years that he 
has headed the organization. The pres- 
entation was made by Mr. Ogush. 

The members voted to assess them- 
selves in order to make up the deficiency 
occasioned by some extraordinary ex- 
penses incurred during the past year. 
Other business transacted included the 
adoption of an amendment to the by- 
laws providing for the establishment of 
a standing Grievance Committee and an 
amendment to another section designed 
to stimulate apprentice training and 
discourage the pirating or migration of 
workers from one shop in the organiza- 
tion to another. 

The meeting concluded with a brief 
presentation by John W. Darr, pres- 
ident of the Institute of Public Relations 
of the proposed sales promotion cam- 
paign for jewelry sponsored by the 
Jewelry Industry Publicity Board, and 
it was unanimously agreed to call a 
mass meeting of all manufacturers of 
jewelry in the New York area to pre- 
sent to them the details of the program 
and to endeavor to enlist their support 
in the drive. 
























Felco 


NECKLACES 


JACK J. FELSENFELD 








BEAD SPECIALIST 
All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 


Selections on request te responsible jewelers 
Necklaces lengthened and restruag 


DOUBRAVA CO. 
12 Joha St., New York City 











SILVER and GOLD 
CosTUME JEWELRY 


JOSEPH A. RICH 
198 Broadway New York, N. Y. 











SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 














“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 














ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 
@ GEM CUTTERS 


@ COATS-OF-ARMS 
e@ SCHOOL AND FRATERNAL EMBLEMS 
Batémates withoat 


furnished 
BRAUNFELD & MEHLMAN 


108 Fulton St. New York, N. Y. 











SPECIAL : SPECIAL 

















810 — $36.00 
RUBY-DIAMOND GENTS' RINGS 
ALL PRICES KEYSTONE 


GEMCRAFT JEWELERS 
87 NASSAU ST., N.Y. 7, N.Y. 











DINGS 
REFINISHED 


The highest grade of work for jewel- 
ers requiring the best 


ROYAL DIAL & REFINISHING CO. 


116 Nassau St. New Yerk 7, N. Y. 











PERUVIAN 
STERLING SILVERWARE 
925 fine 
Handmade Bracelets and Pins of 

cast or filigree silver. 

Household goods, cutlery ete. 

Orders attended by Air Express 
Write by Air Mail to 


ENRIQUE KAUFMANN ROOS 


P.O.B. 886, Lima, Peru 








REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED i910 
M. J. STERN 
61 Beekman St. New York City 








PEARLS Costume Jewelry 


Nearcst to Genuine. 
4 


Oriental 


o 
EARRINGS 
TES - WATCHES 


& 
BETTY ———= STRAHL 


385 Fifth Ave. e NEW YORK e¢ MU. 5-5519 
SHOWROOM HOURS: 1:30 to 5:30 P.M, 





Security Alliance Advisors Luneh 
With Officers and Executive Committee 


a Snapped by the candid camera at the reception preceding the luncheon of the Jewelers Security 
iance are: 

|. Harold Alberts, |. Alberts' Sons, Boston; Leon Engel, J. Engel & Co., Baltimore; A. C. Possin, 
A. C. Passin Co., Milwaukee. 2. Victor A. Lambert, Vice-President, Jewelers Security Alliance, New 
York; Major J. T. Montgomery, M. A. Mead & Co., Chicago; Daniel Price, Wm. S. Hedges & Co, 
New York; Benjamin $. Katz, Gruen Watch Co., Cincinnati. 3. Capt. H. S$. Mosher, Chief of thé 
Criminal Investigation Bureau, Pinkerton National Detective Agency, and James Hetzel Eisenstadt 
Mfg. Co., St. Louis. 4. A general view of the guests at the luncheon table. 5. Silas B. Reagan, 
Baldwin-Miller Co., Indianapolis; Bert Haase, Institute of Public Relations, New York, George Brown, 
Gerwe-Brown Co., Cincinnati. 6. Charles T. Evans, Secretary, ANRJA and Fred A. Bullock, President, 
New England Mfg. Jewelers’ & Silversmiths’ Assn. 7. Otto D. Wormser, New York, Chairman of the 
Crime Committee of the Jewelers Security Alliance. 8. Richard C. Murphy, Counsel and Executive 
Secretary of the Security Alliance; C. W. Bollinger, Newark, N. J.; Wm. B. Ogush, Wm. B. Ogush, 
Inc., New York; Walter Eitelbach, President, Jewelers Security Alliance, New York. 


phases of the Alliance’s activities and 
got together on a social basis. Featured 
speaker at the luncheon was James 
Baum, manager of the Insurance Pro- 
tective Division of the American 


Taking advantage of the fact that 
many of the out-of-town members of 
the Advisory Board of the Jewelers 
Security Alliance were in the city on 
January 19 to attend the annual banquet 
of the 24 Karat Club, the officers and Bankers Association who told of the 
executive committee of the Alliance methods used by that organization in 
held a luncheon for the Advisory Board its efforts to combat crime against 
and a_ few selected guests in the members—a work which closely paral- 
Perroquet Suite of the hotel, Saturday. | lels that performed by the Alliance for 
noon, with about 40 of the prominent the jewelry industry. ‘ 
men in the jewelry industry in at- Other speakers included G. H. Nie 
tendance. meyer, chairman of the Jewelers Vig- 

The party started with an informal ilance Committee and Walter Eitelbach 
reception and cocktails, during which president of the Jewelers Security 
time small groups discussed various Alliance. 
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by Walter Galli 








[STRANGELY ENOUGH 
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Ch THE MIDDLE AGES THE RING 
SYMBOLIZED THE WEALTH OF THE HUSBAND, 
AND THE DOWRY HE PAID TO HIS BRIDE'S 
PARENTS...THE BAND THUS STOOD FoR HIS | 
AUTHORITY OVER HER--AND SERVED TO 


REMIND HER OF WHAT SHE "OWED" RATHER 
THAN OF WHAT HER RIGHTS AS A WIFE WERE. 


THANKS TO MISS GLORIA E. DELLAY-- 165 624% S€.-- 
WEST NEW YORK , NEW) JERSEY... 
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No Doubt ABOUT IT--THE WATCH 
1S STILL THE ONLY FACTOR To ACCURATE- 
LY DETERMINE THE PASSING OF 

A MINUTE /'!..1M WIDESPREAD 
TESTS ,TO ASCERTAIN HOW CLOSELY 

PEOPLE COULD ESTIMATE THE PASS- 
ING OF A MINUTE, SHOWED THAT 
THEIR. GUESSES AVERAGED ONLY 
35 SECONDS /// 


hd hee WILL BE PAID FOR 
. EACH INTERESTING 
AND UNUSUAL FACT 
ABOUT JEWELRY 
USED IN THIS COLUMN, 














































INDOUBTEDLY THE MOST FAMOUS 
RING IN HISTORY IS THE ONE TRADITIONALLY 
WORN BY THE POPE... IT IS KNOWN AS 
“THE RING OF THE FISHERMAN “ AND 
TAKES ITS NAME FROM THE WORDS OF JESUS 
TO PETER, THE FISHERMAN :” FROM HENCEFORTH, 
THOU SHALT CATCH MEN.” CLUKE, V:10) os 
CONTRARY To POPULAR BELIEF, THE PAPAL 
RING (5S NOT HANDED DOWN FROM ONE POPE 
TO HIS SUCCESSOR...1T/S BURIED WITH A POPE 
ana HE DIES -- ANOTHER ONE, EXACTLY LIKE 

















eee !T WAS ORIGINALLY USED 
ONLY TO SEAL THE POPE'S 
PERSONAL CORRESPONDENCE. 




















Half a Million in Bond Sales 
Is Score of Joe Goldstein 
San Francisco Retailer 


GRA» and co 5 


Manufacturers of 


Emblem Yewelry 


32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 


Also available, excellent designs in 

Gents Diamond Mountings, Stone 

Set Gents Rings, Emblem Pins and 
Buttons, Cameo Set Rings. 


Over half a million in Victory Bond 
sales is the impressive total rolled up 
by one individual jeweler in San Fran- 
cisco. 


Joe Goldstein, owner of the Diamond 
Palace, is the jeweler responsible for 
this achievement. He frankly concedes 
that his salesmanship was inspired by 
the safe return of his two sons Robert 
and Edward who served in the South 
Pacific with the U. S. Navy, and who 
now have resumed their association with 
their father in conducting one of San 
Francisco’s oldest jewelry  establish- 
ments. 


It should be added that Joe Goldstein 
has actively co-operated in previous 
bond drives sponsored by Harry B. 
Smith, sports columist of the San Fran- 
cisco Chronicle, bringing in close to a 
million dollars in sales, 


Inquiries Invited 
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TAG & STAMPING Co. | 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalceg 
277 HALSEY ST. 


NEWARK 2, N. J. 











ART-CRAFT JEWELRY CO. 


FINE 
GOLD JEWELRY 


using better opals, zircons, 

moonstones, amethysts and 

topaz set in earrings, pins, 
rings and bracelets. 


1 West 47th St. New York 19 











STONE DRILLERS 
ONYX—AGATES 
JACK FLEISHER 


71 Nassau St. New York 7, N. Y. 
CORTLAND? 7-3374 














COMPLETE LINE OF SIGNET RINGS 
Men's—Boys'—Babies' 
CHOKERS—BRACELETS — MEZUZAH’S— OTHERS 
— TO JOBBERS ONLY — 

L. FRANKFURT & CO. 

82 BOWERY NEW YORK 13, N. Y. 
Special Casting Dept. to the Trade 











PLATINUM CASTING 
Specializing in Ring Mountings 
CLEANER RESULTS 
Filing and Polishing if Desired 
HARMONY JEWELERS 


60 Branford Pi. Newark 2, N. J. 

















ATTENTION 


MANUFACTURERS & JOBBERS 
Depend on us to do your contracting 
Our lalty is ies’ & Gents’ 
ast Rings and Findings 
Prompt and Courteous Service 
SUPERIOR JEWELERS 


176 East 51st S#. New York 22, N. Y. 
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@) 
O.C.Jlerctual & Ca. due. 
oF + DIAMONDS 


_ SILVERWARE 


_ BOSTON 
MASS. 


WATCHES: S 
CLOCKS -JEWELR 


—" 
373 NZL 
WASMIMETOR ST. Penny 


A\ \ 
.\ 





K. NYGAARD 


Formerly 


"7. PARIS 
NEW YORK 
GENEVA 
Jeweler and Model Maker 


on 
High Class Hand Made and 
Mfg. Jewelry and Watch Cases 
for 


Retailers ¢ Manufacturers 
Stone Dealers © Jobbers 


42 Bank St. Waterbury, Conn. 








| termaster, has 











RING and WATCH MANUFACTURERS 


Swiss type lapping machines; fast cutting 
lapping wheels; worn wheels replaced with 
new lapping alloy; special quadrants; shop 
problems solved. 
ALKA PRECISION TOOLS 

and EXPERIMENTAL WORK 
47-14 Fresh Meadow Lane, Flushing, N. Y. Fl. 7-8232 

















NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 





WATCH ATTACHMENTS 
14K. GOLD 


POPULAR PRICES 
Immediate Delivery 


Sylvania pewelry on 


580 Sth Ave. New York 19, N. Y. 











Sunitastalic 


Kevet Goidon Sterling 
end STERLING SILVER 
REAL STONE JEWELRY 
W. £. RICHARDS CO. 


ATTLEBORO MASS 





Ng. 
DINIES 
STERLING 


TREET - BOS 





q Many old familiar faces greeted 
jewelry store customers and _ buyers 
from behind counters and over shelves 
during the holiday season in Greater 
Boston, with veterans by the dozen re- 
turning to their old stands from various 
theaters of war. At Shreve, Crump & 
Low Company, Robert Stanley, a Chief 
Petty Officer in the Navy, is back in 
the jewelry department; Albert Gray, 
yeoman in the Navy, is back in 
Shipping; Edgar Bingham,- Navy Quar- 
returned as_ antiques 
buyer; Norman Clark, discharged from 


| the Army, is in the repair department; 
and Henry Pierce, with the American 


Field Service as an ambulance driver, 
now does his drive in leather goods. 
Fully as long a list of returnees is to 
be found at D. C. Percival & Co. James 
T. Hossley, two years in the Army as 
master sergeant, formerly manager of 
the watch department, is back at his 
old job; William Rushton, automatic- 
rifleman with the Army in the Medi- 
terranean, is back in the jewelry de- 
partment; Harry Sederquist, T/4 with 
the Army Signal Corps in India, has 
returned to the shipping department; 
Chester Wiggins, staff sergeant in the 
Army, formerly in the diamond depart- 
ment, has returned to the repair 
division; and Richard Arnold, with the 
Army in Europe, is now back selling 
jewelry. At the C. W. Sweetland & Son 
Company, Edwin O. Fish is back selling 
after nearly four years in Europe with 
the Army as top sergeant. Likewise, 


| at I. Alberts’ Sons, Jewelers Bldg., Lieut. 


Donald H. Alberts, son of Nathan, is 
home from bombardiering, and back in 
the firm. So, also, is Irving Gutlan, after 
serving with the Army in the Mediter- 
ranean; Jack Cohen, former flight 
officer; Eudine L. Shuman, a staff 
sergeant in the Euronean Theater; 
Melvin A. Shore, corporal in the Mediter- 
ranean; and Joseph Byar, chief radio- 
man in the U. S. N. R. in the Pacific. 
At the Universal Watch Company, 
Jewelers Bldg, Saul Swartz is back with 
his father, Louis, after more than three 
years with the Army in Europe. Over 
at Smith-Patterson Company, “Ross” 
Turco is back at his old post in the 
engraving department, after three years 
with the Army. And, last, but by no 
means least, Joseph Streck is back be- 


| hind the watch counter at A. Stowell 


Company, where he was formerly em- 
ployed in the gift shop. Joe was with 
the 10th Mountain Division, serving in 
Italy, and is the proud recipient of the 
Bronze Star. He was in the Army from 
March, 1941, to October, 1945. 


q Adrian Lesperance, ill for nearly a 
year, returned to Bigelow-Kennard 
Company just before the holidays, and 
is holding down his old post as head of 
the watch department where he is being 
warmly greeted by many old customers 
glad to see him back in health. 


q The Church Company, Inc., planned 


| to move on Jan. 31 to its new location 


on the top floor of the building at 47 
Winter Street. Many new fixtures will 
be topped off by the fine old mahogany 
showcases and wall cases which have 
been distinctive of the antique jewelry 


| and silverware handled by this firm. 





Opening was scheduled for Feb, 1, 

q Members of the Thomas Long Em. 
ployees Association will hold their ap. 
nual meeting and election of officers jp 
March. 

q The Boston Jewelers Bowling League 
was back in form “rolling them down 
the gutters” in January, after a long 
holiday during the Christmas rush, 

q Harry W. Hall has opened a ney 
jewelry store on Beal Street, Wollas. 
ton, Mass. 

q Jeweler Charles S. Ramsdell, of 
Lynn, Mass., has retired, selling out his 
business to B. J. Golub. : 

q Curtis R. Brown, Lawrence, Mags. 
jeweler, has moved from 508 Essex 
Street to a new location at 31 Franklin 
Street. 

q George C. Bassett, of Buzzard’s Bay, 
sold out on Jan. 1 to a Mr. Nickerson, 
the firm now being known as the By. 
zard’s Bay Jewelry Company. 

q Robert T. Johnston, of 405 Jewelers 
Bldg., Boston, had his arm broken when 
a jack slipped as he was adjusting 
chains on his tires. 

q Howard Whitham, of Thomas Long 
Company, met with an accident while 
in Springfield recently, and was con- 
fined to the Shrine Hospital in that 
city with his arm broken in two places, 
q Frederick B. Chase, of 304 Jewelers 
Bldg., Boston, will complete 50 consec- 
utive years on the road not only in New 
England, but all over the United States, 
in March. He has been in the jewelry 
trade for sixty years. 


q Herbert W. Stranger, 306 Washing. 
ton Bldg., Boston, was on a_ buying 
trip in New York during the month of 
January. 

q Reuben Parritz, of Harry Parrits & 
Bro., just returned from an extended 
trip to New York, where he called o 
many old friends in the trade. 

q Out-of-town visitors seen in Boston 
jewelry circles recently included: M. A. 
Robinson, Augusta, Maine; W. A. 
Sawyer, Keene, N. H.; R. L. True 
worthy, Bridgeton, Maine; A. J. Le 
Rochelle, Rochester, N. H.; Mrs. Frank 
Freeman and son, of Rutland, Vt; 
Joseph Bernaby, New Bedford, Mass; 
Harry Cook, Middleboro, Mass.; Mr. 
and Mrs. John Palmer, Claremont, N. 
H.; and Henry L. Desjardines, of 
Beverly, Mass. The latter recently was 
re-elected a director of the Beverly 
Trust Company. 

q John S. Lowell, watch repairman at 
409 Jewelers Bldg., Boston, retired from 
business on Jan. 1, and his quarters, 
next door to the New Harkins & Murphy 
Company, are to serve as expanded 
quarters for the latter firm. Harkins & 
Murphy are planning extended renova 
tion and alteration of the enlarged ares. 


q Gustaf Hansen, of Worcester, is te 
ported back from service in the Pacific 
and to have opened a new store at 563 
Main Street, in that city. 

4 Edward Phillips, formerly with th 
N. A. Fernald Company, Haverhill 
and more recently with the Army, # 
reported back from service overseas, 
and to be planning to open a new store 
in Haverhill. 

q Ralph Keith, a son-in-law of Harold 
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L. Rosenberg of I. Alberts’ Sons, Inc., 
has opened a new wholesale office in 
the Province Building in partnership 
with Lawrence Griffman. They will 
handle novelty jewelry. Both men were 
in retail jewelry before the war. 
Kenneth Rosenberg, son of Harold 
L. Rosenberg, of I. Alberts’ Sons, who 
has served as a sergeant in the Army 
Air Corps is back from the Pacific after 
three years and plans to go to college. 
q Bernie Smith and Oscar Zaff, of the 
firm of Smith & Zaff, Jewelers Bldg., 
have been on an extended buying trip 
in New York City. 
q James Bridges, formerly with Smith- 
Patterson Company before entering the 
Navy, where he has served for four 
years, has joined the firm of Smith & 
Zaff as a salesman on the road. 
q Roy S. Brooks, treasurer of Mauran 
Watch Co., Jewelers Bldg., and a 
director of the Boston Jewelers Club, is 
back after a trip to New York during 
January. 
q Frank Greene, formerly with the re- 
pair department of Louis A. Jacobson, 
606 Jewelers Bldg., Boston, has taken 
over the business of David Goldwasser, 
who passed away recently. 
q Miss Rose Marshall, head bookkeeper 
with the Travis, Farber Co., 909 Jew- 
elers Bldg., Boston, is taking her annual 
winter vacation in Miami Beach, Fla. 
q William J. Orkin, 1003 Jewelers Bldg., 
Boston, has been on a six weeks’ buying 
trip in the South. 
q William J. Murray, 901 Jewelers 
Bldg., Boston, proudly displays a page 
from the Keystone Weekly of Mar. 7, 
1916, illustrating a ring watch which 
once belonged to King George III. 
John K. S. Mills, who shares Mr. Mur- 
ray’s office recently came across a clock 
with the words “Cleaned, 1780,” scratched 
on the back. 
q In Lowell, Mass., two thieves ran- 
sacked the John L. Caten jewelry shop 
on the second floor of the Chalifoux 
Bldg., during the noon hour on Jan. 





WHOLESALERS 


IN A FEW TERRITORIES 
YOU CAN STILL BACK 


UST RADIOS 
Backed BY $60,000,000 


The few UST territories still open will not be 
open long. Covering most of the major cities 
throughout the USA, many substantial wholesalers 
($60,000,000 total assets) have already signed 
exclusive UST distributor contracts. 


UST wholesalers signed exclusive UST contracts 
decause UST offers for 1946 thirty-seven models, 
nine basic designs, and three price ranges—a line 
both broad and competitive, including every type 
and size of radio, radio-phonograph and television 
set. They signed because UST was one of only four 
manufacturers who sold television pre-war... 
and they know that ‘Trail Blazing in Television 


‘Assures Leadership in Radio.”’ 


CATALOG 


SQ SSBB BBB RRR RB eee 
UNITED STATES TELEVISION MFG. CORP. 

106 Seventh Avenue 

New York t1, N. Y. 


We are wholesalers. 


tributorship. 
cata'og. 


NAME 


We are interested in a UST dis- 
Please send us your complete illustrated 


Our net assets are . 
Our lines include 





‘FOR FEBRUARY, 1946 











10, stealing watches and jewelry valued 
at $700, and $150 in cash. 


q “Window Smasher” Fletcher Merrill, | 


of Wilmington, Mass., who collected 


about $2000 worth of jewelry after | 


breaking store windows in_ several 
Greater Boston stores, was sentenced to 
prison from three to five years by Chief 
Justice John P. Higgins 


in Suffolk | 


Superior Court on Jan. 10, after he had | 


pleaded guilty. Merrill was captured in 
North Station on a tip from a pawn- 
broker to whom he had taken an alleged- 


ly stolen watch to be repaired. He | 


admitted hurling bricks 
jewelry store windows during the past 
three months. The stores include Smith- 
Patterson Company, Kay’s Jewelry 
Store; Homer’s Jewelry Store, and 
Fagin’s Jewelry Store. 


q The Hadley Company of Providence 


has taken out a building permit for a | 


2-story brick addition to its manufac- 
turing plant at 297 Dexter St. 
cost is estimated at $20,000. 

q Giselle DeCurtis and Galliano Man- 
zotti, doing business as the Curtman 
Company have bought a 12,960-foot lot 
of land in Providence and 
erect a jewelry factory on the site. 


q Gaetano Coforio has been awarded a | 


building permit for an addition for 
jewelry display room at 790 Charles 
Street, Providence. Cost for the concrete 
block and brick addition is estimated 
at $2500. 


q Coro, Inc., is well under way on its 
new gold line and hopes soon to step 
up production and deliveries. 


q The R. F. Simmons Co. of Attleboro 
has been incorporated. 


q Edward O. Otis, Jr., executive secre- 
tary of the NEMJ&SA, addressed a 
meeting of jewelry buyers of Allied 
Stores in New York Jan. 15. 


q The D. E. Makepeace Company will 
be allowed to construct its factory ad- 
dition as planned, according to a deci- 
sion by the zoning board of appeal of 
Attleboro. 


q Robert Parrillo has been honorably 
discharged from the Army where he 
was a first sergeant and has returned 
to his former job as salesman with the 
Hingeco Vanities, Inc. 


q Lawrence E. Baer has withdrawn as 
an official and stockholder of Swank, Inc., 
it was announced by Samuel M. Stone, 
president, who said that Mr. Baer’s 
financial interest has been acquired by 
the company. Mr. Baer has been a vice- 


intend to | 


through five | 


The | 








president and a member of the executive | 


committee. Previously Mr. Baer was 
general manager of the firm, being suc- 


ceeded by J. Carlton Bagnall, who is | 


executive vice-president and a 
stockholder. 


q J. Carlton Bagnall, Jr., has been pro- | 
moted to lieutenant colonel, the War | 


Department announced. He now is in 


charge of the Chicago office of Swank, | 


Ine. 
q Alvin and Robert Rice have left 
the New England Glass Works and 


Rice-Weiner and Company where they 
were partners with Alexander Weiner 
and have started the Barclay Company 
at 150 Chestnut St., Providence. Mr. 
Weiner continues in business at 95 
Chestnut St., under the firm names of 
The New England Glass Works and 
Rice-Weiner & Company. 


major | 











Rathbun Ring Stretcher 


Patent Number 2022737 





a 
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How To Use 


Place ring over the largest step 
it will fit and with mallet gently 
drive mandrel into stretcher until 
the desired size is obtained. 


Where more than one size is de- 
sired remove mandrel with T- 
screw, place ring on next step and 
proceed as before. 


PRICE $3.85 EACH WITH MANDREL 


Jos. B. Bechtel & Co., Inc. 


729 Sansom St. Philadelphia 6, Pa. 








HOTEL TAFT, New Haven 


Corner Store, 15 x 50, with entrance on 
Chapel and from Hotel lobby. Busy place. 
Constant traffic. Excellent opportunity for 
high-class jewelry, cameras, etc. 


THE WM. M. HOTCHKISS CO. 


Real Estate, Trust Co. Bldg. 
New Haven, Conn. Phone 5-0192 


























A superior polish ht prepaid in 







— made by silver- #5 & nited States 
smiths for jewel- F, in specified mini- 
ers’ use andresale. mum lots. 

REED & BARTON “. TAUNTON, MASS. 
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SALES FORECAST 
— SPRING 1946 


Diamond sales will reach a new 
peak as more men return to ci- 
vilian life. Deferred weddings will 
provide jewelers with unprecedent- 


ed opportunities. 


Make the most of these 
opportunities with 


Princess 
DIAMOND RINGS 


An exceptional value in individual 


rings and ensembles retailing from 


PT WELPY ME SEWLLE, 


BALTIMORE STREET AT HOPKINS PLACE 
BALTIMORE |, MD. 











BUILD YOUR BUSINESS 
ON THIS 60 YEAR 
Kohner TRADITION 











YOUR JEWELRY 
Siore 























\ J/ELERS 
WHoLesaLe JEN oy OF DEPENDABILITY 
L AN jystitUT\O 


21 W. BALTIMORE ST. BALTIMORE | MARYLAND 








q The manpower shortage is over—at 
least for the Albert S. Smythe Co., 
Baltimore wholesaler, for Mr. Smythe’s 
sons have come back from the war. 
They’ve all joined the organization again 
as salesmen and in other capacities. 
Incidentally, Lester Smythe came home 
a Lieutenant Colonel. 


q Out-of-town buyers, finding themselves 
with little stock, are beginning to come 
into Baltimore for supplies ~ again. 
Among recent visitors were Mrs. John 
A. Kuhn of Salisbury, Md, J. E. 
Clifford, of Westminster, Md., and B. 
Harowitz of the Colonial Jewelry Co., 
also of Westminster. 


q When John W. Downing, jeweler at 
8351 Greenmount Ave., Baltimore, went 
out to look at the front of his store 
at about 11 A.M. on January 8 he found 
that someone had heaved a brick through 
the plate glass and had carried off 


| $104 worth of jewelry. Nobody, ap- 
| parently, heard the noise of the crash. 


q The Royal Jewelers’ Supply Co. has 


| moved from 132 West Fayette St. in 


Baltimore to 105 West Fayette St. 


q J. Carroll Monmonier has opened his 
fourth store in Baltimore. The new lo- 
cation is at 509 North Howard St. 


q Emanuel Kohner, of Max Kohner, 21 
West Baltimore St., has added his 
nephew, Louis Shapiro, to his staff. Also 
due to be back soon is Henry J. Buchter, 
who had been a watchmaker with the 
firm before entering the service. 


q.The Kent Jewelry Corp. was incor- 
porated under Maryland law recently 
to conduct business at 1 South Howard 
St., with the incorporators listed as 
Maxwell L. Caplan, William J. Miles 
and William W. Radin, all of Baltimore. 


q The Jay Novelty Co., Inc., has ob- 
tained a Maryland charter, to deal in 
jewelry and novelties at 400 Knicker- 
bocker Building, Baltimore. The incor- 
porators of record are John Spector, 
S. Carl Mantell and Milton Adler. 


q One of the.early bills before the 1946 
session of the Kentucky General Assem- 
bly or State Legislature was House 
Bill No. 6, by Rep. C. W. Taylor, Han- 
cock County, to control sales of second 
hand or rebuilt or reconditioned watches 
or other timepieces as new ones. The 
bill would provide penitentiary terms 
of from one to five years for misrep- 
resentation and fraudulent sales of such 
merchandise. 


During the long shortage of mer- 
chandise brought about by the war there 
is alleged to have been considerable 
misrepresentation of merchandise as 
being new, that had merely been re- 
paired or reconditioned, and including 
such items as watches and clocks, cigar 
lighters and other items. 


4 Mr. Harry L. Greenspon has recently 
been appointed representative in South 
Carolina and Georgia by J. Engel & 
Company, Inc., of Baltimore, Md. This 
is part of that company’s postwar plans 
to augment still further the services 
available in its territories. 

4 A total of $11,155 in Christmas bonuses 


was distributed during the Christmas 
season to employes of George T. Brod- 


nax, Inc., retail jewelers of Memphis 
Tenn. To 80 employes with service of 
one year or more was given five per cent 
of the year’s salary; to four employes 
of from five to ten years, 714 per cent. 
to 27 employes of ten or more years, 19 
per cent. Included were four men te. 
turned from the service whose seniority 
had been maintained. . 


q Gilmore’s jewelry and furniture store 
in Pensacola, Fla. will move into new 
quarters on March 1. The original store 
was burned out in September. Says M 
G. Gilmore: “We will have twice the 
space as before and will continue han- 
dling jewelry, furniture and household 
appliances.” 


q W. W. Wall and Arthur Jackson have 
bought the W. R. Hughes J ewelry Store 
in Gainesville, Ga., and have changed 
the name of the firm to Wall & Jack- 
son, Jewelers. Mr. Hughes is continuing 
the operation of his optometry depart- 
ment in the store, but Wall and Jack- 
son have taken over the remainder of 
the stock, including jewelry, silverware, 
glassware, and related gift items. 


q The second of two new links in the 
chain of retail jewelry stores of David 
and Samuel Lakein, at 515 South Broad- 
way, Baltimore, will be located at 34251, 
Belair Rd. in the northeastern section 
of the city. The store will be completely 
renovated and modernized. The other 
store was formally opened with elaborate 
ceremonies on Novembr 15 at 8221 
Greenmount Ave., with Mayor Mc- 
Keldin as one of the guest speakers. 


q Dale May, official of the May Jewelry 
Co., Rossville, Ga. has been elected 
president of the Rossville Exchange 
Club for the coming year. 


q Herman D. Page, of Roanoke, Va, 
has taken over the management of the 
jewelry store at 105 Congress Street, 
Portsmouth, N. H., which for 20 years 
has been under the management of 
Joseph A. Malloy. 
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Gurwood Jewelers have expanded and 
modernized their store at 817 E. 
Allegheny Ave. They have added many 
new lines including electrical goods. 

Herman Dubrow, 721 Sansom Street, 
left for a three weeks’ vacation in Miami 
Beach, Florida. 

_4D. Emilio, who for the past year 
‘operated the Master Watchmakers in 
Long Beach, Calif., has returned to 
Phila. to open an office at 713 Sansom 
St. He is trading as D’Emilio & Co., and 
is doing trade work only. 

q Ben Podolsky, formerly connected 
with his brother Nathan, at 805 Sansom 
Street, has opened his own jewelry man- 
ufacturing shop at 713 Sansom Street. 
A. Aronson, jeweler, has opened his 
shop and office at 725 Walnut Street. 
Mr. Aronson spent four years with the 
U. S. Army. 
q Marty Taylor, wholesale jeweler, has 
opened an office at 1015 Chestnut Street. 
q Jack Kellmer Co., wholesale jewelers, 
is now located in their new home at 
722 Chestnut Street. The building was 
recently acquired by them to accom- 
modate the expansion of their business. 
The entire ground floor, with a length 
of 145 ft., has been made into show- 
rooms, arranged so that only legitimate 
dealers will have access to the store. 
Electrical merchandise will be among 
the many new lines that will be dis- 
tributed. 

q M. Shapiro, wholesale jeweler at 744 
Sansom Street, died suddenly on Jan. 
5th. Many jewelers attended the funeral, 
held Sunday, Jan. 6th. 

q Joseph Sirotta, of Reiff & Sirotta, 148 
S. 8th Street is in the hospital for an 
important operation. 

q J. Beifeld & Co. have modernized the 
interior of their store at 135 S. 8th 
Street. 

q Barr’s jewelers are enlarging their 
store at 1112 Chestnut Street. The store 
will take in the width of the building 
next to it. 

q William Blum, polisher, has renovated 
his shop at 721 Sansom Street. 

q Mickey Orloff, wholesale jeweler at 
713 Sansom Street, announces the change 
of the firm name to The Orloff Co. 
They have acquired a lease of the store 
premises at 706 Sansom Street, and after 
extensive alterations will open a modern 
showroom. Mr. Orloff also announces 
the addition to the staff of Martin 
Schwartz and Raymond Rudolph. 

q Smith and West, jewelers in the Lin- 
coln Building, have; opened their second 
store in the Suburban Station Concourse, 
Pennsylvania Station, formerly owned by 
Sterling Warner. 

q Bernard Blum, watchmaker, has been 

discharged from the army and has re- 

turned to Sansom St. He is now con- 
nected with Wolff Bros. 
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q Armand Jacoby, wholesale jeweler, 
= opened his new office at 718 Sansom 
. 

q Sidney Lopatin is now back with his 
father, Alex Lopatin, 738 Sansom St. 
Sidney, a former lieutenant in the Navy, 
has enlisted in the Reserve Officers 
Corps. 


AGS Meeting 
(From page 319) 


gems, and Professor Hurlburt exhibited 
an 80 carat natural crystal diamond, 
one of the rarest things in the world, 
and probably one of the largest perfect 
specimens of its kind. 





Cancer Fund 
(From page 321) 


specialize in cancer. On graduation from 
an intensive three year course, they will 
be competent to diagnose and to treat 
any form of cancer, and to organize and 
direct a cancer clinic anywhere. 

The Center, when completed, will in- 
clude the Sloan-Kettering Institute for 
Cancer Research, the Kate Depew 
Strang Cancer Prevention Clinic, the 
800-bed James Ewing Hospital to be 
built by the city of New York, and 
Memorial Hospital, basic unit of the 
center. It will cover the entire city 
block of which Memorial Hospital now 
occupies about one third. 

The Jewelry Committee with Harry 
G. Kaufman, 74 West 46th Street, New 
York, as vice-chairman, consists of the 
following: 

Alexander FE. Arnstein, Arnstein 
Bros. and Co.; Herman Baskin, Baskin 
Bros., Inc.; Benjamin Eichberg, Eich- 
berg and Co.; Samson Hittner, Bulova 
Watch Co.; Oscar M. Lazrus, Benrus 
Watch Co.; Herbert Ollendorff, Ollen- 
dorff Watch Co.; Jack Schaeffer, Shiman 
Bros.; W. Waters Schwab, J. R. Wood 
& Sons, Inc.; Harry Winston, Harry 
Winston, Inc.; Dave Kay, Aaron Sver- 
dlik, Jack Teichlauf of S. Nathan & 
€o. and Ben Rosenthal of Rosenthal & 
Kaplan. 


M. V. O'Connell New Public 
Relations Assistant for 
Chicago Merchandise Mart 


The appointment of M. V. O’Connell 
as assistant to Louis Ruppel, public 
relations director for The Merchandise 
Mart, was announced by Wallace O. 
Ollman, general manager of the Mart. 

Mr. O’Connell, promotion manager 
for the Chicago Herald-American until 
he accepted the Mart appointment, is a 
Marine Corps veteran of two world 
wars. After service at Guadalcanal, he 
was editor of the Headquartérs Bulletin 
of the Marine Corps with the rank of 
Major. Before the war he was in news-° 
paper and public relations work in 
New York. 

Gertrude Shrock continues in her 
present capacity as assistant publicity 
director, Mr. Ollman said. 
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q The annual get-together meeting of 
the Chicago members of the Brother- 
hood of Traveling Jewelers was held at 
a luncheon at the Stevens Hotel on 
January 6th. Those present were Henry 
Bookstra, Harry Hillman, Frank Shinn, 
Fred Kline, Richard Matheson, Frank 
Spellman, and Jere Shea. Jack Colgan, 
New York, was also present. A resolu- 
tion of greetings and best wishes was 
adopted and sent to President Harold 
Gibson to be read at the 56th annual 
meeting of the Brotherhood held at the 
New York Athletic Club on January 
13th. 


q Victor Weber, well known platinum 
jewelry manufacturer for many years 
in Chicago, has retired from the jewelry 
business, purchased a building and hard- 
ware store at Pewakee, Wisconsin, in 
which he and his son, recently returned 
from Army service, will be associated. 


4q About 125 members and employees at- 
tended the monthly dinner meeting of 
the Chicago Credit Jewelers Associa- 
tion at the Standard Club on January 
9th. After introducing guests and re- 
turned veterans President’ Phil Martin 
introduced Dr. Walter Lurie, executive 
director of the Jewish Vocational Ser- 
vice, who told of the work being done 
by the Jewelry and Watch School in 
the rehabilitation of veterans and other 
handicapped individuals. Mr. Hyman 
Wein, president of the Clinton Watch 
Co., who has taken an active part in 
promoting the school since the organi- 
zation in 1942, explained that the schools 
are non-profit institutions and admission 
is not restricted by race or color, any 
qualified handicapped person is ac- 
cepted. In the past the schools have 
been financed by charitable organiza- 
tions and private donations but Mr. 
Wein feels that with proven success the 
jewelry industry of Chicago should 
sponsor the work. The estimated budget 
for 1946 is about $20,000.00 and plans 
are under way to have Chicago jewelry 
organizations and individual leaders in 
the trade in Chicago underwrite an es- 
timated deficit of about $8,000.00 for 
the year. Executive Secretary Ben Sacks 
discussed a few specific cases of trade 
ethics violations on the part of certain 
manufacturers and jewelers, all of 
which were referred to the Board of 
Directors for consideration. A vote of 
thanks was extended to Gordon Howard, 
of the Elgin National Watch Co. for 
the presentation of their very interest- 
ing sound film, Time. Judge Samuel Hel- 
ler, of the Chicago Municipal Court, de- 
livered an instructive and thought-stimu- 
lating talk on the danger of intolerance 
in the United States and in the whole 
world. 


q Brown’s Jewel Shop, 9156 South Com- 
mercial St., Chicago, has completed full 
modernization of its store, according to 
Ralph J. Bessinger, manager. One of 
the up-to-date features in this store is 
air-conditioning. 


4 Herbert Menes, who was associated: 


with the Chilton Watch Co. several years 
before joining up with the Army Air 
Force, returned recently after more than 
two years among the islands of the 
Pacific is again at his desk in the office 





of the company in the Heyworth Bujlg. 


ing. 

q E. W. Jackson, who has conducted 
an optical business in Gary, Indiana, for 
the past 15 years, is now enlarging his 
building at 644 Broadway making it 95 
by 125 feet. The front part of the build. 
ing will be equipped for a high class 
jewelry store and operated as Jackson's 
Jewelers. Associated with Mr. Jackson ~ 
as manager of the jewelry store will be 
L. F. Bowen, of Indianapolis, most re. 
cently associated with Goodman & (Co, 
of that city. 

q Paul Rosenberg, wholesaler at 5 south 
Wabash avenue has moved from his lo 
cation on the 12th floor to more ef- 
ficient quarters on the 7th floor. Now 
associated with him in the business is his 
son-in-law, Gilbert K. Golden, recently 
returned from service in the Army Air 
Force. 

q Major A. J. Bettwy, who enlisted in 
the Army from Pennsylvania in 1915 
and served through both World Wars, 
was the guest of Harry Mitchell, Sim- 
mons Chain Co., at the Chicago Jewelers 
Club on January 8rd. Between the wars 
the Major published newspapers in 
Arizona, was mayor of Nogales, several 
terms, served as State GQenator two 
terms and was an unsuccessful candi- 
date for governor. He his best known 
as the owner of the Bettwy topaz and 
amethyst mine in that state. He expects 
to devote his entire time to the opera- 
tion of the mine and will open places 
of business in El Paso and _ Dallas, 
Texas. Several members of the Club 
received full cut stones as souvenirs of 
his visit. 

q Alvin Lauschke, Thomas J. Dee & Co, 
one of the most popular and active 
members of The Golden Roosters of 
Chicago, is the new Chanticleer for 1946, 
elected at the annual meeting held in 
the Jewelers Club on December 27th. 
To serve with him are Irving G. Jensen, 
National Jeweler, Scratcher and Henry 


ALVIN LAUSCHKE 


Vidt, F. H. Noble & Co., Keeper-of-the- 
Nesteggs. A final report was made om 
donations to the fund for sending u~ 
derprivileged boys to Camp Channing 
under the supervision of Dick Maske of 
the Division street Y.M.C.A. Donations 
this year are an all time high, approx 
imately $3000.00 which means that the 
Golden Roosters will sponsor two week 
vacations for 200 boys this year. The 
annual dinner dance will be held at the 
Drake Hotel on February 16th at which 
time the newly elected officers will be 
installed and the 25th anniversary of 
the organization will be fittingly cele 
brated. 
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Return of Veterans Slowly Raises 
Number of Unemployed in US Today; 
Two Million Out of Work 


The discharge of veterans is slowly 
raising the number of unemployed, ac- 
cording to reports by the Commerce and 
Labor Departments. The Commerce 
Department reports that unemployment 
increased by 300,000 in November, 
reaching slightly more than two million 
during the first week in December. On 
the other hand, Labor Department 
statistics show that during the same 
period factory hiring rates stayed high 
while a small percentage of workers 
left their jobs. 

The two sets of figures on changes in 
employment roughly correspond but 
conflict in detail. They agree on the 
main point—that no important increase 
in unemployment took place. Officials 
say this indicates the slow return of 
veterans to the labor force. 

The Commerce Department’s figure 
on unemployment—2,020,000—compares 
with 830,000 just before V-J Day. It 
does not include people not working 
because of illness, vacations, strikes or 
temporary lay-offs. The same report 
shows that employment is now at 51,- 
$10,000—practically unchanged from 
November. The number of people of 
working age neither working nor look- 
ing for jobs increased one million. 

There has been a drop in factory 
employees separated from their jobs 
from October’s 86 per thousand to 71 
per thousand in November. The hiring 
rate was higher than that of separations. 

The two departments get out their 
figures without preliminary consultation 
because they want to get separate re- 
sults from different methods of counting. 
The Department of Labor gets its 
figures by questioning employers while 
the Department of Commerce relies 
almost wholly on the Gallup poll type 
of sampling. 


Timing 
(From page 826) 


the 10% wartime excise tax and the 
method of handling its repeal, are of 
vital importance. If discussions before 
Congressional committees, reflected by 
press dispatches, lead the buying public 
to believe that the repeal of this 10% 
wartime excise is to become effective 
January 1, 1947, Christmas trade will be 
very seriously prejudiced. The public 
will hesitate to buy if it believes 10% of 
the tax is soon to be removed. These 
sales will be lost to the jewelry trade 
because the Christmas money Will be 
Spent for other items which are tax free. 

“It is therefore evident that lengthy 
Congressional discussions and bad timing 
of the repeal can be very harmful to the 
industry. It will be the aim of the Com- 
mittee to bring about the repeal of 
these taxes with as little shock to bus- 
iness as possible, although it well 


realizes that this will not be an easy 
task.” 





A new jewelry store in Toledo will 
be opened at 224 Superior Street, with 
Ben Aronoff as president. The building 
is being remodeled, with new front, and 
will be completed about mid-February. 
Henry Marenberg, for many years with 
Dan-Chester Jewelry Co., Toledo, will 
Manage the store. 


FOR FEBRUARY, 1946 





Be Careful! Check Swindler 
Is At Large Looking for 
Gullible Jewelry Store Men 


Jewelers are warned to be on the 
alert for a man stated to be a check 
swindler, who has used the name of 
Dale E. Birdsell. His description, issued 


by  Pinkerton’s National Detective 
Agency is as follows: He is thirty to 
thirty-five years, six feet or over, 180 
to 190 lbs., fair complexion, decided 
Texan drawl. Further information about 
the man includes the fact that he is of 
a nervous disposition, shifts his weight 
from one foot to another when talking 
and makes circular motions with his 
pen over the paper before writing. He 
claims to own a 1941 Buick and that his 
occupation is long-distance chauffeur. 
He may submit blue Army discharge 
paper as means of identification. 

This man is said to have operated 
against a Washington, D. C., jewelry 
store and in that instance the check was 
drawn on the Liberty National Bank. 
Any information regarding: this man 
should also be communicated to the 
nearest office of Pinkerton’s National 
Detective Agency, Inc., or to the Wash- 
ington, D. C., Police Department. 





24 Karat Club 
(From page 319) 


B. Ogush and Reginald Reichman. 

The reception committee was chair- 
maned by William B. Ogush, newly 
elected vice-president of the club, the 
other members of the committee being: 
Henry L. Baskin, Harrison W. Conrad, 
Sigmund Cohn, John L. Corbett, Peter 
M. Fahrendorf, P. Irving Grinberg, 
William J. Harber, Benjamin S. Katz, 
Julius Kaufman, Edward Krehbiel, 
Jacob Mehrlust, Norman M. Morris, 
Leopold Nathan, August O. Packer, 
Daniel Price, Jerome Richheimer, H. 
James Stern, H. Russell Williams and 
Bert F. Young. 

Present officers of the club are: 
Howard W. Boynton, president; Wil- 
liam B. Ogush, vice-president; W. 
Waters Schwab, treasurer, and Alan L. 
Brown, secretary, and the directors, in 
addition to the officers, include: Gustav 
H. Niemeyer, chairman, Walter Eitel- 
bach, P. Irving Grinberg, Walter N. 
Kahn, Edward Krehbiel, Jacob Mehr- 
lust, Daniel Price and _ Reginald 
Reichman. 

At the close of the banquet proper, 
the usual round of information recep- 
tions, parties and visiting filled the rest 
of the night till the last sleepy-eyed 
guest was willing to concede that he had 
finally reached his capacity for even 
such outstanding hospitality as this. 





Best Year... 
(From page 328) 


“Restoring quality will not be anywhere 
as devastating as an abrupt dive in 
prices, which meant inventory losses in 
the billions suffered in 1920,” he added. 

One positive thing the retailer can 
do to prevent this “inflation-by-deteri- 
oration” is to avoid pyramiding orders, 
Mr. Hughes said. The trend in that 
direction is shown by the fact that 
toward the close of the year just ended, 
orders were some 80 percent above their 
average level for 1944, and in 1944 they 
were 300 percent above the 1941 level. 








“Stevan-Dani’ Presents 


Guaranteed Brass Based 
Watch Attachments! 
Ladies’ Fancy Link—Ratchet, 


Pink, Yellow and White— 
$15.00 doz. 


Ladies’ Fancy Mesh—Ratchet, 
Pink and Yellow—$15.00 doz. 


Men’s Fancy Link—Ratchet, 
Pink, Yellow and White — 
$18.00 doz. 


Morey w ee man 


55 E. Washington St., Chicago 2 




















But Blin KNOW How) 


Charming « 
(%4" higin® RING BUDS” 





ite only $6.90 doz 
fe made up the i 
ING. sh” for EVERY te die 
- sides of the 
Per. 


1233 Avenue of the Americas at 49th St... N.Y 








WATCH DIALS 


REFINISHED 
MICHIGAN DIAL REFINISHING Co. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 














JOB 


ENVELOPES 
IN COLORS. 


SPACE FOR 
YOUR NAME 
H. PAULSON & CO. 
°o, WwW ASH A CHICAGO 





A ER 


Acme WATCH CO. 





5 S.WABASH AVE. CHICACOILL. 


USED WATCH 

















a | 
MATERIALS 2z 
o 
ba | 
| USED MOVEMENTS 1 | 2 3 
Good Condition = 
Geed Diels 
Oven = 
a m 
74,$2.00—163 $3.50 | THE PRICE OF > 
1 . 

‘ - Wate om NEW MATERIALS = 
wi teed Rat es & 
cr Waltham ban al at j 

TJ, “yy a Send sample of 
tham, what yeu waat! All 

eee oan Guaranteed! Remit 

l 6),92.00—16),82.50 | MY ¥ satietactory. 








PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 


- 











WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 


5 €. Third St. Cincinnati, Ohie 











DIAMOND-CUTTING 


EXPERT WORK 
7 - bY MY 4.8 414 3 


LITWIN & SONS 
114 Weet Cth Street, Cincinnati, Ohio 





KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDG CINCINNATI O 











Harry Greenwold Co. 


The Howse of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


ELGINS @ tf AMILTONS (Zones 7, 8> 
Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 

fe your customers with confidence. 





q The annual ball of the Cincinnati 
Guild of the Ohio Watchmakers Assn. 
was held Jan. 12th in the Roof Garden 
of the Hotel Gibson. 


q The annual dinner and election of 
officers of the Town Criers was held Jan. 
15th at the Hotel Alms. Entertainment 
chairman Maury Solomon arranged a 
program including dinner, drinks and 
entertainment. 

q The Town Criers held their pre- 
election and Christmas luncheon at the 
Cincinnati Club Dee. 27. 

q Albert C. Wallenstein of the Wallen- 
stein-Mayer Co. on Jan. 9 stepped down 
from his post as president of the Cin- 
cinnati Wholesale & Manufacturing 
Jewelers’ Assn. after serving for three 
years. Mr. Wallenstein’s successor is 
E. C. Brunst of the Gruen Watch Co. 
Other new officers elected at the annual 
meeting held in the Hotel Alms were 
George Brown of the Gerwe-Brown Co., 
vice-president; Arthur Hirschfield of 
the D. Jacobs Sons Co., secretary; 
Earl B. Bose of the Oskemp Nolting 
Co., treasurer. Ralph Simon, Robert 
Siefert, Julius D. Jacobs, Harry Green- 
wald, Ray Kirkendall, Max Litwin, Al 
Sauer and A. C. Wallenstein were 
elected directors. 


q Newly elected officers of the Cin- 
cinati Guild of the Ohio Watchmakers 
Assn. were installed at the Hotel Sinton 
Jan, 9. They are Fritz Mende, president; 
Herb Hueil, vice-president; Fred Foeg- 
ler, recording’ secretary; William 
Moehlman, financial secretary; H. 
Mackl, corresponding secretary; R. 
Hug, Sergeant-at-Arms. On the exec 
utive board are Louis Bloessing and 
Frank Foegler. 


q E. J. Sohngen, Pleasant Ridge jeweler, 
is moving next to his old location at 
6217-19 Montgomery Ave. Mr. Sohngen 
is remodeling and will have a very 
beautiful and modern store. 

q Thomas Reed Botts with Jacques 
Kreisler Co., North Bergen, N. J., 
spent the holidays at home and is now 
in New York getting his lines together. 
He will be on the road in the near future 
calling on the trade. 

q Adolph Simon, Cheviot, Ohio, jeweler 
has increased his floor space, having 
bought the adjacent building and re- 
modeled its ground floor in addition to 
his old store which he will convert into 
a gift shop and electric appliance de- 
partments. 

q Mr. & Mrs. Simon both were very ill 
during the holidays but enjoyed a nice 
business to offset this. 

q On Dec. 12 the various committee 
chairman and officers of the Town Criers 
met for a preliminary meeting to take 
care of the two big yearly events—the 
annual dinner and Christmas Party. 

q Melvin Sugarman, with the D. Jacobs 
Sons Company, is convalescing rapidly 
after a bad siege of illness. 


q John A. Gerwe with the Gerwe-Brown. 


Co. spent a very happy Christmas with 
his sons, Maury and Jack, Jr., both home 
for the first time in three years. 


q George Hook, jeweler in the Mercan- 
tile Library Building, is moving from 


No. 601 to quarters six times ag large” 
in room No. 609. This will be accom. 
plished as soon as Mr. Hook can get 
the necessary fixtures. 


q Mecklenborg & Gerhardt celebrateg 
with a Christmas party at the Alms 
Hotel Dec. 29. Dinner music and cards 
were in evidence. The party included 
the wives and friends also. 

q Geo. E. Brown and Emmett Fit, 
patrick with the Gerwe-Brown Co. had 
a good old fashioned Christmas ang 
holiday season in their old home town, 
Louisville, Ky. 

4q Gabriel Marshall, Texas and South- 
western representative of the Gerwe. 
Brown Co., spent a few days in Cin- 
cinnati recently renewing old acquaint- 
ances. This is the first time Mr. Marshal] 
has been here for a good many years, 

q Wm. E. Owen, with Geo. Katzman 
Co., Louisville, Ky., is now associated 
with Gerwe-Brown Co, having made his 
initial trip in Dec. and is now going 
“great guns” in the business. 

q Johnny Jackson with Geo. Hook, Mer- 
cantile Library jeweler, has returned 
after three years in the South Seas, 
having been in Uncle Sam’s service. Mr. 
Jackson has been honorably discharged 
and will resume his old duties with 
Mr. Hook. 

4q The window of Louis Hummel, | E. 
4th St. was smashed on the early 
morning of Jan. 4. Very little was 
stolen. 


Watchmaking Course Opens at Paul 
Revere School in Rochester, N. Y. 


Watchmaking is soon to be offered in 
a veterans’ class at Paul Revere Trade 
School in Rochester, N. Y. 

Demand for watchmakers is great all 
over the country, and at least one large 
watchmaking firm is establishing its own 
training program for disabled veterans, 
Verne A. Bird, assistant superinten- 
dent of schools in charge of vocational 
and adult education, pointed out in an- 
nouncing plans for the course. 

Difficulties in obtaining equipment, 
such as benches, lathe and hand tools, 
are delaying opening of the course, but 
officials hope they can assemble the 
needed materials within two or three 
weeks, Bird said. An instructor is avail- 
able. The class probably will be te 
stricted to eight or ten members. 
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Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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They’re Coming Home! 
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q Lt. Graham Milner has returned to 
the Richter Jewelry Co., Cincinnati re- 
tailers, after an absence of three years 
during which he served as a pilot in 
the Air Corps. He operated a B-17 in 
various theaters of war and engaged in 
combat in the Balkans, France and Ger- 


LT. GRAHAM MILNER 


many. He was shot down in combat 
over Germany and escaped arrest for 
ten days while German villagers gave 
him refuge. He was finally captured, 
and it was nine months before he was 
finally freed. One of Graham’s post- 
war plans is to some day return to 
Germany to thank the people who be- 
friended him. 

q Having been released from active 
duty after 40 months of service, Major 
Sidney A Wolff of the Judge Advocate 
General’s Department with Abner Gold- 
stone, a practicing attorney for more 
than 20 years, has organized the law 
firm of Goldstone & Wolff at 527 Fifth 
Avenue in New York City. 

Maj. Wolff long has been a prominent 
figure in the mediation and arbitration 
of labor disputes. He has served many 
industries. He was one of the defense 
counsel in the proceedings brought early 
in 1942 to quash the indictments charg- 
ing Waltham Watch Co., Elgin National 
Watch Co. and Hamilton Watch Co. and 
a number of their distributors with con- 
spiracy in restraint of trade. 

In the Army, Maj. Wolff was a coun- 

sel for the Government before the War 
Department Board of Contracts Appeals, 
and for the past two and one-half years 
was Judge Advocate at Camp Miles 
Standish. 
q Oliver A. Jenkins, general manager of 
the Duval Jewelry Company’s chain of 
eleven stores in Florida, who has re- 
cently returned to resume his duties 
after a year’s service with the Merchant 
Marine. 

Mr. Jenkins held the commission of 
Ensign and was a Staff Officer aboard 


OLIVER A. JENKINS 





- 
one of the many United States’ freight- 
bearing vessels. Also, for a short time, 
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he served aboard the U. S. Army hos- 
pital ship, “Shamrock,” and the com- 
bination troop-carrying freighter, “Isaac 
Sharpless.” He saw service in the North 
Atlantic, English Channel and the Med- 
iterranean theaters. 

Mr. Jenkins makes his home in Jack- 
sonville, but travels throughout the state 
constantly to keep in close touch with 
the Duval Jewelry Company’s Stores. 


q Isidore Newman, a colonel in the 
Army Service Forces, has just returned 
to Maison Blanche Co., City Stores’ New 
Orleans outlet, in his former position 
of vice president. 
q Major Roy E. Norvell has returned 
to Atlanta, Georgia, to resume the vice 
presidency of Myron E, Freeman & 
Brothers, Atlanta jewelers, after hav- 
ing been released from the Army. 

Major Norvell served as a special 
Staff officer in Lt. General Walton H. 
Walker’s Twentieth Corps, a part of 
General Patton’s Third Army. He was 
awarded the Bronze Star and four 
battle stars. 

Connected with Freeman’s jewelry 
concern before he entered the service, 
Major Norvell participated in the Nor- 


mandy, Northern France, Rhineland and 


central Europe campaigns. 


q Discharged three years to the week | 


after he entered the service, ex-sergeant 
Meyer Schiff has rejoined the sales 
force of Davidson & Sons, creators and 


MEYER SCHIFF 





manufacturers of Dason Rings and 
Bridal Craft matched wedding bands. 
During his year and a half overseas, 
Schiff, attached to @ Fighter Squadron 
in the Ninth Air Force, saw a good part 
of Great Britain and western Europe. 
He was located in England, Scotland, 
France, Belgium, Holland and Germany, 
and received the Belgian fourragere as 
well as the Presidential Unit Citation. 
Now that his travels abroad have 
come +o ar end, Mr. Schiff will resume 
his interrupted travels for Davidson 
& Sons. 
q Capt. Fred Hickey is back at L. S. 
Glidden Co., retail jewelers in Boston, 
after serving in the Army for three and 
a half years. Mr. Glidden also recently 
welcomed his son who has donned 
civilian clothes again after a stint in 
the Coast Guard. 
q We like the letter H. M. Paskow of 
Wm. V. Schmidt Co. wrote to JC-K 
about Capt. Martin White so much that 
we’re reprinting a few lines of it here: 
“Martin—a mere boy at the time— 
left us in October 1940 to enlist. In 
April of 1942, he saw his first overseas 
service, as part of an Armored Force 


GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 


$18 LIBERTY AVE. PITTSBURGH 











CHAS. ASCHERMAN 
AND COMPANY 


Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 
503-7 Hippodrome Bldg. 
CLEVELAND 14, OHIO 
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Punch away at your future 
customers! Attract them with 
wise ring displays’ like the 
Famous “12” Series. Space- 
saving, perfect for showcases 
and windows. 3%4x6”, with 
expertly designed 2-way Tilt 
Easel. Play safe—order plenty! 


LADIES: DUETS GENTS 
12t 12BP 12G 
$2.50 ea, $2.50 ea, $2.50 ea. 





1233 Sixth Avenue at 49th St. opp. Rockefeller Center, N.Y. C. 





Sterling Rhinestone Jewelry 
Simulated Pearls — Costume Jewelry 


URIE F. MANDLE CO. 


411 Fifth Avenue 


NEW YORK 16, N. Y. 
MUrray Hill 3-9107 

















“CHAMPION” RING GUARDS ° 
Easy te Insert & Adjust 
ASSORTED SIZES 
10K GOLD—$3.50 per Dz. up 
GOLD FILLED—$1.75 per Dz. up 
Orders Attended to Promptly 
CHAMPION JEWELRY CO. 
87 MAIDEN LANE 
NEW YORK 7, N. Y. 
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Where to Buy 
IMPORTED 
China and Glass 





Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josich W. & Sons, inc. 
162 Fifth Avenue, New York City 








EDWARD BOOTE 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 
GIBSON & SONS TEAPOTS 








MADDOCK & MILLER, INC. 
English China and Earthenware 
CROWN DUCAL Dinnerware 
MASON’S Ironstone China 
COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 








ENGLISH CHINA 


Smoking accessories, lustreware pitchers, Toby 
Jugs, Teapots, Sugars and Creamers, Individ- 
ual Breakfast Sety 


TEDMAN IMPORTING CO. 
225 Fifth Ave. Room 829 New York, N. Y. 








. Importers of 
t7 ENGLISH CHINA 
and 
EARTHENWARE 
Steck and Import 
LLE & CO., INC. 


New York 10, N. Y. 
AL. 4-0104 














ROYAL DOULTON 


English Bone China and Earthenware 


IRISH BELLEEK 


The original preduction 


WH. 8S. PITCAIRN CORPORATION 
212 Fifth Ave. 


New Yert, H. Vv 








JUSTIN THARAUD, Inc. 


129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Stafferdshire Ware 











PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 


Murray Hill 8-5460 
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Mission assigned to the British Eighth 
Army in Africa. Later he served with 
the famous Fourth Armored Division 


CAPT. MARTIN WHITE 


in the Northern France, Normandy and 
Rhineland campaigns. He wears the 
Silver Star and the Purple Heart.... 
Just recently he received his promotion 
to captain. Not a bad record for a kid 
who enlisted in 1940—just shows what 
a job with the Wm. V. Schmidt Co. can 
do for a fellow...” 
q Alvin A. Miller, partner of the 20th 
Century Watch Strap Company, makers 
of Chic watch straps has just returned 
from the European Theatre of war, 
where he spent two and a half years 
in Germany, France and Belgium. 
Now that the three Miller brothers are 
all back together again, there has been 
much activity in the Hulbert Block 
these days. Postwar plans _ include 
moving to a new large headquarters the 


ALVIN A. MILLER 


early part of 1946. The 20th Century 
Company is now made up of seven ex- 
service men, and Al’s return was just 
in the nick of time as they were badly 
in need of a good top sergeant. 

q Henry Meyer, son of Benjamin Z. 
Meyer of the Central Watch Dealers 
& Supply Co., was discharged recently 
after serving four and a half years in 
the Army. He has returned and is in 
association with his father in the bus- 
iness. His younger brother, Cpl. Herbert 
C. Meyer, is still in the service and re- 
cently spent a 45 day furlough at home 
after eleven months in the European 
Theater of Operations. 

q George Feldman, recently serving in 
the Pacific with the Navy, has returned 


to the Barry Co., Toledo, O., jewelers, | 


in his former capacity of manager. 

¢q Returning to Swank, Inc., after serv- 
ice in the armed forces are Harold R. 
Berger, who will call on stores on the 
south side of Chicago and adjoining 
towns, and Bernard Hamburg, who will 
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Still They Come 





—— 
—— 





have charge of house sales in the Mer. 
chandise Mart Office. Mr. Berger spent 
three and a half years in the Army Air 
Forces and Mr. Hamburg went throy 

the Aleutians campaign. Ted Heller 
who was a Ist lieutenant in the Air 
Forces, taking part in overseas combat, 
will represent Swank in and around 
Cleveland and northwestern Qhio, as 
assistant to the district manager. Pay 
A. Dunlap, formerly associated with : 
Cluett Peabody and Company jp 
Chicago, has been assigned the southern 
Texas territory with headquarters jp 
Houston. Mr. Dunlap was a captain 
with Burma’s two famed American 
raiding groups, Merrill’s Marauders 
and the Mars Task Force. Blair §, 
(Bud) Ruben, who has _ been with 
Swank for five years, representing them 
in the Chicago and northern Illinojs 
territory, has been assigned a new ter- 
ritory in Alabama, Tennessee and Vir- 
ginia. Edgar M. Daniels, formerly with 
Cluett Peabody in northern Ohio, will 
call on dealers in downtown Chicago, 
Evanston and Oak Park. Robert L, 
Powell, who was with Capper and Cap- 
per, will represent Swank in the major 
accounts in Chicago, handling the de- 
partment, men’s and jewelry stores, 


JUDD RICHHEIMER CAPT. BORGZINNER 


q Last summer, just when everyone was 
counting up his points and _ looking 
toward home, Judd Richheimer, son of 
Jerome Richheimer, New York precious 
stone dealer, was called into the Navy. 
He’s been traveling from Naval Base to 
Naval Base and is now training at 
Brownsville, Texas. All of which is by 
way of a reminder that not everyone's 
“coming home”—a few are still going 
away. 

4 Back from the wars after three and 
a half years overseas is Capt. Herbert 
L. Borgzinner. He'll be back at work 
with Albert Borgzinner & Co., jewelry 
case makers by the time you read this. 
He served with an Airborne division in 
Germany, France and England. 

4J. Richard Argo, partner in Argo & 
Lehne Jewelers, 31 E. Gay St., Columbus, 
O., has returned after three years of 
service in the Navy. 














SWEDISH CRYSTAL 
Kosta Alsterfors 
Maleras Bohlmarks 
D..Stanley Corcoran 


212 Fifth Avenue New York 10, N. Y. 
Murray Hill 3-8948 
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N. Y. Jewelers Organize 
1946 Red Cross Drive, 
y. Lambert, Chairman 


Optimistic determination to reach the 
quota that has been set as a goal for 
the jewelry industry of the New York 
area in the 1946 Red Cross drive for 
funds was the keynote of the meeting to 
organize the industry committee which 
was held in the form of a luncheon at 
the Waldorf Astoria Hotel on Jan. 25. 

Presiding at the meeting was Victor 
A Lambert, active chairman of the com- 
mittee for the jewelry industry, assisted 
by G. H. Niemeyer, honorary chairman. 

Principal speakers were James Bruce, 
chairman of the Commerce Industry 
Division of the Red Cross drive for 
Greater New York, and William B. 
Given, Jr., general chairman for the 
campaign in Manhattan. 

Both speakers emphasized the fact 
that although the war is over, the need 
for major service by the Red Cross still 
continues and will continue for an in- 
definite time to come. 

The jewelry trade committee members 
present, numbering more than a hundred 
of the prominent people in the trade, 
pledged their enthusiastic support to 
the drive and promised to leave no stone 
unturned to raise the New York jewelry 
trade’s quota of $200,000. 

Executives of the committee for the 
campaign are as follows: 

G. H. Niemeyer, honorary chairman, 
Victor A. Lambert, group chairman, 
Walter Eitelback, William B. Ogush, W. 
Waters Schwab, vice-chairmen. On the 
executive committee are Aaron Sverdlik, 
H. D. Henshel and Oscar M. Lazarus. 

Co-chairmen of employee gifts division 
are Harry J. Bromley of National 
Jeweler and Fred V. Cole of 
JEWELERS’ Circutar-Keystone. Other 
division chairmen include: Simon C. 
Gershey, Gruen Watch Co., retail jew- 
elers. Walter F. Beer and Sidney Fid- 
delman, chairmen of manufacturing jew- 
elers. Vice-chairmen for this division 
are Herman L. Baskin, Baskin Bros., 
Jacob Mehrlust, Henry Peterson, Fea- 
ture Ring Co., John W. Diefendorf, 
Handy & Harman and Jacob H. 
Schaeffer, Shiman Bros. & Co. 

Murray Rothenberg, Monocraft, heads 
the costume jewelry division; Leopold 
Nathan, pearls and colored stones; 
Norman M. Morris, watch importers; 
John Hall, Hamilton Watch Co., and 
H. Russell Williams, Waltham Watch 
Co., are co-chairmen, American watches 
division. Irvin Cooper, Elgin  Silver- 
smiths Co. and Carl Klein, Hunt Silver 
Co., co-chairmen  silversmiths; Louis 
Farber and Bernard F. Nathan, co- 
chairmen silver plated ware. 

Co-chairmen of the watch cases and 
attachments division are Harvey S, 
Dinstman, Dave Kay and Max Jacoby. 
Other committee chairmen are Jerome 
L. Grant, American Jewelry Distrib- 
utors, Inc., manufacturing agents and 
wholesalers; A. O. Packer, Dieges & 
Clust, scholastic and fraternal jewelers; 
Milton Weill, Arrow Manufacturing Co., 
display boxes; Adolph Bregman, Master 
Electroplating Association, _ electro- 
platers, H. I. Jacobson, Jacobson Bros., 
polished diamonds; A. H..Arnstein, co- 
chairman, , 
Co-chairmen for imported watches 
are A. Bookbinder, Benrus Watch Co., 
and S. Hittner, Bulova Watch Co. 


FOR FEBRUARY, 1946 











OBITUARY 
UNAUAUUOUUUOOUUOUUUAUCOEOOOOEONOGOONONOOEONONOGOONE 


JouHn T. Carpenter, 43, died of a 
heart attack at his home on Jan. 14. 
Mr. Carpenter was part owner of Car- 
penter’s Jewelry Co., Harrisburg, Pa. 
He is survived by his widow, Mrs. Mary 
Carpenter and one son, John T. 
Carpenter, ITI. 


Bensamin A. Funx, 70, founder and 
managing owner of the Funk Jewelry Co., 
of Phoenix, Ariz., died Dec. 13 after an 
illness of six weeks. Mr. Funk opened 
his first store in Phoenix in 1912 and 
was the first jeweler in Arizona to in- 
troduce the credit system of operation. 
He was active in community organiza- 
tion, holding memberships in Temple 
Beth Israel and B’nai Brith, the Elks 
Lodge and the Arizona Club. 


Rarpx F. Koute, 64, died in Tiffin, O., 
Jan. 1. He came to Tiffin 27 years ago 
to become manager of the ‘1iffin Jewelry 
Co. Ten years later he opened his own 
jewelry store, which he operated for 
five years. For the past 12 years he has 
practiced optometry. 


Marton Donivan Knox, 42, partner 
in the jewelry firm of Schilling and 
Knox, Columbus, O., and past president 
of the Columbus Watchmakers’ Guild, 
died Dec. 18. 


EUGENE H. KURTZ, 51 years of age, gen- 
eral manager of the Gleeson Jewelry Co., 
jobbers of jewelry and novelty lines, 
Louisville, died Wednesday night, Jan. 2, 
of a heart attack at the Stevens Hotel, 
Chicago, where he had gone on a buying 
trip. Mr. Kurtz had been with the Glee- 
son Jewelry Co. for about twenty-five 
years, and previously was a clerk under 
D. J. Gleeson, when the latter was man- 
ager of the jewelry department of the 
former J. M. Robinson Norton Co. After 
the old Robinson concern quit business 
Gleeson and Kurtz formed the Gleeson 
Jewelry Co, which handled jewelry and 
various novelty lines. Mr. Kurtz was a 
native of Knoxville, Tenn. and a mem- 
ber of the American Legion, in connec- 
tion with service in the first world war. 


CHARLES J. MAXWELL, retired Philadel- 
phia jeweler and for 25 years presi- 
dent of the Walnut Street Business- 
men’s Association there, died at his 
home recently following a heart at- 
tack. His wife and a son survive. 


Louis F. Meter, Jr., 53, former owner 
of Louis Meier’s Sons Jewelry Co., 
Detroit, Mich., died on January 3. For 
35 years, with his twin brother, Francis 
X. Meier, he had been in partnership 
in the business founded in 1892 by his 
father. In January, 1945, the business 
was sold to the Deroy Jewelry Co. 


Epwarp M. Russett, vice-president of 
the Hampden County Watchmakers 
Guild, died Dec. 17 at his home in 
Springfield, Mass. He had conducted a 
watch repair business in Springfield for 
the past thirty-five years. 


JOSEPH sIMoNn, 74, engaged in the jew- 
elry business in Utica, N. Y. with David 
L. Cohen for many years, died recently 
- a Utica hospital after a ‘three-month 
illness. 
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AMERICAN 


China and Glass 








“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 
Send for Mastroted Catalog 


ENRIGHT-LE CARBOULEC, INC. 
160 Fifth Ave. New Yerk City 








CHelsea 2-5558 
sume CRYSTAL ano BENT GLASS 
Giftware of Distinction + + 








KENSINGTON, ING. NEW KENSINGTON, PA. 


GIFTS for MEN 


A comprehensive selection of 
Accessories with Sporting Motifs 
—also distinguished creations 
in gold plated fashion Jewelry. 











| SUN GLO STUDIOS 73,"15,n AVENUE 





HAWKES CRYSTAL pity 
uy 


GLASSWARE 
for discriminating 
people—WRITE 


T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y¥. Office: 542 Sth Ave. 
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MARY RYAN 


GIFT AND ART 


225 Filth Avenwe 


Now Vert 
NOVELTIES 


Merchandise hart 


Ch ceqe 





ASTLETON CHINA 
DE eaten Bt ARE 


for the 
SP as CHINA TRADE 
*" MADE IN AMERICA . BADE OF AMERICA 
212 Fifth Ave., New Verk. N. Y. 








THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
ST. 1530 MERCHANDIOCN BART 
CHICAGE, ILL. 








yy LENOX 
.nuen CHINA 


MADE INU.S-A Trenton 5, New Jersey 
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How To Case a Wateh 


First of three parts of an article on fitting a movement into 


a case. Part one, herewith, deals with dialing; subsequent 


articles will diseuss fitting the hands and casing movement. 


by HENRY B. FRIED 


Executive Secretary, 
The Horological Society of N. Y. 


ITTING a watch movement into a watch case is 
called casing. To do this job efficiently, the move- 
ment must receive the greatest protection from dust 
and moisture. The completed unit must present the 
best appearance and permit easy winding and setting 
of the hands. 
All these considerations call for skill, knowledge and 
a high regard for the minutest details. 


The skills in watch casing fall into five main divisions: 
1, Fitting dials, 2. Fitting and adjusting the hands, 8. 
Fitting stems and crowns, 4, Case reaming or scraping, 
5. Reaming or filing the stem opening in the bezel and 
case bottom to suit the stem and crown. 

All of these operations may not always be encountered 
in one job but may occur wholly or in part in all casing 
jobs. 


Part I: Dialing 


HEN a new watch is made up or an old one 

remodeled, a new case is selected to suit the 
size of the movement. The bezel opening selected gen- 
erally conforms to the popular style at the time. A new 
dial must be purchased to suit the opening in the bezel. 
Sometimes it is possible to refinish (repaint) the dial to 
match the new case. Importers of new movements and 
domestic manufacturers co-relate cases, designs of new 
movements and dials well in advance so that the dialing 
operation is unnecessary. However sudden changes in 
styling and other unforeseen factors often make dialing 
a necessity. 

In fitting a new dial to the movement, the following 
must be checked: 1. Bezel opening, 2. Dial leg position, 
8. Position of hour and minute hand hole, 4. “Lining up” 
of the second hand hole, 5. Alignment of all these fac- 
tors so that the figure “three” is exactly at the stem 
position. Sometimes all these may be in alignment but 
the dial may not align with the bezel opening when the 
case is shut as shown in Fig. 1. This error is due to 
faulty printing on the dial. Do not use such a dial. 

° (Please turn to next page) 
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Fig. |. Faulty print- 
ing on dial or over 
correction in bend- 
ing dial legs cause 
dial not to align 
with bezel opening. 
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NOW! THE G-E “HERALDER’-WITH 
NEW “SELECT-A-LARM” FEATURE! 


For the first time on any alarm clock, General Electric 
offers a highly personalized feature: volume control! 

You set the “‘Heralder” “Select-A-Larm’s” alarm to 
your taste. Light sleepers will be awakened by a pleas- 
ant, subdued murmur. Heavy sleepers will use “Select- 
A-Larm’s” clear, loud call. Others can use any tone 
volume in between. 


Two more “FIRSTS” coming soon! 


Two other new G-E Alarm Clock “‘firsts” will be out 
soon, too. Both are fine alarm clocks—built for long, 
trouble-free accurate service. 


(1) The G-E “‘Tune-Alarm.” 


For the first time on any alarm clock, General Electric 
starts your day with music! Just plug the radio into 
the back of the clock, tune it to your favorite station, 
switch the switches. At rising time, the radio awakens 
you! Loud or soft music—as you choose! 

Only $5.95 plus tax, O.P.A. Ceiling Price 


General Elecitic Clocks 


The Clocks Most Women Want Most 


FOR FEBRUARY, 1946 


(2) The G-E “Beam-Alarm.” 


For the first-time on any alarm clock, General Electric 
wakes you with on-and-off flashing of your bedside 
lamp! When alarm time arrives, the light flashes on 
and off for 5 minutes. If you’re not awake then, alarm 
buzzes. (This clock was developed after working with 
societies for the deaf.) 


Only $6.95 plus tax. O. P. A. Ceiling Price 


All these sensational new alarm clocks will have the 
features that made G-E Clocks the standard of quality: 
(1) self-starting motor never needs winding, (2) de- 
pendable mechanism, split-second accuracy, (3) sealed- 
in-oil construction, needs no oiling, (4) extremely quiet, 
no annoying “tick-tock.” 


Stock the G-E Heralder with “Select-A-Larm” now... 
and watch for the sensational new G-E Alarm Clocks! 
General Electric Co., Appliance and Merchandise 
Department, Bridgeport, Conn. 





GENERAL & ELECTRIC 
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methods not consistent with good watchmaking. 


Dial legs serve two purposes. First they steady the 
dial on the movement; second, they serve to keep the 


dial tight against the movement plate. 





CLOSED 


Fig. 2. Hip Dial Screw. 


Figure 2 shows a dial hip screw. The sharp edged 


hip has a section filed off to permit the passage of the 


dial leg. When the hip screw is turned half way around, 


the sharp edge bites into the side of the“dial leg and 
grips it securely. To release the dial, the screw is turn- 
ed to the open position (Figs. 2a and 2b). Another type 
of dial leg fastening is shown in Fig. 8. This shows 
a “side dial screw’ set into the edge of the movement 
plate. This is screwed in until the pointed tip of the 
screw engages the dial leg securely. 









Fig. 3. Side Dial Screw 











Occasionally, dial legs are too thick to fit into the | 


holes in the bottom plate. It is then necessary to file 
the legs thinner. This can be done with a small, square 
needle file. The dial is held at the edge with one hand 
and the dial leg is reduced by a series of short circular 
strokes with the square file. This is illustrated in Fig. 
4. Thinning a dial leg may also be done by using a 
small pinvise. Insert the dial leg loosely and rotate 
the pinvise. The sharp corners of the hardened jaws 
will shave off sufficient metal to thin the dial leg to 
size. 
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Attempting to align this dial would bring into practice 


Dial legs should not be longer than needed to be 
engaged by the dial screw. Dial legs that are too long 
may extend into a wheel, stopping the watch, or butt 
against the bottom of one of the bridges. This prevents 
the dial from lying flush against the bottom plate, 
Occasionally, the dial will refuse to remain flush with 
the movement even when the legs are corrected to size. 
This will prevent the proper closing of the case as well 
as causing the undersides of the hands to scrape the 
dial. This may be due to the coned section at the base 
of the leg being too thick. (Fig. 5). This coned section 





Fig. 4. Thinning a dial leg by using square needle file. 


should be reduced by running the square needle file 
around the base of the dial as shown in Fig. 4. 

When the dial is placed on the movement, the hour 
wheel tube must have sufficient clearance around it in 
the dial hole. The same is true of the second hand post. 
This is necessary so that when the hour hand is placed 
on the tube, the sides of the hand socket will not touch 
and bind against any side of the dial hole. If this goes 
undetected, the watch may stop. 

This is shown in Fig. 6. Here the arrows point to 
the parts of the hour hand socket and second hand socket 
touching the sides of the dial holes. This may be the 
fault of the dial legs being bent. The dial legs must he 


Fig. 5. Over-large dial leg may prevent 
proper closing of the watchcase. 








eeSany 


straightened before placing the dial on the movement. 
Bending the dial legs purposely to attempt correction 
of the faults shown in Fig. 6 may correct this condition 
but introduce an alternate error of the dial being out of 
line as illustrated in Fig. 1. 

If the holes are too small to provide freedom or clear- 
ance for the hand sockets, they may be enlarged. This 
is done with a broach or a round needle file. The file 
is inserted through the back of the dial as a precaution 
taken so that should the file slip, it will not mar or 


scratch the face of the dial. 
(Please turn to page 354) 
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IN GRAHAM 2g ain maketh 


clocks and. eatches! 


But ...the demand so far exceeds the supply that we must allocate our production until we 
get back to normal. We shall increase allotments of these fast selling Ingraham Clocks and 
Watches as rapidly as we can, until we are able to supply all of our customers’ requirements. 





BROADCAST—Ingraham’'s famous 
8-day alarm with 41%"’ easy to 
read’ dial and radium tipped 
hands and hour markings. Quiet 
in operation due to watch type 
escapement. Model 8D12. 





LYRIC—miniature self-startin 
electric alarm. Silver plated meta 
a 
numerals. Motor sealed in oil, 1-2-3 
alarm. Height 414". Model SA14. 


case, silver finished dial, 


CHUM—miniature 30Rour alarm. 
Single key winds both time and 
alarm. 344"’ wide, metal case 
with plastic base. Accurate and 


quiet. Model 30H1S2. 











TREASURE—small wrist watch. 10-karat* rolled 
gold case, wrist-fitting chromium-plated back, 
non-breakable stal, leather strap, zs over 
pratt raised t numeral met 


Socal ats wat 





TROJAN—chrome plated metal case and wrist- 
fitting back, easy-to-read — track metal dial, 
deep blue lacquer finished hands, rugged, reli- 
able movement. Model WW10. - 


GLOBE-8-day kitchen wall clock. White lac- 
red case, chromium finish 7 
ie ameter. 3%" dial. Model 











CLOCKS AND WATCHES 


INGRMHAN J 
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D E-MAGNETIZING WATCH — I recently had 
brought in for repairs an 834 ligne watch, which 
was magnetized. My K. & D. demagnetizer is in good 
condition, and removed the trouble readily from every+ 
part of the watch, except the hairspring, and by testing 
all parts with a compass, I find that only the hairspring 
is magnetized. What can be done about this? (Ques- 


tion No. 5812) M. E. C. 


Answer—Usually the magnetized hairspring re- 
sponds satisfactorily to the over-all treatment of a mag- 
netized watch, by passing it through a demagnetizer— 
a hollow coil of insulated wire, carrying alternating cur- 
rent. If the occasional thing happens, of a hairspring 
remaining magnetized, the spring should be fastened 
on any non-magnetic material, like thin wood or sub- 
stantial cardboard, so that the coils will be pressed and 
held between two surfaces, to remain stationary while 
passing through the coil. This may be accomplished 
in several ways, such as by laying the spring on one 
card, and laying another card over the coils and pasting 
it down with “Scotch tape” or gummed paper; or by 
laying the coils of the spring on a piece of wet gummed 
paper, allowing the paste to dry, then demagnetizing; 
after which the spring is removed and then be cleaned 
in alcohol, or cleaning solution. ( 


ALENDAR CLOCKS—Is the maker still in busi- 
ness of Ithaca calendar clocks? And their ad- 
dress? Have one of these that needs parts, which our 
material house cannot supply. (Question No. 5813) 


Fa De 


Answer—The Ithaca Calendar Clock Co. (N. Y.), 
has been out of business since 1914. It is possible you 
could obtain parts from an old Ithaca clock from J. E. 
Coleman, 64 Arcade, Nashville, Tennessee, who has a 
collection of such material. If he cannot supply them, 
the only suggestion we can make is that you make the 
parts, or have them made by any of the trade-shops 
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WORKSHOP 

QUESTIONS 
AND 

ANSWERS 


whose addresses may be obtained from advertisements 
in the Jewevers’ CircuLAR-KEYSTONE. 


LD WATCH—-A customer of ours left for repairs 

an old watch, a little larger than 18-size, three- 
quarter plate, stem-wind hunting, with name on plate 
“Lancaster Watch,” a well-made movement. Is this an 
early Hamilton watch, and when was it made? (Ques- 
tion No. 5814) T. R. 

Answer—The watch described was made by the 
Adams & Perry Watch Mfg. Co., in 1876; this was the 
earliest watch factory in Lancaster. In 1877 the cor- 
poration was reorganized as The Lancaster, Pa., Watch 
Co.; and after four successive reorganizations, in 1892 
the plant was sold to the present Hamilton Watch Co. 






















OFT LATHE—We found an old watchmakers lathe 
here, and need it badly but it needs some fixing up 

tS do good work on it. It seems to have some kind of 
soft (grayish-white) metal in the places where the 
spindle runs, and these are worn toward the front, not 
exactly round, and at high speed, the spindle (with a 
balance staff put up in a wire-chuck) wabbles or jumps, 
so that no sort of a job can be made of polishing down 
a pivot. Is there any way to fix up these soft bearings, 
to run as the lathe should? (Question No. 5815) 

B. L. D. 

Answer—Your lathe dates back to the time when 
makers offered two types for sale: (1), the “hard” 
lathe, in which the bearings, as well as the spindle, were 
_of hardened steel; and (2) the “soft” lathe, in which 
the bearings were made of cast babbitt metal, a less 
costly thing to make. For you to attempt re-casting 
babbitt bearings in the lathe-head would be impracti- 
‘cable, without special equipment and experience. If you 
wish to have the work done locally, rather than send 
to a lathe manufacturer for repairs, perhaps the least , 
expensive way would be to have a good machinist ot 
toolmaker turn a pair of brass bearings to fit the sock- 
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you get a lot more than a cash register... 





“When I decided to invest in a National Cash 





This is a typical example of the type of service 


Register System, about the first thing I found out 
was... You get a lot more than a cash register.’ 

“I’m not at all sure that the advice the National 
salesman gave me hasn't proved as valuable as the 
machine itself. He studied my business problems 
thoroughly and put his finger on the weaknesses 
in the methods I was using. He then helped me 
plan a system that would do away with those weak- 
nesses. Only after doing this, did he recommend 
the cash register that would meet my business 


that is given by the National Cash Register Com- 
pany’s representatives. Such service has resulted in 
thousands of satisfied users, many of whom have 
written telling us how successful their National 
Cash Register System proved. For example, one 
retailer wrote, ““Taken as a whole, I believe the 
savings of the National Cash Register System will 
quickly pay for itself.’’* 

Why not call your local National representative 
and let him show you how the right National Cash 





needs.” ‘ Register System will help your jewelry store ? 





@See the National Cash Register for Jewelry Stores 


This National Cash Register is designed for use in jewelry stores. It will enable 
you to keep an accurate check on your profit-building specialty items. It regis- 
ters sales by departments, identifies the persons who ring up the sales. It also 
shows paid out transactions. In addition, the register prints a receipt on every 
transaction which shows a complete record of the transaction. A detailed + 
audit slip provides separate totals so that at the close of business, you know 
how much money must be accounted for. Specially designed models for time 
payment sales are available for stores handling this work. Ask your National 
representative for a demonstration. The National Cash Register Company, 
Dayton 9, Ohio. Offices in principal cities. 








CASH REGISTERS * ADDING MACHINES 
ACCOUNTING-BOOKKEEPING MACHINES 


*Name of writer on request. 
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ets in the lathe head, at the same time turning out holes 
tapered inside to fit the spindle tapers. Or this work 
could be done on a watchmakers lathe if you have a 
slide rest for it, and a four-jaw (independent) chuck to 
hold the work, after perhaps turning the outside-diame- 
ters with a dog and face-plate, between centers. We 
need hardly say, however, that the best way of all 
would be to have new bearing-bushings made of hard- 
ened steel, ground to fit the tapers on the spindle, if 
you would be willing to pay a good deal to have this 
job done. 


IVOT LENGTH—lIn making or altering, as in 

polishing a balance-pivot, what is a good rule to 
go by for fixing upon the length of the straight portion 
of the pivot, beyond the cone? (Question No. 5816) 
J. Me. 


Answer—The two conditions that must be satisfied 
are: (1) that the end of the pivot must reach the face of 
the cap-jewel, without any risk that the increasing 
diameter at the top of the “cone” could come into con- 
tact with the lower corner of the jewel-hole; and (2) 
that the straight portion of pivot be no longer than to 
make sure of the above; because the conical enlarge- 
ment below the straight (cylindrical) portion should be 
of maximum length, in the total length of pivot, to 
lessen liability of breakage or bending of the pivot, 
when a shock occurs. To secure the above conditions, 
the best way is to use the hole-jewel as a gauge, while 
grinding and polishing a pivot; judging the work by 
how far the pivot-end protrudes beyond the outer face 
of the jewel, as well as judging the side-shake by “rock- 
ing” the jewel on the pivot. 


ECUTTING CROWN—FEvery now and then a 
case turns up, as everyone knows, of the old man 
whose watch crown is worn so his weak fingers slip 
and fail to wind spring up fully. Lately we can’t get 
crowns for replacing. What may be done? (Question 
No. 5817) O. M. T. 


Answer—A quite satisfactory job of recutting the 
crown, to give it a good finger-hold, can be done by 
putting it in lathe, chucked by the stem; then set the 
T-rest in a suitable position to guide a screwhead file, 
which is worked in strokes parallel to the stem, to cut 
fresh notches in the crown. Using the index-and-pin 
on the lathe pulley, to hold the work for each cut, makes 
the job.easy to do. 


IAMANTINE—During this war, I have had 

trouble finding diamantine that would put a good 
polish on pivots. Can you recommend any brand that 
will do this work well, obtainable now? (Question No: 
5818) C.S.L. * 


Answer—For several years, the war in Europe in- 
terfered with obtaining imports of good diamantine, and 
substitutes were usually unsatisfactory. But within the 
past month or so, importers have been again able to get 
diamantine of brands that are reported to be of the 
pre-war good quality; and we believe that your material 
dealer may now be able to supply you. In ordering. 
we suggest that you specify diamantine of recent im- 
portation. 
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HOW TO CASE A WATCH 
(From page 350) 


If the hole touches on one side only, the fine needle 
file is used. This is made to bear against the side of 
the dial touching, say, in the direction of the numeral] 3. 
It is filed just enough to provide the clearance needed, 
An excessively large hole in the dial is unsightly anq 











movement, there must 
be enough clearance 
around dial hole so that 
sides of hand socket 
will not bind in hole. 








provides an entrance for dirt and lint. The hole should 
be made to appear round by streamlining the part filed 
with the rest of the hole. Remove all burrs from both 
sides of the dial with a fine countersinking tool. 


DIAL WASHERS 


Dial washers are wafer-thin gold discs holed in the 
center to fit over the hour wheel. They are rolled to 
make them bend up at the sides and become springy. 
Washers are used when the endshake of the hour wheel 
under the dial is so great that it may become disengaged 
from the minute wheel pinion. The dial washer, placed 
over the hour wheel tube and under the dial, keeps the 
hour wheel away from the dial and engaged with the 
rest of the dial train. 











Dial washers are not necessary when the endshake 
between hour wheel and dial is at a minimum or the 
amount of endshake is less than the distance from the 
bottom of the hour wheel to the top of the minute wheel 
pinion when they are engaged. This may be tested by 
grasping the tip of the hour tube that extends through 
the dial with the tweezer, lifting it upwards and at- 
tempting to turn it. If the wheel has become disengaged, 
it will turn with the tweezer. A similar test can be 
applied after the hands are secured by lifting the hour 
hand. If it can be turned to another position without 
effort then the wheel has become disengaged indicating 
the need of a dial. washer. A dial washer and its use is 
shown in Fig. 7. Dial washers should not be used unless 
all other means for correcting the situation are unavail- 
ing. 


(To be continued next month) 
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"Por my money, 1 take 
GE Fluorescent Lamps a 


You'll find that G-E Fluorescent Lamps will speed 
up the selection of merchandise, enhance your dis- 
plays and give plenty of cool, comfortable light to _ I 1 
make your store more inviting and cheerful. | 
Ask your G-E Lamp supplier to show you how G-E 


Fluorescent Lamps and the many other new G-E 


Lamps can bring your lighting to life! 









wv 
G-E Fluorescent Lamps, most widely used in daylight white, 
soft white. Popular 40-watt size $ .95, 100-watt size $2.15. Other 
standard sizes and colors available. All prices plus tax. 


* * * 
The constant aim of G-E Lamp Research—to make 
G-E Lamps Stay Brighter Longer, is important to 
the welfare of more business people every day. 


G-E Lamps give “more for your dollar” because 
the ingenuity of G-E Lamp research has con- 
tributed most of the major lamp improvements for 
more than 50 years. Here are just a few improve- 
ments: inside-frosted lamps, gas-filled lamps, 
moisture-free gas, non-sag filaments. 


G-E LAMPS 
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Y§&TATLER ( 

STAINLESS STEEL > 

upanston)  ;* 
WATCH - BAND. 
Designedso FIT ALL 


STYLES OF WRIST WATCHES 


Gzpands TO FIT 


EVERY WRIST 

















COMFORTABLE 
ATTRACTIVE 
DURABLE 


SMOOTH 
FEELING 





eral ordinary wrist straps. 


co Pop 2D 


Jobbers write for exceptionally attractive volume discounts 





STATLER MANUFACTURING CO. 


PLASTICS AND METAL STAMPINGS 
29 East Hubbard Street * Chicago, Ill. 









































Longines 
3-Way Split 


Ressmmend These Different Types of 
Beautiful Crystals to Your Customers! 
(Write for complete information) 


PAUL LINN is happy to announce that his entire 
staff is at last back on the job! They served our 
great country for the past 4 years, and now they 
are ready to serve our valued customers in the 
Jewelry trade. Although we have managed (thru 
great efforts) to return all Crystal Fittings within 
24 hours during the war period—NOW. with our 
CAPABLE and SKILLFUL EMPLOYEES, we 
can definitely return all Crystal Fittings the VERY 
SAME DAY. 


OUR WORK IS GUARANTEED TO BE 100% SATISFACTORY! 

















me 
| Bf 


L LINN:S  S. Wabash Ave.+ Chicago 3, Il. 





e 
' Jobber of Watch Materials. 
Jewelers Supplies, Crystal Fittings 
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SPECIALISTS IN THE SALE AND SERVICE OF 


LEIMAN BROS. 
JEWELRY MACHINERY 


@ POLISHING DUST-COLLECTOR LATHES 

@ MELTING AND BLOWPIPE ROTARY BLOWERS 

@ SANDBLASTS 

@ WORK BENCHES 
Present equipment serviced, repaired, rebuilt in our shop and 
guaranteed. New machines and replacement parts available, 
Estimates or other in‘ormation cheerfully given. 

DEPT. K2 
SPRUNG-COTT MACHINERY CO., 11 West 42nd Street, New York 18 
Telephone: PE 6-6649 

















GEMS AND GEM MATERIALS 


By EDWARD H. KRAUS and CHESTER B. SLAWSON 


This book describes practically every commercially 
important gem and gem material, classifies the 
material according to various properties, includes 
tables of comparative gem and gem material 
characteristics and presents available information 
on manufactured gems. Written by two outstand- 
ing authorities. Profusely illustrated. 





Price $3.00 Postpaid 





THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 














————$_$__—_____. 


x American Made 


gst 1844 








While Nye Watch oils have not 
changed in nearly 100 years from 
the porpoise Jaw crudes from which 
they have always been refined, the 
process has been subjected con- 
stantly to improvements as scien 
tific knowledge has advanced. Nye's 
Oil is today the most highly refined spe- 
cialized product obtainable—an oil 

can depend upon for the best relent 


A sk Your 
Materials 
Supplier for 
Nye Oil. 


















WATCHWORK - STONE errs 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Peoria, I Il. 








Dept C. 
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RECONVERSION 


Let your post-war planning include the disposition 


ictly R HF i 
Strictly Refiners of unnecessary scrap—filings and sweeps. Quicker 


‘ Not Manufacturers 

















oft Neale turn-over means larger profits and more efficient 











| management. Make a thorough cleanup. 


Kastenhuber & Lehrfeld 


21 West 46th Street Tel. BRyant 9-1060 New York 








We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 


Your Old Gold shipments will receive special attention 








| 








wateh repairing 


Nin; 


and with greater profit 


IS THE 


When watches come in for repairs, a 
Watch Master printed record tells you 
immediately what is wrong with the 
watch. When work is completed, a 
chart gives you the 24-hour rate (with 
the watch in any position) all in 30 
seconds. 


And, repairs done with “proven” accu- 
racy justify higher charges, too. 


Write for details about the 


Watch Caster 


CROSSCURVED MAINSPRINGS 
MADE IN U.S.A. 





. WATC H- MOTOR | MAIN SPRING 0, Nee | Ameriean Time Products, Ine. 
Wea et actitr1e2s, NEW YOR K 580 Fifth Avenue, New York 19 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, 5c. a word. 

SITUATION WANTED 75c. for 
words. Additional words, 5c. a word. 

Heavy type, $3.00 for first 25 words. Ad- 
ditional words, 10c. a word. 

Name, address, initials and abbreviations 
count as words, and are charged for as part 
of the advertisement. 

If answers are to be forwarded, enclose 15c. 
extra to cover postage. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of r dati 


first 25 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 


75ec. for first 25 words, Sc. for each addi- 
tional word; minimum charge 75c. 








FIRST class jewelry jobber, stone setter 
and engraver; over 30 years’ experi- 
ence; best references. Address ‘“‘J., 
2808,” care J C-K. 





COMPETENT watchmaker and engraver, 
will make change; 30 years’ experi- 
ence; New Hampshire preferred. Ad- 
dress “S., 2841,” care J C-K. 





FULL charge, bookkeeper, thoroughly 
experienced all details of jewelry line; 
excellent references. Address “I, 
2898,” care J C-K. 





WATCHMAKER, 20 years’ experience in 
retail store; steady, honest, Christian; 
desires position in Philadelphia area; 
available at once. Phone Hilltop 4578. 





YOUNG lady, competent bookkeeper, 
showroom experience; personable; thor- 
ough knowledge all details jewelry 
line. Address “P., 2825,” care J C-K. 





ALL around jeweler with 35 years’ ex- 
perience, in trade shops, wants position 
in retail store, Arizona or neighboring 
state. Address “W., 2851,” care J C-K. 


SALESMAN, experienced, travel, dia- 
mond and stone rings; go-getter; ter- 
ritory open; estimator; fine appear- 
ance. Address “N., 2900,” care J C-K. 


CHAIN store executive, outstanding 
managerial ability, recognized one of 
the best; sure find for reputable, ex- 
panding enterprise; highest reference. 
Address “B., 2762,” care J C-K. 











SALESMAN, graduate engineer, 12 years’ 
jewelry sales, executive experience, de- 
sires manufactur®r’s representation or 
jobbing lines; Pacific Coast. Address 
"—D., 2871,” care J C-K. 





YOUNG man, personable, ambitious, now 
employed in a non-selling capacity with 
jewelry house, desires selling position 
with reputable organization; will 
travel. Address “F., 2767,” care J C-K. 


MASTER salesman, diamonds, watches, 
seeks position well established retail 
firm, operating only highest ethical 
standards: prime of life; reference. 
Address “D., 2764,” care J C-K. 


SALESMAN, discharged veteran, 10 
years’ retail jewelry experience; some 
jewelry and clock repairing; prefer 
New York state or vicinity. Address 
“N., 2924,” care J C-K. 


WATCHMAKER, Bowman graduate, 
salesman, 17 years’ experience; expert 
on Swiss and American; best of refer- 
ences; good working conditions. Ad- 
dress “D., 2947,” care J C-K. 














HERE’S a man for whom you’ve prob- 
ably waited a long time; credit minded 
and equipped to operate successfully 
one of your stores. Address “M., 2775,” 
care J C-K. 


WATCHMAKER, 28 years’ experience, 
desires to make change; must be per- 
manent with pleasant working condi- 
tions; please state full particulars. Ad- 
dress “N., 2776,” care J C-K. 





PENNSYLVANIA licensed optometrist, 
watchmaker, plain engraver and all 
around man, desires to make a change 
April 1st; 30 years with present em- 
ployer. Address “N., 2901,” care J C-K. 





SALESMAN, several years’ experience, 
desires position with either wholesale 
or retail organization; college educa- 
tion in marketing, merchandising, sales 
and advertising. Address “N., 2930, 
care J C-K. 





STORE manager; high above average; 
available reputable installment enter- 
prise, anywhere between Atlantic Sea- 
board and the Mississippi; highest, un- 
solicited reference. Address “L., 2774,” 
care J C-K. 





STORE manager; fully qualified, buying, 
advertising, personnel co-ordination, 
general maintenance; excellent super- 
vision credits, collections; salary con- 
sidered first year, $15,000. Address 
“©)., 2177,” care J Cm. 





YOUNG lady, showroom, sales and jewel- 
er’s bench experience; creative ability 


and excellent style sense; attractive, 
executive type; capable assuming re- 
“N., 2824," care 


-—- Address 





SALESMAN, just discharged from Army, 
carried good line in California; am in- 
terested in representing only the best 
costume jewelry house; Denver-West ; 
best accounts; references. Address “D., 
2802,” care J C-K. 





SALESMAN or manager, 20 years ex- 
perience in the wholesale and retail 
jewelry business, would prefer to travel 
with a known manufacturer or jobber’s 
line; excellent references. Address ‘‘A., 
2827,” care J C-K. 





SALESMAN, wholesale, now employed, 
desires to make change; long experi- 
ence, best references ; will consider some 
traveling; fully acquainted all lines in 
the watch, jewelry business. Address 
“E., 2873,” care J C-K. 





SUCCESSFUL retail man, of outstand- 
ing sales creating qualifications and 
excellent background, desires profit- 
able association Portland, Tacoma, 
Seattle or Spokane. Address “B., 
2797,” care J C-K. 





WATCHMAKER, 29 years’ experience, 
good and speedy; 48 years old, mar- 
ried, sober; no bad habits; Christian 
man; good tools; L & R Cleaning ma- 
chine; prefer Tennessee or Virginia. 
Write Box 115, Damascus, Va. 





BOOKKEEPER, some outside selling ex- 
perience; knowledge typing, stenog- 
raphy, French; now employed other 
line; would like to return to jewelry 

aap Address “L., 2928,” care J 








AMBITIOUS young man seeks a selling 
or merchandising position, with a 
wholesale jewelry concern, in New 
York City; knowledge of silverware, 
clocks, watches and jewelry; position 
must present opportunity for future. 
Address “F., 2768,” care J C-K. 





MAN wishes position, buyer and seller 
of jewelry and diamonds; can purchase 
goods at auction sales and from other 
sources; wishes connection with manu- 
facturer, importer or wholesaler; hon- 
est, trustworthy: references; bondable. 
Address “M., 2818,” care J C-K. 





PERFECT combination; high class execu- 


tive sales engineer and window display 
man of outstanding ability; years of 
successful experience, plus excellent 
background, qualifies this man for your 
continued rapid progress. Address “E., 
2765,” care J C-K. 


MANAGER-salesman, experienced 
cash and credit jewelry business, fy) 
knowledge in merchandising, window 
trimming, advertising, etc; oung 
married; prefer southern Californie? 
reliable references; thoroughly depen. 
able. Address “‘A., 2855,” care J C-K, 








JEWELER, engraver, 25 years’ experi. 
ence, high grade retail stores, wishes 
connection either as jewelry or sales. 
man-manager; Arizona or South Cali. 
fornia; 20 years in present job; chang- 
ing because of wife’s health; no watch 
work. Address “J., 2772,” care J C.-K, 








EXPERT watchmaker, desires position 
with reputable jeweler; past experience 
of 15 years in charge of department 
with leading jewelers; splendid refer. 
ences; salary or commission; age 37; 
Midwest or South. Address “G., 2877,” 
care J C-K. 





WATCHMAKER, very capable, desires 
to locate with high grade concern 
where fine workmanship is desired; 
almost 30 years of experience; age 43; 
born in U. S. A.; state all particulars 
including hours and salary. Address 
“~,, 2032,” care J C-K. 





WATCHMAKER, unusually accurate 
workman, age 44; 29 years of experi- 
ence on all types including chrono- 
graphs; one who times closely; born 
U.S.A.; excellent reference; state hours 
La: spur. Address “R., 2031,” care 





EXPERIENCED § salesman, for retail 
store, desires position in good store 
with opportunity to demonstrate abil- 
ity; married; no preference on loca- 
tion ; will go to any city. Address “Cir. 
cular 1426,” Room 1415, Heyworth 
Bldg., Chicago 2. 





VERY aggresive installment jewelry 
salesman, at peak of his creative abil- 
ity, seeks position with reputable re- 
tail organization, which will really ap- 
preciate acquiring and retaining a man 
of this calibre; minimum weekly con- 
sidered, $200; available soon. Address 
“R., 2786,” care J C-K. 


COMPETENT watchmaker, 15 years’ ex- 
perience in charge watch repair ie- 
partment better jewelry stores; excel- 
lent references regarding ability and 
character; Bradley training; age 37; 
salary $100 per week; prefer Tennes- 
see, Indiana or nearby state. Address 
“., 2876," care J CoK. 











STORE manager, reliable, capable, vet- 
eran; 20 years’ experience, buying, 
selling, advertising, etc.; excellent ref- 
erences; wants to make change with 
good future and possible interest in 
business. Address “K., 2937,” care J 


IMPORTERS; watchmaker, specialist 
in all kinds of casing, first class 
watch material man, with many 
years’ commercial experiences, de- 
sires executive position with pro 
gressive organization, as_ assistant 
to boss or manager. Address “Y,, 


2853,”’ care J C-K. 


WATCHMAKER, first class, manager's 
experience, 28 years of age, excellent 
appearance, sober and ambitious, lf 
years at bench, ample front experi- 
ence, interested in permanent proposl- 
tion, in a small town in Colorado; con- 
sidered speedy and very competent. 
Address “S., 2888,” care J C-K. 











MAY I help you Mr. Retail Jeweler; an 
assistant may be just what the doctor 
ordered; Christian, 20 years’ expert: 
ence; full knowledge of diamonds, 
watches, special order work, etc., where 
to buy and how to sell, trim attrac 
tive windows, manage 
Address “F., 2949,” care J C-K. 








VETERAN, age 27, married, excellent 
appearance, sales personality, some fe 
tail jewelry store experience, seé 
connection with fine store or wilt 
manufacturing or jobbing _housé; 
would be asset to concern offering 2 
portunity for advancement; references. 
Address “J., 2896,” care J C-K. 
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and general manager, thoroughly 

sgt Reh capable of assuming com- 
plete responsibility, buying, manage- 
ment, selling and advertising; excel- 
lent references for any firm ery: a 
young executive with outstanding 
qualifications; well known among the 
trade. Address “P., 2622,” care J C-K. 














SALESMAN, Ohio territory preferred ; 
naval officer on terminal leave, soon 
available; I have top notch pre-war 
sales record in another line, and am 
interested in making suitable connec- 
tion in the costume jewelry field; age 
36: neat, aggressive; good personality ; 
references; have car. Address “P., 
2904,” care J C-K. 

MANAGER, retail, 15 years of cash and 
installment experience, wishes to con- 
nect with progressive organization ; 
references of the highest calibre fur- 
nished on request; residing in New 
York City at the present time; a 
prompt reply would be to our mutual 
benefit. Address “S., 2826,” care 
J C-K. 


MANAGER-SALESMAN, 34, presently 
employed, thoroughly experienced 
all phases incidental retail jewelry 
business, merchandising, window 
and store trims, credits, etc.; desires 
change with future and possible in- 
terest in business; unquestionable 
references. Address “C., 2801,” care 


J C-K. 








+ e 
Side Lines 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











MANUFACTURER’S line, ladies’ and 
gents’ gold wedding rings; sell to 
.department stores, large retailers, 
etc.; many territories open. Address 


“S., 1309,” care J C-K. 





JEWELRY salesman, with following, 
handle side line watch materials and 
findings; 10% commission, plus bonus. 
Address “B., 2854,” care J C-K 





SALESMAN, Southeast; trademarked 
line of gold and silver; good selling 
Tox Address “C., 2868,” care 


REPRESENTATIVE for optical line 
wanted who covers Southeast, with 
good following; references desired. 


Address “O., 2836,” ‘care J C-K. 





SIDE line salesman wanted to carry side 
line of gold jewelry, in Midwest and 
any other territory; able to make a 
good salary on commission basis; we 
are a reputable firm. Address “V., 
2911,” care J C-K. 





SALESMAN wanted calling on retail 
trade, in midwest or West Coast, to 
carry side line of lady’s fine platinum 
and diamond single stone and wedding 
rings, semi-mounted; excellent oppor- 
tunity. Address “C., 2944,” care J C-K. 





SALESMAN wanted to represent a manu- 
facturer’s line of ladies’ handmade 
birthstone ring assortment; exclusively 
for jobbers; all territories available; 
give full particulars in first letter; all 
replies confidential. Address “S., 2701,” 
care J C-K. 





MANUFACTURER wants experienced 
salesman to call on retail stores, with 
ladies’ and gents’ 10 and 14K stone 
rings, with delivery on commission 
basis; man with car and established 
trade for Chicago, and another man 
for Pacific Coast: give all details and 
references. Address “D., 2643,” care 








Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





MANUFACTURERS’ representative in 
Chicago wants manufacturer’s line of 
compacts, rings, or jewelry made ex- 
clusively for wholesalers. Address 
“Circular 1433,” Room 1415, Heyworth 
Bldg., Chicago 2 





SALESMAN, experienced watches, rings 
and jewelry, desires line for better 
jewelry and department stores, in 
Greater New York and vicinity. Ad- 
dress “A., 2641,” care J C-K. 





SALESMAN, 20 years’ experience selling 
to the jewelry jobbers in the Middle 
West and South, would like a mount- 
ing line, or gold jewelry items. Ad- 
dress “C., 2763,” care J C-K. 





WATCH SALESMAN, Pacific Coast ter- 
ritory over 20 years, desires good line 
of watches in 14K and gold filled; 
commission basis. Address “E., 1449,” 
care J C-K. 





PACIFIC Coast salesman desires manu- 
facturer’s line of jewelry, gents’ mount- 
ings, rings, ete.; extensive following 
among jewelers. Address “P., 2780,” 
care J C-K. 





HIGH calibre man seeks West Coast 
representation; prominent watch or 
diamond line, which will assure sub- 
stantial income; unquestionable refer- 
ence. Address “K., 2773,” care J C-K. 





WANTED, men to carry as side line a 
popular priced general line of whole- 
sale jewelry; commission basis; all 
territories open. Earl Wilson, 424 
Madison Ave., New York 17, N. Y. 


PACIFIC COAST ring salesman desires 
stone ring line, 10 and 14K, ladies’ 
and gents’; have sold in territory over 
20 years; commission basis. Address 
“G., 1450,” care J C-K. 





PEARL necklace house desires salesmen 
calling on retailers, to carry line bet- 
ter simulated pearls, also costume 
jewelry ; commission basis; state terri- 
hie! covered. Address “B., 2791,” care 


SALESMEN, fast selling side line; al- 
ready have established trade; most 
territories open; only those with good 
following among the better jewelry 
and department stores need apply; 
state territory now covering. Address 
A., 2781,” care J C-K. 








SALESMEN, nationally advertised line 
metal frame sunglasses; must have 
following with better. trade; state ter- 
ritory covered and lines carried; con- 
Fanaa. Address “R., 2839,” care 


_—_.. 








JEWELRY manufacturer’s represen- 
tative seeking gold, gold filled or 
watch line for representation to the 
wholesale jeweler, in New York City. 
Address “H., 2674,” care J C-K. 





PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and specialties; best of 
wx ages Address “C., 1448,” care 





OPEN for quality merchandise only; 
cover Washington, Idaho, Montana, 
Oregon, North Utah, thoroughly by 
car; traveling constantly; well estab- 
lished. Ben Nason, 519 White Bldg., 
Seattle 1, Wash. 


REPRESENTATIVE covering New York 
City, Philadelphia, Baltimore, Washing- 
ton and Pennsylvania, with manufac- 
turer’s exclusive gold jewelry, would 
be interested in a non-conflicting line. 
Address “A., 2409,” care J C-K. 


MANUFACTURERS’ __representatire, 
well established in Ohio, wants 
manufacturer’s line for jewelry and 
department stores; travels by car; 
large following; references. Ad- 
dress “N., 2819,” care J C-K. 











PACIFIC Coast representative for east- 
ern manufacturers, open for additiona) 
jewelry, novelty and kindred lines; 
sold trade in territory for past 20 
years. Chas. Grellmann, Mutual Bldg., 
Room 814, San Francisco, Calif. 


DO YOU need sales representation 
from New Orleans and Memphis to 
El Paso; I seek quality line, re- 
stricted to best stores; coverage, 
about four times yearly; East in 
February; commission. Box 5645, 
Terminal Annex, Dallas, Texas. 








PACIFIC Coast manufacturer’s repre- 
sentatives want line of fine costume 
jewelry for marketing on West 
Coast; would consider exclusive 
representation. Harold’s Distribu- 
ba Flood Bldg., San Francisco 2, 

alif, 


SALESMAN, Greater St. Louis area, 
wants factory lines for jobbers and 
wholesalers; commission only; has Car; 
showroom in March; wants rings, 
bracelets, watches, costume jewelry, 
etc. Albert Levin, 4954 W. Pine, St. 
Louis 8, Mo. 








JOBBER of costume jewelry, in New 
England, would like to contact and 
represent house that carries a com- 
plete gift line; have ample office space 
and showroom to give proper repre- 
sentation. Irving Nash, 333 Washing- 
ton St., Boston, Mass. Room 648, 





CANADIAN representation wanted for 
staple lines of jewelry and novelties, 
for jewelry and gift stores; good op- 
portunity for manufacturers interested 
in opening up new territory for a steady 
volume of business; highest references 
— Address “P.S., 2785,” care 





MANUFACTURER’S opportunity; well 
known, live wire, experienced sales or- 
ganization, with New York showroom, 
traveling entire U.S.A., with A-1 jobber 
following, is open for an additional cos- 
tume jewelry or metal compact line; 
bonafide manufacturers only; commis- 
re Bae Address “P., 1324,” care 





SALESMAN, looking for manufacturer 
or jobber of an outstanding sterling 
silver costume jewelry, or solid 10-14 
karat gold line with chockers and 
bracelets; also sterling silver cigarette 
cases, compacts and baby sets; estab- 
lished following among high class re- 
tail jewelers’ and department stores; 
traveling by car in the States of 
Metropolitan New York, New Jersey, 
Pennsylvania, Maryland, Washington, 
D. C., West Virginia, Ohio and Ken- 
tucky. Address “A., 2790,” care J C-K. 





CANADA calling United States manu- 
facturers; Canadian importers’ or- 
ganization, established many years, 
catering to jewelry, gift, department 
stores, jobbers and electrical trade, 
interested to receive offers as exclu- 
sive distributors; advertising will be 
done at our own expense; excellent 
financial references and bank guar- 
antees will be effected; reply with 
full details American Watch Com- 
pany of Canada, 1470 Peel St., 
Montreal, Canada. 





(Continued on page 360) 
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Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








— 


FIRST class watchmaker; send full par- 
ticulars and references. Geo. W. Key- 
worth, 206 E. Pine St., Lakeland, Fla. 


WANTED, steel engraver, first class 
mechanic, experienced on better jewel- 
ry. Address “H., 2770,” care J C-K. 


WATCHMAKER, salary and percentage; 
a 58 year old establishment, in one of 
the leading cities in Iowa. Address 
“J., 2879," care J C-K. 


WANTED, first class watchmaker; com- 
mission or salary. A. R. Brandenburg, 
Independence, Iowa. 


EXPERIENCED watchmaker wanted ; 
permanent position. Blum's Jewelers, 
128 State St., Madison 3, Wis. 

















SALESMAN, postwar future» good sal- 
ary and pleasant surroundings. Rost 
Jewelry Company, Indianapolis, Ind. 





WATCHMAKER, experienced and capa- 
ble of holding state license. Rost 
Jewelry Co., Indianapolis, Ind. 


EXPERIENCED jeweler desiring perma- 
nent situation, with good pay. Morris 
Kaysen Co., 740 Sansom St., Philadel- 
phia 6, Pa. 








WANTED jeweler and diamond setter; 
good proposition for good mechanic. 
— = 10 Pine Ave., Long Beach 3, 
Calif. 


WATCHMAKER wanted to take com- 
plete charge of watch repair depart- 
ment; must be A-1 mechanic; excellent 
salary to right man. Pitt’s Jewelers, 
Tucson, Arizoua. 


WATCHMAKER wanted, A-1 mechanic, 





steady position, pleasant surroundings, 


fine working facilities; good salary; 
call or write. S. Sarafian, 183 Dyck- 
man St., New York City. Lo 7-8940. 


EXPERIENCED salesman, credit retail 
jewelry and gift store, near New York; 
unusual opportunity; write full par- 
ticulars and salary first letter. Address 
“A., 2941,”" care J C-K. 








JEWELER, top notcher on special order 
work, on platinum and gold; $2 per 
hour; pleasant place to work and a 
wonderful opportunity. Address “B., 
2796,” care J C-K,. 


DISPLAY man for windows and interior; 
must be creative, original and effec- 
tive; progressive southern chain; write 
for interview. Address “H., 2861,” 
care J C-K. 


WANTED, two good watchmakers by old 
established firm, in healthful climate; 
good salary and ideal working condi- 
tions; prefer one stone setter. May 
Brothers’ Jewelry, Clovis, N. M. 


WATCH material clerk, experienced 
Swiss material; good opportunity, good 
salary for right person. Ollendorff 
Watch Co., Inc., 20 W. 47th St., New 
York City. 


JEWELERS, two, on special order work; 
fine opportunity: good wages and 
transportation paid: state exactly what 
can do. Address “V., 2793,” care 

















WATCHMAKER, who wants to start in 
business fur himself, by doing high 
grade trade work at home. Address 
“H., 2589," care J C-K. 


WATCHMAKER, fine opening, perma- 
nent position, in the heart of Florida 
citrus section. Frank Angle, Haines 
City, Fla. 


WATCHMAKER, first class; excellent 
working conditions; salary $85 to 
$100; write giving references. Grun- 
berger, Inc., Stamford, Conn. 











SALESMAN, experienced, to carry fine 
line of sunglasses; good opportunity. 
Burton Optical Co., 932 F St., N.W., 
Washington 4, D. C. 


WANTED, jewelry buyer, experienced 
chain stores; permanent position; ad- 
vise experience, salary desired. Address 
“B., 2943,” care J C-K. 


WATCHMAKER and caser wanted; 
steady position; chance for advance- 
ment. Kingston Watch Co., 48 W. 48th 
St., New York City. 


SALESMAN, experienced, to sell com- 
plete line of diamond rings; commis- 
sion basis; give references first letter. 
Address “K., 2921,” care J C-K. 


WATCHMAKER wanted; live in beauti- 
ful Oregon city of 15,000 and prosper- 
ous; ideal conditions; old established 
firm. Address “E., 29484 care J C-K. 


SALESMAN wanted to call on jobbers; 
gold line gents’ stone rings and gents’ 
mountings, for eastern territory. Ad- 
dress “D., 2830,” care J C-K. 


JEWELRY repairman and stone setter 
in old established store; large, well 
equipped shop: reference required. Ad- 
dress “P., 2885,” care J C-K. 


WATCHMAKER, first class, permanent 
position; good working conditions in 
Central Florida: salary or 60-40 basis. 
Address “K., 2881,” care J C-K. 























JEWELER and setter combined, one who 
can take charge of a small shop; an 
excellent position for a man _ with 
ability, and a fine future. Address ‘‘Z., 
2795,” care J C-K. 


LARGE, old established ring manufac- 
turer desires services young man expe- 
rienced in assorting and picking dia- 
monds; state full details and salary. 
Address “K., 2915,” care J C-K. 


COSTUME jewelry salesman to sell 
brand new, fast selling side line to 
retailers; 10% commission; all terri- 
tories open. Write fully to “S., 2906,” 
-care J C-K, 


JEWELER and engraver, general job- 
bing and light manufacturing; high 
salary; permanent position to cap- 
- man. J. M. Clawson, Pottsville, 

a. 


SALESMAN wanted to take on new cos- 
tume jewelry side line to wholesale 
trade: 5% commission; write in detail 
giving references; territory desired. 
Address “R., 2905,” care J C-K. 


SALESMAN, experienced credit 
jewelry: excellent opportunity for 
man with initiative; looking to bet- 
ter himself: give full details. Ad- 
dress “B., 2828,” care J C-K. 


POPULAR priced jewelry line, backed 
up by national publicity, has open ter- 
ritories for progressive salesmen. Con- 
tact, Morris A. Elliott Co.. 1640 Gor- 
such Ave., Baltimore 18, Md. 


FIRST class watchmaker, retail estab- 
lishment, Kingston, N. Y.; permanent 
position; state experience and salary 
desired: ideal working conditions. Ad- 
dress “D., 2857,” care J C-K. 


























JEWELER on repair work and small 
manufacturing; prefer middle aged 
man; good pav with a wonderful op- 
pares. Address “N., 2794,” care 





WANTED, watchmaker, one who is capa- 
ble of selling; might even consider a 
partnership; in Mid-western town of 
shen 10,000. Address “L., 2882,’ care 

-K. 


EXCEPTIONAL position for good man 
who is interested in a good paying 
proposition for the present and an as- 
aie future. Address “‘T., 2891,” care 








SALESMAN, diamonds and jewelry; per- 
manent position; salary open; good 
future for right man; complete details 
in first letter; Sacramento, California. 
Address “H., 2807,” care J C-K. 


FIRST class watchmaker; permanent 
position in well established store; ex- 
cellent opportunity for the right man. 
Peacock’s Jewelers, 116 E. Douglas, 
Wichita, Kan. 





SALESMAN ; experienced, costume jewei- 
ry and pearls, with following ; good op. 
portunity for right man; any territo 
open; commission basis; state in first 
letter all details. Address “A., 2996" 
care J C-K. : 


ee 

SALESMAN, to cover Michigan ana 

Ohio with excellent line; establisheq 

accounts; guarantee against commis- 

sion; make headquarters in Detroit, 

Crofts, 1242 Michigan Bldg., Detroit, 
Mich. 


| 

WATCHMAKER, permanent; salary $385 
to $100; experienced on all kinds of 
watches; good opportunity; state ex- 
perience and full particulars in first 
letter, Address “L., 2817,” care J C-K, 


WATCHMAKER, experienced and ex. 
pert; high salary; ideal working 
conditions; good opportunity for 
one looking for permanent position, 
J. M. Clawson, Pottsville, Pa. 


COSTUME jewelry side line salesman 
wanted; fast selling popular numbers; 
retailing $1 to $3 for department, 
chain and jewelry trade. Address “N. 
2695,” care J C-K, : 


LARGE old established ring manufac- 
turer desires services young lady ex- 
perienced in assorting and _ picking 
diamonds: state full details and salary. 
Address “T., 2702,” care J C-K, 


DISPENSING optician for modern store, 
in Rochester, N. Y.; give full particu- 
lars and salary expected in first letter; 
re Address “C., 2711," care 























WANTED,;; first class watchmaker; 

permanent position; railroad watch 
three large railroads 
Address “L,, 


inspector for 
in North. Carolina. 
-2657,” care J C-K. 


WATCHIMAKERS; trade shop in New 
York will give work out to first class 
watchmakers, no others: write for 
—" Address “N., 1179,” care 


WANTED, jewelers, polishers, setters; 
ideal working conditions; air condi- 
tioned; good pay; steady work. Apply 
J. R. Wood & Sons, Inc., 216 E. 45th 

Street, 7th Floor, New York City. 











WANTED, first class jewelry repairman 
and stone setter, also first class jewel- 
ry engraver; excellent opportunities for 
— men. Address ‘“A., 2533,” care 





WANTED, watchmakers and combina- 
tion men in well equipped air conidi- 
tioned jewelry store; can make as 
much as you want to. Carter Jewelry 
Co., Leesville, La. 


WATCHMAKER, dependable and capa- 
ble: excellent opportunity: pleasant 
working — Bp ge : 
age, qualifications and salary expect 
Address “J., 4321," care J C-K. 


WATCHMAKER for Weat Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040,” care Jewelers’ Cir- 
onlar-Kevatone. 











WATCHMAKER, permanent position for 
A-1, experienced in high e Ameri- 
can and Swiss watches, with old estab- 
lished firm in the South at once. Apply 
te Box “M.. 4889." care J C-K. 

WANTEwW, watchmaker for permanent 
position; ideal climate, fishing and 
hunting, educational advantages for 
the family; University town; good sal- 
ary. Frank Borg. Missoula, Mont 











JEWELERS, engravers, setters, jobbing, 
special order, fraternity, permanent 40 
hour week and overtime; large mod- 
ern shop. Midwest Jewelry Company. 
Oklahoma City. Oklahoma. 


WANTED;; first class watchmaker cap 
able of taking charge of repair de 
partment with old established firm; 


good salary and commission. Ad 
dress “R., 2607,” care J C-K. 
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WATCHMAKER, of top ability; high 
class retail store; no limit to salary 
for capable man who gets results; 
permanent and pleasant position. 
Address “5. 2611,” care J C-K, 

WANTED, Unree experienced watch- 
makers, one who can take care of 
store, also one cluckmaker; weekly sal- 
ary or piece work; high grade work 
at goud prices, Frank Laine, 667 Han- 
cock St., Quincy, Mass. 

WATCHMAKER, or combination watch- 
maker and jeweler, or light engraving ; 
steady position; excellent opportunity 
for good wages. Write me svun, Carl 
W. Kose, 826 Calhoun St., Fort Wayne, 
Ind. 

WATCHMAKER; permanent; top 
working conditions, above average 
postwar possibilities; old estab- 
lished firm; salary or 40 hours, 
plus time and a half; very desirable. 
Hughes & Son. Inc., Lima, Ohio. 

WANTED, watchmaker anu ehgraver, 
$76 week guaranteed and all overtime 
you want to muke; plenty of 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 

WATCHMAKEK wanted, capable of 
taking complete charge of repair 
department; will pay $85 to $100 
per week; give references in first 
letter. Neiman’s Jewelers, Charlotte, 

















WATCHMAKER or combination watch- 
maker and light jewelry repairing, 
good steady position; salary $80 a 
week; Fort Wayne, Ind.; you wiil be 
pleased to locate with us. Address “P., 
1931," care J C-K. 

WANTED jeweler, special order work 
and repair man, also letter engraver ; 
excellent pay .with pleasant working 
conditions and steady job. Address 
Star Jewelry Co., 600 Southern Stand- 
ard Bidg.. Houston 8, Tex. 

WANTED, experienced watchmaker, also 
second watchmaker; permanent posi- 
tions, good pay, ideal working condi- 
tions; give full particulars and refer- 
ences. Billmeier Jeweler, 112  S. 
Jefferson Ave., Saginaw, Mich. 

WANTED, first class jeweler, one able to 
do engraving, some diamond setting; 
good salary; steady position; congenial 
surroundings; pleasant working facili- 
ties. Apply or write, S. Sarafian, 183 
Dyckman St., New York City. 


WATCHMAKER wanted in long estab- 
lished jewelry store; share in profits 
of your Work; $85 week guaran- 
teed; first class references required; 
send photo with application. C. 
Schomburg & Son, Columbus, Ga. 

WATCHMAKER, capable of taking com- 
plete charge of store; good salary; 
wonderful opportunity to acquire in- 
terest in the firm; write for further 
a. Jones & Whetsell, Elkins, 

. Va. 























HAVE openings for two good watchmak- 
ers and one clockmaker; all three are 
good paying positions and provide an 
opportunity to become interested in 
the business. Write “T., 2909,” care 
J C-K. 

WATCHMAKERS, eight; three jewelers, 
one engraver, as instructor in Veter- 
ans training, starting at once; top 
wages; full or part time; state quali- 
fications. K. C. School of Watchmak- 
ing, 113 E. 31st, Kansas City, Mo. 

JOBBERS attention; manufacturer has 
tip-top solid gold line of bracelets, 
necklaces, watch cases and attach- 
ments for jobbers calling upon better 
jewelry stores. Simon Sobie, 665 5th 
Ave.. New York. Plaza 9-5937. 

TWO watchmakers, permanent, for 
Middle West; $100 a week; good 
opportunities; able to repair all 
makes and sizes of watches; state 
full particulars in first: letter. Ad- 
dress “K., 2816,” care J C-K. 











WATCHMAKER who takes pride in 
doing good work, fair to customer 
as well as employer, is wanted; sal- 
ary according to ability and experi- 
ence. Address R. E. Brigham, 
Oneonta, N. Y. 

WANTED first class watchmaker, $75 
per week; nice working conditions; 
permanent position; old established 
store; good hours; will guarantee 
house to live in. C. F, Lauterbach’s 
Sons, Petersburg, Va. 








DIAMOND SETTER wanted immedi- 


ately; high grade diamond setter 
for platinum only; permanent posi- 
tion; transportation paid; _refer- 
ences required. Edward E. Petri 
Co., Indianapolis, Ind. 





WATCHMAKER, must be A-l me- 
chanic understanding close rating 
of railroad work; permanent, year 
round position, with old established 
firm; $75 week; ideal working con- 
ditions. John K. Shacklett, New 
Smyrna Beach, Fla. 





PRODUCTION man wanted, one who 


is able to install and set running a 
modern workshop for the produc- 
tion of silver compacts and cigar- 
ette cases; only highly experienced 
men need apply. Address “E., 2859,” 
care J C-K. 





SALESMEN wanted, experienced, live 


wires for Northeastern and Southern 
states, to represent wholesale distribu- 
tors of gold filled, solid gold and cos- 
. tume jewelry lines; commission basis; 
ret full details to “K., 2897,” care 





GOLD pin maker; large southern con- 


cern; excellent opportunity for ad- 
vancement and a lifetime job; sub- 
mit complete file; strictly confiden- 
tial; salary open. Nation Wide E- 
ployment Service, 1215 First Na- 
tional Bank Bldg., Atlanta, Ga. 





TRAVELING salesman wanted to cover 


Ohio, Central States, Texas and the 
Southwest, selling diamond rings and 
other diamond mounted articles, rea- 
sonably priced; excellent money maker, 
on commission ‘basis. Address “P., 
2925,” J C-K. 





SALESMAN; we have an opening in 


Milwaukee, Wis., for a man familiar 
with all phases of the better type of 
retail credit store operations; state 
qualifications, background, salary, etc®, 
; ex letter. Address “‘N., 2815,” care 





SALESMAN wanted for states of Okla- 


homa, Kansas, Texas, Missouri and 
Arkansas, for line of diarnond mounted 
goods and general line: one who has 
made this territory preferred; a good 
proposition for the right man. Address 
“L., 2812," care J C-K. 





MANAGER, office large manufacturing 


jewelers; excellent opportunity for ex- 
perienced, efficient man, thoroughly 
capable to handle detail and staff; 
must be highly recommended; state 
full particulars in first letter. Address 
“K., 2809,” care J C-K. 





WANTED, retail salesman with thorough 


knowledge of diamonds and watches; 
must have all qualifications for top 
man; liberal salary, with opportunities 
for fast advancement. Communicate 
with, Mr. G. Felstein, c/o ‘Hillman’s, 
612 Wabash Ave., Terre Haute, Ind. 





REPAIRMAN; experienced man _ for 


watch repair desk, in well known New 
York specialty shop; must be capable 
of giving estimates, etc., for repairs on 
all types of high grade watches and 
clocks; five day week: permanent. Ad- 
dress “S.. 2787,’ care J C-K. 








WATCHMAKER wanted; permanent 


position, best of working conditions; 
air conditioned shop; salary starts 
at $100 per week; you may wire 
or call at our expense for further 
particulars. Hillman’s, 612 Wabash 
Ave., Terre Haute, Ind. 


WANTED instructor to teach jewelry 
repair, stone setting and engraving, 
capable of outlining course; se 
sample of engraving and references; 
salary $60 per week. Cranford Col- 
lege of Watchmaking, 211 N. Alamo 
St., San Antonio, Texas. 


EXPERIENCED jeweler and diamond 
setter for one of New Orleans’ larg- 
est jewelry stores; excellent hours, 
pleasant working conditions, perma- 
nent position; salary $125 per 
week; references required. Address 
“M., 2929,” care J C-K. 


WANTED young watchmaker, returned 
service man preferred; front man in 
large, old established store in Svuth; 
take in and deliver work; must have 
education and appearance to meet bet- 
ter class trade; permanent guaranteed 
future; excellent starting salary. Ad- 
dress “J., 1455," care J C-K. 


SALESMAN wanted to carry manufac- 
turer’s line of high grade ladies’ stone 
rings, men’s signets and baby rings, 
also mountings in 10K gold to jobbing 
trade; for New York and surrounding 
territories; excellent opportunity for 
right man; contact us immediately. 
Address “C., 2856,” care J C-K. 


DIAMOND jewelry and bunch ring 
wholesalers need competent office 
help to replace married women 
whose husbands are returning from 
service; state qualifications and ex- 
perience. Address, M. Levy Jewelry 
a 20 W. 47th St., New York 

ity. 


OPPORTUNITY for an ambitious young 
man, with jewelry background, to join 
a fast growing chain organization lo- 
cated in New York state; must show 
initiative and be able, with capable 
training, to fit himself into a respon- 
sible position within a short time. 
Address “W., 2912,” care J C-K. 


MANAGER wanted; manager to take 
complete charge; must have full knowl- 
edge of merchandising, thorough knowl- 
edge how to run a fine cash and credit 
jewelry store; can buy in a substantial 
interest to secure a good future; re- 
plies strictly confidential. Address “P., 
2931,” care J C-K. 

WANTED, buyer and manager, thor- 
oughly experienced watch and jewelry 
line; capable assuming full responsi- 
bility. buying, selling, management and 
advertising; excellent opportunity for 
right party: first class references re- 
quired: send photo with application. 
Address “C., 1241.” care J C-K. 


JEWELER: production manager for ¢s- 
tablished New York firm, must have 
experience in manufacturing styled 
jewelry in bracelets, brooches and ear- 
rings; tooled and casted; fine oppor- 
tunity for suitable person; staté fully 
experience and references. Address “G., 
1K1R.” care J C-K. 


WATCHMAKER, permanent position; 
salary $85 to $100 according to ability: 
hours 9 to 5.30 P.M. daily, except 
Fridays, 9 A.M. to 9 P.M.: ideal work- 
ing conditions: air conditioned store; 
apartment available; expenses paid for 
interview. Herbert’s Jewelers, 7th Ave 
and &&th St.. Kenosha, Wis. 


WE HAVE the following openings iv 
our store; watchmaker, jewelers an¢ 
engravers, opticians and front mani 
this is in a town with a population 
of about 20,000, not an industrial 
town, with a firm founded in 1875. 
Keller & George, Charlottesville, 
Va. 

TWO salesmen wanted, now calling on 
the retail trade with non-competitive 
lines, to carry complete line of ladies’ 
and men’s 10K and 14K gold rings, 
in Middle West and New England 
states; advise lines now carried and 
territory covered: commission basis; 
good references required. Address “R., 
2886,” care J C-K. ; 
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WATCHMAKER wanted; first class; 
home owned store; would like man 
capable assuming responsibility in re- 
pair department and eventually manag- 
ing same; diamond setter and engraver 
preferred, but not necessary, if a good 
workman; state starting salary ex- 
pected. Kirkman’s Jewelry Store, 
Anderson, Ind. 


WANTED, watchmaker capable of doing 
railroad work; must have own tools 
and able to furnish good references; 
have positions open in Flagstaff, Wil- 
liams, and Wickenburg, Arizona; $75 
per week; this job is permanent with 
plenty of opportunity for advancement. 
Townsend Jewelry Co., Flagstaff, Ari- 
zona, 








WANTED, experienced jewelry salesman 
thoroughly experienced in every phase 
of credit jewelry business, sales crea- 
tive, merchandiser, advertiser and 
executive ability; position with North 
Carolina organization operating several 
stores; permanent for right party; 
write full particulars in first letter. 
Address “H., 2717,” care J C-K. 


ASSISTANT manager-salesman for 
store for East Alabama town, ap- 
proximately 50,000 people; good 
salary with excellent opportunity 
for advancement with growing 
chain; all replies will be kept strictly 
confidential. Address, Goldstein 
Bros., 108 N. 19th St., Birmingham, 








WATCHMAKER, for old established jew- 
elry store in Indiana; lower cost living 
conditions; furnished apartment, if 
necessary; starting salary, $85 per 
week; two weeks’ paid vacation after 
the first year, added salary possible 
after increased service; only persons 
with at least 10 years’ experience need 
apply. Address “V., 2892,” care J C-K. 





WANTED: jewelry buyer who knows 
primary sources and who is familiar 
with the operation of jewelry depart- 
ments in installment furniture and 
clothing stores; state full details first 
letter; it is our plan to open two new 
departments immediately; stores lo- 
cated in Pennsylvania and New York. 
Address “G., 2952,” care J C-K. 


SALESMEN wanted for high grade cos- 
tume jewelry line for New York City 
and surrounding; also for New Eng- 
land, Michigan, Indiana, Ohio, Illinois, 
etc.; line well known in the above 
territory; liberal commission basis; 
state full particulars first letter; all 
replies confidential. Address “F., 2804,” 
care J C-K. 








MANAGER-buyer; man capable, aggres- 
sive and thoroughly experienced in 
silver, precious jewelry, diamonds and 


watches, for well established, high 
grade, independent Virginia store; per- 
mament job; unusual opportunity; 
good salary for man who can qualify; 
give references with first letter; man 
40 to 45 preferred. S. H. Heironimus 
Co., Box 1580, Roanoke 7, Va. 





TWO watchmakers wanted, competent; 
store situated 10 minutes from Los 
Angeles; $100 per six-day week, eight 
hour day; steady positions; good 
chance for advancement; pleasant all 
year round climate and working con- 
ditions; plenty material in _ stock. 
Julian’s Credit Jewelers, 6330 Pacific 
Bivd., Huntington Park, Calif. Ph. 
Lafayette 8075. 





WATCHMAKERS, we are located in the 
health spot of Texas and we think you 
will like it here; our position offers 
good salary, pleasant working condi- 
tions and permanency; our require- 
ments are capability, honesty and so- 
briety; we established in 1875; if in- 
terested write us for further informa- 
tion. H. Krezdern & Son, Seguin, 
Texas. 


POLISHER foreman, to take charge of 


polishing department of about 25 men, 
for costume jewelry manufacturer ; 
work on copper, brass and nickel sil- 
ver; quality and quantity work re- 
quired; splendid opportunity for man 
who understands work from A to Z; 
state experience and references; strict- 
ly confidential. Address “O., 2902,” 
care J C-K. 





TRAVELING supervisor to assume com- 


plete responsibility and develop jewel- 
ry departments; six units operating 
now in southern states and desires 
further expansion; requires good per- 
sonality, ability to train personnel, 
displays, promotions and advertising ; 
good firm; excellent future; salary 
and commission. Address “F., 2860,’ 
care J C-K. 





REPRESENTATIVE with a following 


in the Middle West, is wanted by 
manufacturers of an important di- 
versified line, such as platinum dia- 
mond ring sets, diamond _ ring 
mountings, diamond wedding rings, 
diamond watches, diamond attach- 
ments, ete.; most goods for delivery; 
good opportunity for the right man. 
Address “F.,.2833,”’ care J C-K. 





SALESMEN, modern well styled, me- 
dium price, 14K gold line of brace- 
lets, brooches and earrings, terri- 
tories open to men with retail and 
department store following who 
have had success in this field and 
who can prove it; in applying please 
furnish full details as to experience; 
communications held confidential. 
Address “H., 2874,” care J C-K. 





MANUFACTURERS of an extensive 
and beautifully designed line of 
platinum diamond mounted ring 
sets, diamond mountings, unusual 
diamond watches, diamond attach- 
ments, desires traveling representa- 
tive with a good following on the 
West Coast; a real chance for a 
a Address “G., 2832,” care 


. 


SALESMEN, watcu materials, for olq es- 


tablished aggressive Pacific Northwest 
material house; salary and commis. 
sions, based on sales, plus traveling 
expenses; excellent opportunity in this 
expanding trade territory for aggres. 
sive man with previous material sales 
experience; write giving  referen 

previous connections and salary. Ber. 
nard Italie, Inc., Box 710, Portland 7 
Oregon. : 


ESTABLISHED importer of watches, ang 
manufacturer of popular priced golq 
filled and gold lockets, crosses, chains 
bracelets, costume jewelry and other 
gold filled jewelry items, is seeking 
several additional salesmen to call on 
retailers on a commission basis; con- 
cern is now reconverting, but has many 
new items already in production; line 
is exceptionally outstanding. Address 
“N., 2723,” care J C-K., 








SALESMEN, watch materials, for 
established material house; sa 
and commission based on sales, plus 
traveling expenses; excellent oppor. 
tunity for aggressive man with pre- 
vious material sales experience; 
write in first letter, giving refer. 
ences, present or previous connec- 
tions and about what salary ex. 
pected. Martin Gluck & Son, Clark 
Bldg., Pittsburgh, Pa. 


WATCHMAKER wanted, to go in busi- 
ness for himself, in Michigan jewelry 
store, nine years old; experienced, 
steady worker can earn $5,000 a year 
easily; no rent; only requirement to 
adjust and repair new watches sold 
by store; not more than average of 
six of these jobs weekly; only a man 
with good references will be con- 
sidered; write full details. Hart 
Credit Jewelers, 208 Center Ave., Bay 
City, Mich. 








WATCH repair estimator and manager 
wanted; one who can take full charge 
of shop and handle taking in and de- 
livering, in department, with two as- 
sistants; must also be responsible for 
operation of the shop, proper and super- 
vise all purchases and so forth; must 
have man of pleasing personality and 
even temperament; one of the nation’s 
most healthful cities; good place to 
make your home; position with a real 
future with one of America’s leading 
— Arthur A. Everts Co., Dallas, 

‘ex. 





SALESMAN to call on jobbing trade with 


established manufacturer’s line, popu- 
lar priced ladies’ and gent’s, gold rings, 
genuine synthetic and glass, as well as 
ladies’ mountings and wedding bands 
to match; territory open, South, Mid- 
west and West Coast: applv only if 
experienced and with following; com- 
mission basis; real earnings assured. 
Address “H., 2956,” care J C-K. 





WANTED: first class watchmaker, en- 


graver and jewelry repairman for a 
fine jewelry store; if you are either 
one or a combination man, please con- 
tact us at once and give particulars in 
letter; salary no object; expenses paid 


to investigate this position; this is a ~ 


permanent position; all replies strictly 
confidential. Orwant Jewelers. 315 
Third St., Wausau, Wis. 





SALESMEN for 


high grade sterling 
silver costume jewelry line; resident 
men in territory preferred, with car; 
experienced men only with following 
retail jewelers, department stores, spe- 
cialty shops, etc.; generous commis- 
sion basis; prominent house; give full 
details, territory covered, etc.; no ob- 
jection to non-conflicting lines. Ad- 
dress “E., 2803,” care J C-K. 








SALESMAN for an established manu- 


facturer’s line of exquisite, well 
priced, sterling jewelry, to call on 
better jewelers and department 
stores; territory open, Eastern 
states, Middle West and Far West; 
apply only if you have experience 
and a following with the jewelry 
trade; commission basis, real earn- 
ings assured. Address “L., 2922,” 
care J C-K. 


WE have an opening for an experienced 
jeweler who is familiar with all phases 
of the manufacturing of costume jewel- 
ry, watch cases, and related items; the 
man we seek must have. executive 
ability ; he must be thoroughly familiar 
with all manufacturing details and 
capable of organizing and handling 
this department for a large manufac- 
turer; please give detailed information 
in first letter regarding previous ex- 
perience, salary expected, and when 
= Address “G., 2769,” care 





BUYER and manager for silver depart- 
ment of large retail jewelry house; 
must have good knowledge of Amer- 
ican silver and markets, and ex- 
perience in merchandising same} 
will have full responsibility for de 
partment; salary commensurate 
with what aplicant can offer and 
produce; apply at once by letter 
with full particulars and informa- 
tion. The Cowell & Hubbard Co. 
Cleveland 15, Ohio. 








TWO established territories now open 
for men to carry a nationally ad- 
vertised line of ladies’ and men’s 
wedding ring sets, men’s and ladies’ 
stone rings, also platinum and 
diamond mountings and wedding 
rings, in states of Montana, Idaho, 
Wyoming, Utah and Colorado and 
also state of Texas territory; only 
side line or full line men established 
in these territories, to travel on com- 
mission, need apply. Address “Cir- 
cular 1434,” Room 1415, Hey- 
worth Bldg., Chicago 2. 
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" BIELP WANTED—Continued 


RETAIL jewelry salesman; we are in- 
terested in obtaining the services of 
a high grade experienced jewelry 
salesman; this is an excellent op- 
portunity for a man who is aggres- 
ive and has ability to work in a 
large store, that has been established 
over 59 years; earn top salary, with 
best working conditions; no night 
work; our store hours are 9 to 5.15 
daily, including Saturday; give com- 
plete information in_ first letter. 
Rost Jewelry Co., 25 N. Illinois St., 
Indianapolis 4, Ind. 














DIAMOND salesman, southern states, 
established territory; old established 
firm has opening for energetic man 
capable of producing volume busi- 
ness with mounted diamond line of 
delivery merchandise; this is an 
established territory with active ac- 
counts; to travel Texas, Louisiana, 
Oklahoma, Kansas, Arkansas, Mis- 
sissippi, Alabama, Tennessee and 
Georgia; prefer man who has fol- 
lowing among retail jewelers in this 
territory, to carry only this line; 
10% commission paid; drawing ac- 
count given; all replies will be con- 
fidential. Mack M. Burnstine, 220 
W. Fifth St., Los Angeles 13, Calif. 


WANTED, an experienced watch buyer 
for the retail jewelry trade to take 
over the management, buying and 
selling of a very large and well 
established department in nationally 
known retail jewelry establishment, 
located in one of the largest cities 
in the Middle Northwest; we seek a 
man well groomed, nice appearing, 
clean character, habits, one with 
complete confidence in handling the 
retail customer and _ thoroughly 
equipped through experience with 
all the ‘finer Switzerland watches of 
the hightr grades, as well as the 
Ameri¢an watches, about to come 
back on'the market; excellent com- 
pensation and other gratuities based 
upon experience and other qualifi- 
on Address “C., 2829,” care 


WANTED, experienced man, to fill post 
of assistant general manager with old 
established Southern jewelry house, 
operating 12 stores as well as whole- 
sale business; we want a man who is 
capable of earning good money as 
shown by his past record; a man who 
has proof of his productivity and who 
is preferably at present occupying a re- 
sponsible position with a large con- 
cern; must have knowledge of and 
experience in buying, merchandising, 
display work and installment accounts: 
this job is not one for a beginner or 
one seeking training; we want our 
man already trained and with a broad 
background in the instalment business ; 
please do not apply unless you have 
qualifications as stated above or if your 
experience does not cover some high 
class instalment work: we do not op- 
erate under borax methods; therefore, 
cannot use such a@ man; send recent 
Photograph with first letter. Address 
M., 2814,” care J C-K. 


Leena? 
For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 














ey "y, bere for sale; must 
n 
Baraboo, Wis. th. A. C. Reisz, 


FLORIDA East Coast jewelry and gift 
shop; population 8000, town growing; 
price moderate for store and fixtures. 
Address “N., 2884,” care J C-K. 





JEWELRY store in Santa Ana, Cali- 
fornia, on main business section; owner 
wishes to retire; for particulars write 
J. F. Jacoby (Realtor), 116 W. 3rd 
St., Santa Ana, Calif. 





JEWELRY store concession in drug 
store, also watchmaking department; 
$4,000 will handle. Address, Liptons 
Civic Jewelers, 260 E. First St., Los 
Angeles, Calif. 





FOR SALE; smali jewelry store in 
Northern Utah; good repair trade; ex- 
cellent opportunity for watchmaker; 
owner leaving for lower altitude. Ad- 
dress “H., 2951,” care J C-K. 





LARGEST wholesale jewelry and mate- 
rial house, over 20 years in same loca- 
tion, well established, excellent reputa- 
tion; good stock; fine business; illness 
of owner requires sale; sacrifice at 
$35,000. Address “G., 2863,” care J C-K. 





FOR SALE, jewelry store in New York 
State, city of 325,000; modern fixtures, 
clean stock; excellent opportunity to 
step into a reputable, established young 
business; no dealers. Address “G., 
2614,” care J C-K. 





ESTABLISHED jewelry store for sale 
in Northern Florida; sales volume 
about $80,000; completely equipped; 
good fixtures and excellent location; 
inventory of merchandise and accounts 
receivable approximately $40,000; will 
sell for cash only. Address “P., 2726,” 
care J C-K. 





MANUFACTURING plant doing a 
large business, old established firm 
with the best reputation; fine op- 
portunity for a practical:-man; will 
require approximately $110,000; 
only those with financial responsi- 
bility will be considered; part could 
be arranged on a monthly basis. 
Address “Z., 2792,” care J C-K. 





SMALL jewelry store in town of about 
3000 population with trade area of 
about 20,000; no other jeweler closer 
than Savannah, with a good repair 
business; also wonderful opening for 
good radio man; plenty room in store 
for this; cheap rent; one of the best 
locations in city; $3,000 will handle 
this. P. O. Box 95, Glennville, Ga. 





WELL KNOWN and old established 
jewelry store firm in New York 
City; good trade in fine jewelry, 
diamonds, watches, also clocks, 
especially cuckoo clocks (import- 
ed); plenty of repair work; reason 
for retiring, on account of health; 
$15,000 cash will handle the deal. 
Address “B., 1372,” care J C-K. 








FOR SALE, small manufacturing and 
retail jewelry shop, also agency class 
rings; heart of city, 283,000 popula- 
tion; annual volume $11,000; merchan- 
dise stock, $2,300; valued $5,200; 
established 1881; can reduce assets if 
desired; rent $25 month including heat, 
light, janitor service; located in arcade 
of small shops. Clifton A. Herrick, 327 
Bremer Arcade, St. Paul, Minn. 





WELL established jewelry and loan 
business, located in downtown Los 
Angeles, Calif., doing a good and pros- 
perous business, a chance of a lifetime 
to buy a business of this kind; poor 
health is the cause of selling same; do 
not answer unless you have cash to 
handle this big deal; speculators or 
agents do not answer. Address “R., 
2927,” care J C-K. 











For Sale 


Tools, Equipments, Merchandise 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





FOR SALE in bulk, lathe, bench, tools, 
etc. Mrs. Goldsmith, 1573 E. 32nd St, 
aos N. Y. 7-9 P.M. Esplanade 





WATCH casemaker’s lathe, with 100 
chucks; wire rolling mill and flatmill 
for sale. Bauer, 338 E. 81st St., New 
York City. 





GLASS cased diamond and gold scales, 
weights, gold testing set, etc.; $75 or 
best offer; New York City. Address 
“A.,, 2916,’ care J C-K. 





MANUFACTURERS of unmounted plati- 
num mountings and gold mountings at 
popular prices; no castings. Joseph 
Lg Co., Inc., 93 Nassau St., New York 

ty. 





ARCH CROWN celluloid and parch- 
ment tags, available in all co 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





HOLD-ON clutches, unfinished; trays 
with covers for 1-2-3 dozen rings; 
boxes for rings; dies for rings, watch 
00 a S. Pollack, 95 Bowery, New 

or 





FOR SALE, one brand new auto en- 
graver, used less than one hour, 
three sets of type, total value $208, 
sacrifice for $145. Savelle Jewelry 
Company of Albany, Ga., Ine. 





ONE dozen Ingersoll pocket and wrist 
watches, not running, $9; five Swiss 
wrist watches, in white cases requir- 
ing some repairing, $15; in yellow 
cases, $25. B. Lowe, Holland Bidg., 
St. Louis 1, Mo. 





TEN Swiss wrist watch movements, for 
material, $10; five Elgin, Waltham, 
Illinois or Hampden, 18 size move- 
ments, for material, $10; three 16, 12 
or 0 size, $10. B. Lowe, Holland Blidg., 
St. Louis 1, Mo. 





MANUFACTURERS of assembled 14K 
yellow gold pierced ear wires, and 10K 
and 14K yellow gold assembled French 
screw back ear wires, for unpierced 
ears; ‘immediate delivery. Joseph Ring 
Co., Inc., 93 Nassau St., New York City. 





MI-CONCAVE crystals, sizes 7 to 21, 
141 sizes, 35c. dozen; 100 lentilles 
bracelet sizes $2.49; 100 Genevas $1.98 ; 
100 case screws 0 to 18 size 79c.; stems, 
crowns, staffs, jewels, etc.; send for 
bargain bulletin. Beck Bros., 
Bidg., Fort Wayne, Ind. 





JEWELER and watchmaker signs, hun- 
dreds of stock items, also seasonal 
occasional signs in stock; beautiful 
blue cards (size 7 x 11 five) asst. $1.25; 
Yon for list. Address “H., 1913,” care 





FOR SALE, six light oak, 8 ft. wall 
cases, two sliding doors, base, three 
drawers, in center, and cupboards on 
each; also six showcases, with tables, 
and a horseshoe front case with table. 
G. E. Lofgren, Mediapolis, Iowa. 





NEW AND USED wheel cutters; slide 
rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments. R. P. “Dick” 
Gallien, 220 W. Sth St., Los An- 
geles, Cal. 





(Continued on page 364) 





FOR FEBRUARY, 1946 


363 











FOR SALE—Cont. 








(Continued from page 363) 





ENTIRE fixtures for complete jewelry 
store; genuine walnut; nine latest 
type floor cases with interior fluores- 
cent lighting, wall panels and cases, 
watchmaker’s booth, all in first class 
condition; available for July lst de- 
livery. Reid’s Jewelers, 15 E. State 
. es 8, N. J. Phone Trenton 





JEWELRY CARDS for 


rings, pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc., and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St., New York 10, N. Y. 
Algonquin 4-2174-6. U. S. parcel post 
-makes us your next door neighbor; 
we get acquainted; write for sam- 
Dies. 





BERNINGHAUS refracting chair, white, 


with black leather, hydraulic, complete 
with phoroptor or phorometer, arm on 
side of chair, perfect condition, $150; 
Green test chart, #25, perfect condi- 
tion, $20; also Green test chart +25, 
front glass is cracked, $6; both charts 
have automatic switch and long cord; 
refracting mirror, perfect condition, 
hangs on wall, 16” square, $5; six- 
foot show case, with brackets, perfect 
condition, $20; combination, light 
weight indirect ophthalmoscopes and 
retinoscope, pocket size; perfect con- 
dition, $15. Dr. C. L. Bersee, 2414 E. 
13th St., Columbus, Neb. 





JEWELERS! read carefully; this is im- 


portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes ; complete 
stock books for diamonds, watches, 
jewelry; diamond guarantees; daily re- 
port sheets; complete credit forms: 
business stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
plies of every description: 31 E. 22nd 
St., New York 10, N. Y.; estimates 
given; write for samples; a good house 
to get acquainted with: U. S. parcel 
post delivery service, makes us your 
noe aad neighbor. Phones Algonquin 





DIAMOND Iapidary drills $6.50 each; 
diamond reamers $6.50; diamond 
laps $10 each; diamond lapidary 
set consisting of drill, reamer and 
lap $22 set, for onyx, jade and 


other precious and hard stones 
and crystals; Tungsten carbide 
tipped engraver (long point to with- 
stand repeated sharpening) just the 
thing for removing balance shafts, 
guaranteed to cut hardened steel, 
$5 each; engraver and lap set con- 
taining engraver and diamond lap 
for keeping the engraver sharp $14 
set; diamond pencil or scriber $3 
each; we have received nothing but 
favorable reports from all over the 
country on these tools, and trust 
we may have the pleasure of add- 
ing your name to our long list of 
satisfied customers; a check with 
your order will insure immediate 
delivery. Action Diamond Tool Co., 
oy W. Hubbard St., Chicago 10, 





Business Opportunities 


Minimum charge (25 words) $1.50 
Additional words, 5 eents a word 








EVERY EFFORT is made by The Jewes- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisere 
under Business Opportunities, ctc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-K eystone. 





VETERAN will pay cash for well estab- 
lished jewelry store doing yearly vol- 
ume of $50,000 or better. Address “M., 
2899,” care J C-K. 





SALESMAN, experienced, to carry fine 
line of sunglasses; good opportunit 
Burton Optical Co., 932 F St., N.W., 
Washington 4, D. C. 





WANTED to buy a jewelry store or gift 
shop in a town of 10,000 population, 
in Indiana, Ohio or Michigan; will pay 

» cash, Address “B., 2867,” care J C-K. 





GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
Stock; for details see our advertise- 
ment page 37. 





VETERAN, with family, desires to buy 
or open jewelry store; will accept part- 
ner or any proposition to go into busi- 
ness for myself. Address “W., 2895,” 
care J C-K. 





CONNECTICUT: do you have an optical 
department that is not being used; 
optometrist would like to buy it; cash 
for something worthwhile. Address 
“G., 2950,” care J C-K. 





JEWELRY store wanted by private 
party, from one who wishes to retire; 
cash or credit, Philadelphia or nearby; 
cash transaction; state particulars. 
Address “L., 2938,” care J C-K. 





WANT to buy small, completely equipped 
Plant, suitable for manufacturing cos- 
tume jewelry; prefer Los Angeles, but 
will consider New York and Provi- 
dence; write complete details. Address 
*T,, 2845,” care J C-K. 





CASH for diamonds, watches and jewel- 
ry; established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St., 
Chicago, IIl. 





HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. Stare St.. 
Chicago. 





WANTED, established jewelry store; I 
will pay highest cash price as I will 
continue on business; must have good 
lease and reputation; any correspond- 
ence confidential. Address “G., 2370,” 
care J C-K. 





COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices: 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
—., New York. Telephone, Rector 








a 


JEWELRY stores and stocks bought for 
cash; any size, any amount, anywhere: 
my tremendous outlet and direct con: 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, wil] 
call on you; our offer will amaze you, 
Louis Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936. 





JACK M. WERST will pay you spo 
eash for your surplus or entre 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer. 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Dav. 
ton, Ohio. 





ARE YOU GOING out of business? | 
can guarantee you the cust of your 
merchandise plus the expense of 
running a sale, with my persunally 
conducted auction or flat sale; no 
sale too large or too small; | will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspond 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 








WOULD YOU like to retire from busi- 
ness, if you were given a respon: 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
cash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 
will is an asset that will bring you 
cash the same as your stock: Write 
us for complete details, you will 
not be obligated, references from 
many jewelers who have had w 
liquidate their business recently will 
be sent you along with unquer 
tioned bank references; no atore 
too large or too small. Write at 
once to McRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chicago, Ill. 





WATCHMAKER, instructor wanted; a 
high type man with fine character, 
good habits, congenial personality, 
capable of taking complete super- 
vision and installation of watch re- 
pairing course; we already have 4 
fine established school downtown 
Pittsburgh, accessible transportation 
facilities, and have a complete school 
with full equipment for jewelry and 
engraving course, with engraving 
blocks and equipment, for 25 stu- 
dents; our school has a required 
State approval, department public 
instruction; we will consider a guar 
anteed salary commensurate with 
responsibilities, or will consider 
equal financial investment and patt- 
nership; we already have sufficient 
student applicants to fill our new 
space and are approved under the 
G.I. Bill of Rights; all correspon 
dence will be held in strictest con- 
fidence and we will pay necessary 
expenses of applicant to Pittsbu 
for interview. A. W. Thacker Co, 
2005-2007 Jenkins Arcade, Pitts 
burgh, Pa. 
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Wanted to Purchase 


Minimum charge (25 words) $1.50 . 
Additional words, 5 cents a word 

















NTED, Ruesch or Chapman foot 
pas nbn F. Streicher, Inc., 55 Fulton 
St., New York, N. Y. 





SES ; 

TED to buy small jewelry store in 

bap town; prefer South or Southwest. 
Address “P., 2837,” care J C-K,. 





TERAN, modelmaker and designer, 

"es space in shop equipped with 
centrifugal casting equipment. Address 
“A,, 2761,” care J C-K. 


DISCHARGED soldier, watchmaker, 
wants jewelry store in city over 20,- 
000; up to $10,000 cash, Address “M., 
2883,” care J C-K. 


WANTED to buy, old gold scales in ser- 
viceable condition, complete with dwt. 
and grain weights. Address “M., 
2923,” care J C-K. 

$5,000 cash for small jewelry store hav- 
ng good repair business; town of 6000 
to 20,000 preferred; South or Midwest. 
Address “H., 2878,” care J C-K. 














WANTED to purchase well located jewel- 
ry sture in town of 10.000 or larger 
in East Texas, Louisiana or Missis- 
sippi. Box 1311, Alexandria, La. 





WANT TO BUY jewelry store for cash. 
in small town up to 50.000 population. 
Address “L., 2513,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED. rolling mills, flat and wire 
stock: also wire drawing equipment; 
give full details and price. Address 
“B., 2368,” care JC-K. 





WANTED, new or used staking set and 
watch cleaning machine; veteran de- 
sirous of obtaining these items. K. 
Neubeck, 419 Quincy Ave., Bronx, New 
York City. Ta. 2-0418. 





WE PAY highest prices for old gold, 
silver, gold filled scrap; check mailed 
immediately; satisfaction guaranteed. 
Rose Smelting & Refining Co., 29 E. 
Madison, Chicago, Ill. Dept. J. 





WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills. scales. drills, etc.: give fuli 
details. Ernest Linick, 29 E. Madison 
St., Chicago. Il. 





WANT to buy small, completely equipped 
plant suitable for manufacturing cos- 
tume jewelry; prefer Los Angeles, but 
will consider New York and Provi- 
dence; write complete details. Address 
“V., 2846,” care J C-K. 





CASH for. surplus _ stock; jewelry, 
watches, movements, diamonds, etc., 
broken or new merchandise; ship what 
you have express collect; check by 
return mail and your shipment held 
for your approval: bank references. B. 
Lowe, Holland Bldg., St. Louis 1, Mo. 
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Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





—S== 








WATCH repairing for the trade; fast 
and guaranteed service; price list 
upon request. Esquire Watch Co., 68 
Nassau St., New York 7 N. ¥. 





CAREFUL watch repairing, skilled work- 
manship; good service for out-of-town 
customers. Frederick Lowey, 48 W. 
48th St. New York City. 








SPECIALIZING in repairing of chronv- 
graphs and all kinds of fine watches 
fur the trade. 1. Altay, 22 W 48th SL, 
New York 19, N. Y 





WATCH and CLOCK repairing of all 
kinds for the tirade; satisfaction guar- 
anteed; prompt and efficient service to 
all parts of the U. S. Alma Service 

Company, 72 Bowery, New York 13, 

se: 





REPUTABLE watch repairer for the 
trade; reasonable prices; repairs com- 
pleted within 14 days. Reliance Watch 
a Co., 5 Beekman St., New York 

ity. 





CLOCKS repaired, all makes, foreign 
and domestic, spring weignt and ceiec- 
tric; prompt service; work guaranteed. 
Gem Clock Service, 1344 W. Division 
St., Chicago 22, Ill. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 





RELIABLE watch repairing for the 
trade since 1921; efficient, depend- 
able mail service: Standard Watch 
oy age Broadway, New York 





EXCEPTIONALLY fine watch repairing; 
established over 30 years; prompt, 
honest and courteous service; excellent 

- references; out-of-town customers in- 
vited; send for price list. Harr Watch 
iV Co., 545 Fifth Ave., New York 

ty. 





CLOCKMAKER to the trade, special- 
izing in French, antique and 8-day 
traveling clocks; quality workman- 
ship assured; references furnished. 
Samuel Greenhill, 116 Nassau St., 
New York 7, N. Y. 





WE specialize in repairing all types of 
watches, both American and foreign; 
in cleaning, movements are entirely 
dismantled and thoroughly cleaned, 
each piece receiving individual atten- 
tion, thug assuring you of the finest 
job possible: all jobs are guaranteed 
against defective workmanship and 
material; in addition, our jewelry re- 
pair department is ready to help you 
with all jewelry repairs, including spe- 
cial order work of all kinds. H. Win- 
—. 1548 Belmont Ave., Chicago 13, 





HAVE you a watch repair problem: 
Hundreds of jewelers throughout the 
country have found it quicker and less 
costly to send us their watch repairs; 
our large staff of 45 thoroughly experi- 
enced mechanics assures you of the 
finest quality work and our production 
system will give you rapid service at 
moderate cost: our work is timed on 
Watchmaster Recorder and fully guar- 
anteed; all watches are fully insured 
and protected by Holmes Protective 
Service; over 200 accounts ship us 
their repair work regularly and our 
files are full of letters praising our 
workmanship and our service; please 
correspond with us before shipment to 
avoid unnecessary delay. Dependable 
Watch Co., 132 Nassau St., New 
York, 7, N. Y. Beekman 3-4427-95. 
Members—Jewelers Board of Trade. 








Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY repairing for the trade; fine 


workmanship, prompt. service; also 
beads restrung; reasonable prices. 
Blanchard’s Mfg. Jewelers, 434 16th 


St., Denver, Colo. 








HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
tanen, 47 Park Place, Morristown, 


N. J. 





ENGRAVING to the trade; engraving of 
jewelry, trophies, silverware, orna- 
mental and ring carving; mail orders 
our specialty. Belmar Engraving Co., 
707 S. Broadway, Los Angeles, Calif. 





DIAMOND setting, hammered work and 
scholastic work for the trade; prompt 
service guaranteed. Atlas Stone Set- 
ine Co., 44 Franklin St., Providence, 





H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished: 
prompt service guaranteed. 





JEWELRY repairing is our specialty; no 
matter what your job is, send it to us 
and we will prove to you our ability to 
render first class service and satisfac- 
tion. Alma Service Company, 72 Bow- 
ery, New York 13, N. Y. 





ENGRAVER, particular and trustworthy, 
wants work on jewelry, silverware and 
watches, etc., for crests, monograms, 
letterings, carvings, designing: best of 
references. Bernard A. Thorsell, 30 W. 
Washington St., Chicago 2, Ill 





SUPERFINISHING done on your hard- 
ened steel rounds and flats; extremely 
smooth mirror surfaces produced; ideal 
for mill rollers or impact surfaces. 
Edmund A. Gillis, 24 Court St., Ocean- 
side, L. LX YY. 





JEWELRY AND WATCH repairing. 
since 1914 we have repaired watches 
and jewelry for the trade; all repaire 
finished like new. Hasenjaeger Bros. 
Jéwelry Co., 505 Arcade Bidg., St 
Louis, Mo. 





DIAMOND setter wishes work from 
out of town trade; finest quality 
workmanship; prompt service; ref- 
erences furnished; write today for 
price list. Address “B., 2361,” care 


Eke 





Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





PATENT your good ideas; send me your 
simple sketch or model; free con. 
fidentia! advice-literature; register you: 
trademarks. Z. H. Polachek. registered 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. 





Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH repairing by doing it; 
thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 2061 Broad- 
way, New York City. 





WATCHMAKERS: increase your ability 
through the highty recommended books ; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 





FOR FEBRUARY, 1 946 


365 











Manufacturers’ N ews | 





ELLMORE SILVER SALES FORCE MEETS 


Standing, L to R.—Frank J. Morgan; Jackson F. Boehm; Ernest G. Dower; Daniel B. Sloan; 

Gerald F. Cowan; M. Wolfe; and S. D. Pelz, Vice President. Seated, L. to R.—Bernard 

Alder; W. B. Grover; F. M. Baldwin, Asst. Treas.; |. A. Lipman, Pres.; Guy R. Robinson; 
Charles M. Barry; and Charles DeForest. 


To review plans for 1946 sales repre- 
sentatives of the Ellmore Silver Co. 
attending a week-long series of meetings 
in Meriden, unanimously agreed that 
the outlook for 1946 is brighter than in 
many years. 

Many factors contribute to the op- 
timism, according to I. A. Lipman, pres- 
ident of the company and its Frank W. 
Whiting & Co. division, who spoke 
briefly on its plans for the coming year, 
outlining the sales opportunities bound 
to result as the pent-up consumer de- 
mand makes itself felt after years of 
denial. 


Mr. Lipman’s announcement that pro- 
duction facilities have been greatly in- 
creased to meet the demand and his 
news concerning the company’s forth- 
coming advertising program were 
received enthusiastically by the sales 
representatives, who were also assured 
that the company’s policy of holding 
fast to top quality standards would be 
rigidly maintained and their products 
sold only through the better stores. 

Unable to attend the meeting because 
of transportation difficulties were Fred 
Cannon, Roger Cannon and H. W. 
Slaudt, Pacific Coast representatives. 





Lasko Salesmen Back from the War 


STEVE LUCAS SIDNEY GELLER 

Two of the salesmen of the Lasko 
Strap Co.—Steve Lucas and Sidney 
Geller—have recently returned to har- 
ness after long hitches in the Army. 

Mr. Lucas is the company’s New 
York City representative, and Mr. 
Geller is the Chicago and West Coast 
representative. 


Progress Jewelers Mfg. Co., Prov- 
idence, R. I., announces the return of 
Frank Montaquila to their sales depart- 
ment after serving three years in the 
United States Army. Mr. Montaquila 
will immediately resume his old duties 
of calling upon the trade with the 
Progress line. 
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Baer Retires from Swank 


Withdrawal of Lawrence E. Baer 
from participation-in the management 
and as a stockholder of Swank, Inc., has 
been announced with regret by Swank’s 
president, Samuel M. Stone. 

Mr. Baer had been a vice-president 
and a member of the executive com- 
mittee of the board of directors for 
three years. From .January, 1926 to 
January, 1943 he functioned as general 
manager, being succeeded by J. Carlton 
Bagnall, who now is chief executive 
officer of the company. 

Mr. Baer’s financial interest has been 
acquired by the company, Mr. Stone said. 


Gem Dealer to Europe by Plane 


Saul Blitz, president of Katty & 
Blitz, importers and cutters of diamonds 
and other gemstones, left on January 
15 for Europe via Pan American Air- 
lines. He will visit all the countries in 
Europe that produce either precious, 


semi-precious, synthetic or imitation 
stones, and expects to be back in the 
United States about March 15. 

While in Europe, Mr. Blitz also in- 
tends to study the problems confronted 


by the individuals who have been vic- ‘| 


tims of the war, and upon his return 
to the States, will set up an office from 
where packages consisting of food and 
clothing will be shipped to people in 
dire need. 





New Graver is Extra Hard 


Barkus Horological Laboratories 
have developed a new carboloy double. 
end graver, which, it is stated, wil] cut 
a staff out of a cambric needle without 
removing the burnished surface o, 
drawing the temper. 

So hard is the carboloy of which the 
graver is made that it must be sharpened 
on a diamond wheel. A special diamond 
wheel for this purpose is also bein 
offered by Barkus. Because of its hard- 
ness the graver is said to leave an extra 
fine and smooth finish and the hardest 
material is stated to require burnishing 
only. 

The graver is claimed to take the 
place of costly diamond cutters, but sells 
for only $6.50. Further details may be 
had by addressing Barkus Horological 
Laboratories, 1454 A Street, San Diego 
2, Calif. 


Bulova Honors Employees 
At Company's Annual Dinner 


At the Grand Ballroom of the Wal- 
dorf-Astoria on January I1th, the 
Bulova Watch Company gave its 
Second Annual Dinner to company 
employees in recognition of loyal serv- 
ice. John H. Ballard, president of the 
company and member of its 25-Year 
Club, presided. On the dais with Mr, 


i 


John H. Ballard, President of Bulova, pre- 

sents a chest of sterling silver to Col. Harry 

D. Henshel. Left to right are: Mrs. Tillie 

Schmidt Dunsworth, Samuel P. Epstein, Mrs. 

Harry D. Henshel, Mr. Ballard, Col. Henshel, 
and Arde Bulova. 


Ballard, in addition to Arde Bulova, 
Samuel P. Epstein, and Col. Harry D. 
Henshel, were the new members of the 
25-Year Club, Mrs. Tillie Schmidt 
Dunsworth, Arthur Kaufman, Harry 
Keller, Paul Pastor, Abraham Racoosin, 
and Ben Swartsberg. 

At the dinner, gold watches were pre- 
sented by Mr. Ballard to those employees 
with ten years of service, and special 
presentations were made to employees 
in the 15, 20 and 25-year groups. Col. 
Harry D. Henshel, recently returned 
from overseas duty, was welcomed back 
by Mr. Ballard with the presentation of 
a gold watch and a chest of sterling 
silver flatware. 

The entertainment was headed by’ The 
Hartmans, Jerry Lester, and the Ink- 
spots, with dancing to the music of 
Emery Deutsch and his orchestra. Harty 
Taub acted as toastmaster. 
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New Service Award Plan at Hamilton 


Calvin M. Kendig, president of the 
Hamilton Watch Co., announced to 
some 1500 Hamilton employees during 
the company’s annual Christmas pro- 
gram, that the Hamilton board of 
directors had approved a new service 
award for all employees. 

The new award plan directs that each 
employee receive an appropriately en- 
graved Hamilton watch upon completion 
of 15 years’ service with the company, 
instead of the gold pins which were 





President C. M. Kendig (right) receiving 

certificate award from Chairman of the 

Board F. C. Beckwith. Background, left to 

right, C. C. Smith, Vice President in Charge 

of Finance; G. P. Luckey, Vice President in 

Charge of Manufacturing; and M. F. 
Manby, Chief Engineer. 


formerly used to mark 15, 20, 25 and 
30 years’ service. The new plan will be 
a continuing company policy with 
awards being made annually to all 
eligible employees. 

In his message to the assembled 
group, Mr. Kendig stated that until the 
present shortage of watches’ ends 
eligible employees will receive tempo- 
rary Hamilton Award Certificates which 
will be redeemed for a Hamilton watch 
as soon as a sufficient supply is available. 

During the program, Mr. Kendig made 
token awards to Charles E. Wilson, re- 
tired employee with the longest service 
record, and also to John B. Shock, who 
has been active with the company for 
the past 52 years. 

Approximately 50 retired employees 
were greeted by Mr. Kendig in his 
office where they received Award Cer- 
tificates. Later in the afternoon, some 
500 employees filed into Mr. Kendig’s 
office and were similarly awarded. 

In his message to the employees and 
the listening radio audience, Mr. Kendig 
said, “Your service records speak for 
themselves, but I want to add by per- 
sonal thanks and congratulations for 
the part you have played in the build- 
ing of our company’s reputation. I 
think I can truthfully say that Hamil- 
ton’s position as ‘America’s Fine Watch’ 
is largely due to the skill and craftsman- 
ship of its veteran employees—and it is 
to them we look for continued leader- 
ship in the making of fine watches in 
the years to come.” ’ 





"Bob" West with New Haven Clock 


Cc. R. (“Bob”) West, a native of 
Georgia, previously with the Ship’s 
Service Department, Navy, has recently 
heen appointed South Eastern represen- 
tative for The New Haven Clock Co., 
with headquarters at Atlanta, Ga. 

Prior to his Navy activity, Mr. West 
was a staff merchandise manager for 
the retail store division of the Goodyear 
Rubber Co. at Akron, O. 
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Elgin American Acquires 
Wallace Dresser Set Line 


Elgin American, Elgin, Illinois, man- 
ufacturers of compacts, cigarette cases, 
and dresser sets have acquired sub- 
stantially all of the line of dresser sets 
formerly manufactured by R. Wallace 
& Sons Mfg. Company, Wallingford, 
Connecticut, according to Leo L. Stone, 
vice-president of Elgin American. 

For many years R. Wallace & Sons 
Mfg. Company have been highly re- 
garded as silversmiths and for the 
excellence of their sterling toiletware. 
By taking over the tools, dies and de- 
signs of these Wallace toiletware prod- 
ucts Elgin American expands its already 
extensive line of dresser sets and will 
make available to the trade a complete 
range of designs and decoration tech- 
niques in composition metal and sterling 
silver. All products will be furnished 
with nylon brushes. 

The trade has been advised that in- 
quiries from dealers concerning service, 
repairs and replacements on _ these 
Wallace Sterling toiletware sets will be 
handled from now on by Elgin American. 





Son Joins Morris Rivkin 


Morris Rivkin is pleased to announce 
the addition of another son as a member 
of the firm of Morris Rivkin & Sons. 


SAMUEL RIVKIN 





Samuel Rivkin, who became a member 
of the organization on January 1, will 
cover the Eastern states with the com- 
pany’s line of “Love Bird Loupe-tested” 
diamond rings. He formerly travelled 
for A. Woronock & Sons over a period 
of two and one half years. 





Prominent News Analyst 


To Broadcast for Crysler Watches 


Maurice Muney, president of Crysler 
Watch Co., announces a new radio pro- 
gram sponsoring Dr. Walter Sterling, 
news analyst, over CBS Station, KNX, 
at Los Angeles, each Sunday at 10:15 
P.M. The sponsorship began December 
9, 1945. 

Dr. Sterling is chairman of the board 
and director of the Hoover War 
Memorial Library on the Stanford 
Campus, and was historian for the Rus- 
sian Relief Expedition following World 
War I. He is considered one of the six 
outstanding American authorities on the 
Soviet Union. Dr. Sterling also acted as 
personal adviser to Harold Stassen at 
the United Nations Conference in San 
Francisco. 

“We are confident,” Mr. Muney com- 
mented, “that Dr. Sterling’s pictures of 
world events will prove attractive to 
radio listeners in the Los Angeles area, 
and a real help to our dealers in selling 
Crysler watches.” 





To Represent Sarkin in Calif. 


Former Lt. Irwin Samkin, recently 
released from the Army, has joined the 
sales department of David Sarkin, Inc., 
whose main office and sales rooms are 


IRWIN SAMKIN 





at 93 Nassau St., New York City. Mr. 
Samkin will have headquarters in Cal- 
ifornia and will call on retail jewelers 
throughout the entire state with the 
Sarkin line which includes a complete 
range of both ladies’ and men’s rings 
and mountings. 


Display Fixture for G-E Clocks 


A new “back-in-business” electric 
clock display is now being made avail- 
able to General Electric retailers, R. O. 
Fickes, manager of the Company’s 
Clock Division, has announced. 

A miniature “clock-shop” valued at 
$4.50, the blue and red display mer- 
chandiser is being sold through G-E 
distributors for $2.25. An assortment of 
six electric alarm clocks must be pur- 
chased at the same time. 

Five clock models are offered with the 
display. They are the Heralder, which 
is fair traded at the retail level for 
$3.95; the Chantilly, $4.95; the Trouba- 
dour, $4.95; the Corporal, $4.50; and the 
Delegate, $6.95. Retailers can order any 
combination of six of these clocks—six 
of one model; three each of two 
models; ete. 

The display features the G-E mono- 
gram and stresses the fact that the 
General Electric clocks are “self-start- 
ing” and “accurate” and require “no 
winding.” 

Painted two shades of blue and a 
bright red, the display is 22% inches 


. high and occupies a space 18 by 5-5/8 


inches. 





Gruen Plans Expansion 


Plans to expand immediately its plant 
and production facilities by at least 50 
percent have been announced by the 
Gruen Watch Co. Work on construction 
of the additions to cost an estimated 
$1,000,000 will get under way as soon 
as possible, the announcement said, and 
it is hoped will be completed during 
this year. 

The additions will include new man- 
ufacturing and office facilities, a cafe- 
teria to accommodate the entire per- 
sonnel, new quarters for The Gruen 
National Watch Case Co., a subsidiary, 
and new space for the Gruen Watch- 
making Institute, a school in which 
veterans and other young men are being 
taught the watchmakers trade. 

All present facilities will be redec- 
orated and remodeled, and the entire 
structure will be air-conditioned. 
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Rickenbacker Goes on the Air 
in New Longines Radio Series 


Making his appearance for the first 
time in a series of sponsored radio 
programs, Captain Eddie Rickenbacker, 
famous World War I Ace and pres- 
ident and general manager of Eastern 
Airlines, takes the air February 2, in 
the first of a new series of radio dramas 
sponsored by the Longines-Wittnauer 
Watch Co., entitled “The World’s Most 
Honored Flights.” 

Captain Rickenbacker appears on each 
program as host and narrator. The 
first in the series recreates Captain 
Rickenbacker’s own Pacific Mission, and 





Captain Eddie Rickenbacker, seated, Host 
and Narrator on the new Longines "World's 
Most Honored Flights" program with Colonel 
Hans Christian Adamson, author of the 
series and one of his companions during the 
21-day ordeal on the rafts in the Pacific. 


the entire series is largely autobi- 
ographical in that he personally knew 
most of the personalities involved in 
these dramatizations of the success and 
failure, the comedy and pathos which 
marked Man’s conquest of the air. 

“The World’s Most Honored Flights” 
will be in addition to the Longines’ 
“World’s Most Honored Music” pro- 
grams which will continue as heretofore. 
The “Flight” plays will be heard over 
150 stations in the United States and 
Canada and will be supported by 
nation-wide publicity, newspaper ad- 
vertising, and special display material 
which is being furnished to Longines- 
Wittnauer dealers. 

In a letter to Longines-Wittnauer, 
Captain Rickenbacker wrote: “I am 
convinced that Longines, and all its 
jeweler agencies, do a great institutional 
service in bringing, to the intensely air- 
minded public, the highlights of ‘The 
World’s Most Honored Flights.’ I have 
had countless invitations to join in radio 
presentations as a ‘permanent feature,’ 
but I declined them all. However, when 
the Longines aviation program was 
presented, it not only appealed to me, 
but I felt justified in giving it my time, 
as well as my interest and experience. 
First, because it serves a permanent 
and worthwhile purpose and secondly, 
because it makes me happy to have you 
contribute the fees which I would re- 
ceive to the Army Air Forces Aid 


Society so that this money may be used 

to help needy AAF widows and orphans, 

as well as men and women of the AAF 
disabled in the line of duty.” 
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Jewelry Wholesaler Buys Building 


The five-story building at 2384 South 
Meridian St., Indianapolis, Ind., has 
been purchased by the Baldwin-Miller 
Co., wholesale jewelers, who plan to 
make extensive alterations involving an 
investment apvroximating $100,000. 

Baldwin-Miller Co., organized in 1883, 
is a distributor of watches, diamonds, 
silverware, clocks, jewelry and ap- 
pliances, serving retail jewelers through- 
out Indiana, the southern half of 
Illinois, central Kentucky and western 
Ohio. 

The building constructed of steel, 
concrete and brick, comprises 26,000 
square feet of floor area. 

Baldwin-Miller Co. will occupy the 
fourth and fifth floors of the building 
and hold the balance of the space avail- 
able for leasing. Plans for interior 
changes are already under way, and the 
company expects to be in its new 
auarters in March. 1946. 





Manager of Elgin's Lincoln Plant 


Edward P. Hachtel, wartime superin- 
tendent of the Elgin National Watch 
Company’s anti-aircraft | mechanical 
time fuse division (plant two), has been 
appointed factory manager of Elgin’s 
newly acquired Lincoln, Neb., plant, it 
has been announced by T. Albert Potter, 


E. P. HACHTEL 





president. When in full production, the 
plant will increase by 50 percent Elgin’s 
prewar output of watches, according 
to Mr. Potter. 

Mr. Hachtel, 40 year old Elginite, 
brings to his new assignment a _ back- 
ground of 18 years engineering and 
manufacturing experience. He joined 
Elgin Jan. 9, 1940, as a mechanical en- 
gineer and in May of that year was 
appointed manager of the precision 
products division. 

Subsequently he became superinten- 
dent of manufacturing for plant two and 
after a year in this position was ap- 
pointed general superintendent of the 
plant, continuing in this capacity until 
his recent appointment as _ factory 
manager of the Lincoln plant. 





"Multi-Facet" Diamonds 
To be Nationally Advertised 


Diamond Craft of America, manufac- 
turers of “Multi-Facet” diamonds and 
wedding and engagement ring sets, have 
appointed William H. Weintraub & Co., 
Inc., advertising agency and will em- 
bark upon a program of consumer ad- 
vertising in both newspapers and 
magazines. Thirteen insertions during 
1946, including full pages and _ half 
pages, and not less than half pages, 
will appear in the Saturday Evening 
Post beginning in February. 





J. R. Wood Collection of Replicas 
Of Historic Rings and Diamonds 
Now Being Shown at Movie Houses 


An unusual collection of rare replicas 
of famous engagement and weddin 
rings of history, as well as replicas of 
some of the most renowned diamonds 
in the world, is now being displayed jn 
various theatres of the nationwide 
Skouras chain through the courtesy of 
J. R. Wood & Sons, Inc., ring manufac. 
turers. 

The first of these exhibits was held 
in January in the Manhassett Theatre 
Manhassett, Long Island. Other theatres 
of the chain on Long Island are sched. 
uled to show the collection in succeeding 
weeks, 

The exhibit is an unusual one 
and has proved extremely interesting 
to the public. It includes replicas of 
an ancient wedding ring dating back 
to 2000 B. C., an Etruscan wedding ring 
like those worn by the ancient Romans, 
an early Grecian ring believed to have 
been worn as early as 1000 B. C, a 
Grecian wedding ring containing the 
signs of the zodiac, a fifth century Gaul- 
Roman Period wedding ring, rings worn 
by Martin Luther and his wife in the 
16th century and the wedding ring of 
Mary Queen of Scots. 

Equally fascinating is the collection 
of replicas of famous diamonds, in- 
cluding the famous Orloff of Russia, 
the Shah of Persia, the Kohinoor, the 
Jubliee and the Hope Blue Diamond, 
The exhibit also included photos of 
bridal costumes from 1850 to the present 
day, worn by Wood models. 

In connection with the displays 
throughout the country, J. R. Wood is 
cooperating with local stores to enable 
them to “tie into” the theatre exhibit 
through advertising and publicity. 





Wallace Sales Representatives 
Discuss Promotion Program 





Don W. Leach, Director of Sales, opens 
Wallace's sales meeting. 


The first postwar general sales mect- 
ing of the Wallace Silversmiths, Wal- 
lingford, Conn., was held at the Waverly 
Inn, Cheshire, Conn., December 10 to 12, 

Attended by over 75 men from all 
territories, coast to coast, this was the 
first such event in four years at which 
actual marketing, sales, and advertising 
problems could be discussed and plans 
presented for their solution. 

Principal subject. of discussion was 
the 1946 advertising and sales promotion 
program in which the company believes 
that retailers will find much of interest. 
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Kreisler Announces 
New Sales Territories 


In a recent announcement from the 
main offices in North Bergen, New 
Jersey, the Jacques Kreisler Mfg. Corp., 
has released the new listing of their 
salesmen, together with the territories 
which they will cover. 

In making the announcement, Toby 
Stern, vice-president, pointed out that 
this new expansion of the sales staff 
again emphasizes Kreisler’s “direct to 
the retailer” policy of distribution. “We 
are putting more and more emphasis on 
the time-honored Kreisler policy of 
selling and servicing the retailer direct- 
ly,” Mr. Stern said, “and the new distri- 
bution of territory among the men, 
together with the addition of new men, 
should have a definite and very favorable 
reaction among our many friends.” 





New Idea in Sales Management 








Members of the Cory "S. E. C." discuss 

sales plans for new Cory ground glass 

vacuum seal model at recent Cory Sales 

Convention. From left to right they are: 

N. H. Schlegel, T. R. Chadwick, T. J. Major, 

H. 6. Blakeslee, W. J. Lynch, J. W. Alsdorf 
and D. B. Huggard. 


The duties ordinarily performed by 
one sales manager, have during the past 
three months at the Cory Glass Coffee 
Brewer Co., been delegated to a man- 
agement committee, officially called the 
Cory Sales Executive Committee—or the 
Cory “S. E. C.” This committee is made 
up of eight men representing all phases 
of management. It is headed by the 
Cory president, J. W. Alsdorf, and in- 
cludes the general manager as well as 
management representatives working 
in advertising, production and sales. 

All sales policies and programs are 
brought before the S. E. C. and dis- 
cussed. As new plans are approved, the 
most logical member of the S. E. C. is 
assigned to the job and is given the full 
responsibility of following the plan to a 
successful concPision. 

After a three month experimental 
period, Mr. Alsdorf feels that this 
method of operation is so far superior 
to having one sales manager that it will 
be continued as a part of the permanent 
organization setup at Cory. 





Flier Returns to Schrager 


The House of Schrager, 303 Fifth 
Ave. New York, manufacturers of 
costume jewelry and compacts, an- 
hounces the return of Lt. Milton R. 
Flier after four and a half years of 
service with the Army Air Forces. He 
will again travel his old territory com- 
prising the Pittsburgh area, Ohio and 
West Virginia. 


FOR FEBRUARY, 1946 





National Silver Co. Plans 
Large Expansion of Output 


Greatly increased production by the 
National Silver Co. for 1946 ranging 
from 50 percent on some items to as 
high as 300 percent for others, was 
predicted by two of the firm’s key ex- 
ecutives at the company’s three-day 
sales meeting held December 17, 18 and 
19 at the Hotel Pennsylvania, New York. 

In opening the sessions attended by 
more than 100 National Silver executives 
and salesmen, Bernard Bernstein, vice- 
president of the firm, reported that sales 
for 1945 were the highest in the com- 
pany’s history and anticipated that the 
1946 volume would exceed those results 
by a considerable margin. 

Mr. Bernstein declared that expected 
production increases over 1945 would 
raise the output of flatware an estimated 
300 -percent, dresser sets and _ hollow- 
ware, 100 percent, and cutlery 50 per- 
cent. 

During the first few weeks of 1946, 
several hundred additional emplovees 
will be hired, Mr. Bernstein asserted, 
adding that rapid progress is being 
made to step up productive capacity by 
enlarged manufacturing facilities. 

Walter Jacobs, general sales manager, 
told the gathering that despite the 
record upswing in production, allocation 
of certain merchandise will be necessary 
through the first nine months of the 
year with the possibility of being car- 
ried through to January, 1947. “Never- 
theless.’ Mr. Jacobs said, “the overall 
expanded production and aggressive 
sales and promotional plans give promise 
to make 1946 the company’s greatest 
year. 





Shipped Carloads of Pens By Air 
To Provide Pre-Christmas Stocks 


During the month of December, the 
equivalent of 25 standard freight car 
loads of Reynolds Pens were shipped 
by air to retail outlets all over this 
country and in Canada, South America 
and the West Indies. Milton J. Reynolds, 
chairman of the board of the Reynolds 
International Pen Company, “took to 
the air,” he says, in order to make pre- 
Christmas deliveries to dealers who 
otherwise would not have had the pens 
available for the Christmas trade. 





"Multi-Facet™ Names David Field 


Diamond Craft of America, producers 
and patent holders of “Multi-Facet” 
diamonds. announce the appointment of 
David Field as trade relations manager. 

Mr. Field is thoroughly familiar with 
the jewelry industry, having originated 
and published the weekly Jewelers’ 
News-Letter. Prior to that, as repre- 
sentative for National Jeweler, he con- 
tacted retailers, wholesalers and man- 
ufacturers for more than three years. 
His trade activity was interruped by 
war service aboard the destrover USS 
Sampson where he specialized in radar. 

Commenting on the appointment, Mr. 
William Ludel of Diamond Craft of 
America Co., stated, “Mr. Field’s duties 
will include all that the title implies. 
His chief responsibility will be the wel- 
fare and business progress of “Multi- 
Facet” merchants. He will concentrate 
on merchandising activities which will 
be specifically designed to bring: more 
prestige and profits to jewelers.” 








Two More District Managers, 
One New Salesman for Swank 





JOE FOX HARRIS J. SHAEFFER 


JOSEPH C. BAGNALL 


Under _ their 


recently announced 
policy of providing more extensive 
coverage of selling territory, with a 
district manager in each area, Swank, 
Inc. has promoted Joe Fox to be dis- 
trict manager in charge of western 
Pennsylvania, Ohio, Kentucky, Michigan 
and Indiana. Previously, he covered 
Cleveland and northern Ohio territory. 

Harris J. Shaeffer has been made dis- 
trict manager of the Chicago territory, 
He will also assist Albert L. Heller, 
sales manager of the western division. 

Returned to Swank after four years 
in the Army, is Lieutenant Colonel 
Joseph C. Bagnall, Jr., who served in 
the European theatre and was awarded 
the Purple Heart, the Bronze Star and 
five battle stars. With four years of 
prewar experience with Swank, Colonel 
Bagnall returns to act as sales repre- 
entative in the Cincinnati-Kentucky 
area, with William Weisgold. 


Three Church & Co. Salesmen 
Return from Armed Forces 


Three salesmen of the staff of Church 
& Co., 2 Garden St., Newark, N. J, 
have been released from the Armed 
Services and are reporting back for 
work: Edward G. Otto, who covered 
the Middle West, and Edmund A. La- 
Porte, who covered the South, both of 
whom served in the Army. Stanley E. 
Church, who covered the Middle At- 
lantic states, served in the Coast Guard. 








Irvin Weinrich to Concentrate 
Whole Time on N. Y. Office 


H. Weinreich Co., Inc., announce that 
Irvin I. Weinreich, during the year of 
1946, will devote his entire time to their 
New York office. 

The facilities of the New York office 
have been greatly enlarged and redec- 
orated in order to accommodate a more 
extensive line of jewelry, which will be 
maintained at all times. 
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UNFINISHED BUSINESS 


THE FIGHTING Has ended, the servicemen are return- 
ing, and the nation struggles to reconvert. From one 
viewpoint, World War ITI is over. 

But for the American National Red Cross, the war is 
- far from over. On the contrary, its problems are just 
beginning to multiply. Where once it was concerned 
primarily with boosting the morale of men overseas (a 
task which continues as long as thousands of troops 
remain abroad), the organization now must also take an 
active part in rendering assistance to returned veterans 
and their families. And, of course, the routine, non-war 
responsibilities of the Red Cross continue as always: 
nursing services, relief for stricken areas, etc. 

Don’t feel for a moment that the end of the war means 
the end of your obligation to support the Red Cross. 
Rather, your contributions and membership are re- 
quired now more than ever before. Give to the 1946 
fund! And give generously! The Red Cross cannot con- 
tinue without your help. 


TAXES STILL A QUESTION 


How Lone THE jewelry tax will be continued at the 
20 percent war-time rate is still anybody’s guess. Neither 
Congress nor the President has shown any sign of any 
immediate intention to proclaim the official ending of 
the war—a step which would mean an automatic reduc- 
tion to the pre-Pearl Harbor level of 10 percent, six 
months later. 

And the 1946 tax law, under which relief. mighi be 
provided probably will not be enacted till some time this 
fall at the earliest. Furthermore, there is no assurance 
that this new revenue act will lower the rates of excise 
taxes. Taken together, these excises on various com- 
modities produce several billions of dollars of revenue 
a year, and the men who write the tax laws aren’t going 
to be too eager to surrender or reduce that income. 

The indications are, therefore, that getting tax relief 
for the jewelry trade is going to be a long tough battle, 
and jewelers will be wise not to let their hopes be 
raised too high by stories they may see in the newspapers 
about various proposals for reduction, such as the 
Knutsen bill which has received more or less publicity 
in the past couple of weeks. 


Also, it would be a serious mistake for various in- . 


dividuals or groups to start besieging Washington, or 
writing to Congressmen and Senators. The Jewelry 
Industry Tax Committee is on the job in Washington, 
it is closely following every new development, and well- 
intentioned, but un-informed efforts that might conflict 
with its strategy would do more harm than good. 

When and if they need help they will call for it. 
Meanwhile the best thing for all the rest of us to do is 
to stand squarely behind them, and leave matters in 
their capable hands. 
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HOW COME? 


We've BEEN RECEIVING quite; a few letters from retail 
jewelers lately with which we are in hearty accord, 

Why is it, these jewelers ask, that at the same time 
that we are allotted onlw very limited amounts, if any, 
of certain items, we find Phat other types of stores which 
never carried them, before are apparently getting these 
same scarce goods in substantial quantities? 

Why do the manufacturers who have always depended 
on the jewelry store, now put us on a ration and then 
slip merchandise to department stores, and variety 
stores and others who never bought from them before? 

We, too, would like to know the answer to that one. 
If any manufacturer of jewelry store items who has been 
operating on the basis referred to can give us a logical 
explanation, we'd like to hear from him. 


LET'S NOT DEBASE IT 


By THIs TIME probably everyone is acquainted with 
the Honorable Discharge Emblem—the badge that 
marks the honorably discharged veteran of the armed 
forces. 

The right to wear it is carefully restricted. The of- 
ficial button, which is gold plated, is obtainable only 
by government issue, and while the veteran may, if he 
wishes, purchase a duplicate in karat gold, the jeweler 
from whom he buys it is subject to fine and imprison- 
ment unless he requires the purchaser to show his dis- 
charge certificate before making the sale. Likewise, if 
anyone who is not actually a veteran wears the button, 
he too is liable to heavy penalties. 

All-this is as it should be. The button is a badge of 
honor .reserved for men who have fought for their 
country and to allow it to be used by fakers would be 
an unthinkable degradation of something fine. 

We were pretty thoroughly disgusted, therefore, to 
see an advertisement in one of the New York newspapers 
last month offering for general sale, with no restrictions, 
a lapel button so closely imitating the honorable dis- 
charge emblem that most people would probably mistake 
one for the other. The only difference was that a dove, 
in exactly the same pose was used instead of the eagle, 
and that the part of the circle directly below it was 
enameled to represent various campaign ribbons. 

To produce and sell to any Tom, Dick or Harry a 
badge so closely imitating the emblem of the fighting 
veteran strikes us as almost indecent. We’re happy to 
say that the store was not a jeweler, and we certainly 
hope that no jewelry store will stoop to such an action. 
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